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KM&J Named by 
Congoleum-Nairn, 
Hopalong Cassidy 


Congoleum’s Shift from 
D-F-S Gives Advertiser 
Third Agency in 45 Years 


Cuicaco, April 17—Keyes, Mad- 


den & Jones was awarded the Con- | 
goleum-Nairn account from Dan-| 
cer-Fitzgerald-Sample and_ also) 
acquired today a new franchising- | 


Florida Citrus Cuts 


Ads to Get $75,000 


Carryover for Fall 


LAKELAND, Fia., April 17—The 
Florida Citrus Commission has de- 
cided to cut back its advertising 


| expenditures during the July-Oc-| 


tober period from $450,000 to 
$325,000 in order to go into the 
next shipping season with a car- 
ryover of $75,000. 

The big cuts were in magazines | 
and newspapers, with television | 
carrying on with 
Two tv shows, “Edge of Night” 
and the Garry Moore morning 
show, have about a month more 


little change.) . 


ai St. Thomas 


Head of Implementation 


RocHEsTER, April 
St. Thomas, General Electric Co. 
specialist, marketing services com- 
munication, and chairman of the 
National Industrial Advertisers 
Assn. implementation committee, 
yesterday answered 11 “most-of- 


Beech-Nut Peaches 
are pickin’ time fresh 


Beech-Nut: the most babied food in the world | 


merchandising package built ~ run on a three-times-a-week 
oun eens Comey pas "ide Hooks, general manager 
ee im & ae told the commission at its April 
gy ~~ Kearny, N. J. |/meeting here yesterday that the 
was at McCann-Erickson for eg dy tn dl ye 
first 42 years as an advertiser. Ap-|1) 2" ferences will be held in 
permenant of ERE by te Gols | new York next week on the re- 
Seal floor and wall coverings man- | ***’ x44 4 
ufacturer provides Congoleum with ies : my on ie ool” edees 
its third agency in approximately) rena a 3 oo ig ern 
45 years. The company had visited | er, ai ye said, cn 
four or five other agencies in the| wil ” dteaiene ‘spacaliiea. Sup- 
ast f nths. | ° 3 
aes |plies of some processed products 
= Congoleum, which has a total | Will be limited, and there will be 
budget of “several” million, spends | little if any fresh fruit available. 
more than half of it in the un-| 
measured media. ls “With the present uncertainty 
The company, which dates back | as to size of crops next fall and as 
to the mid-1880s, has had quite|to the time of harvest—which 
an advertising history. At one time| probably will be late—the staff 
(Continued on Page 139) (Continued on Page 142) 


MOST BABIED—Beech-Nut Life Sav- 
ers Inc., Canajoharie, N. Y., will 
use this color page in the April 27 
Chicago Tribune Magazine to pro- 
mote its strained peaches. Young & 
Rubicam is the agency. 


End Commissions 
Is Kobak Advice 
to All Ad Media 


Says Net Rates, with 
Advertisers Paying 
Agencies, Is Solution 


New York, April 17—The adver- 
| tising agency commission system is 


Ike Hits ‘Loopholes’ 
in Outdoor Ad Law; 
Rule Drafting Begins 


WASHINGTON, April 17—President 
Eisenhower complained today that 
there are too many loopholes in the 
billboard control standards set up 
by Congress in the new highway 
bill which became law this after- 
noon. 

The President has previously ex- 
pressed his support for legislation 
regulating the construction of bill- 
boards along the new 41,000-mile 
interstate highway system. 

In a statement this afternoon he 
said the compromise control law 
needs to be “clarified and strength- 
ened” to provide “a clearer basis 
for administrative standards.” 

Meanwhile, legal experts at the 
bureau of public roads were comb- 


Capital Chevvy Dealers Vote to 
Pull Out of Ketchum Package Plan 


Despite 90-Day Cancel 


Proviso, 1 Dealer Returns |er’s expenditures above $10 per car.| , Rebating may be all right legal- 


to Former Shop April 21 


WASHINGTON, April 18—The lo- 
cal Chevrolet dealers association 
has voted to end an arrangement 
(AA, April 7) under which Ketch- 
um, MacLeod & Grove has been 
agency for the association and 
each of its 14 members, according 
to Phil Lustine, of Lustine Nichol- 
son Chevrolet, president of the as- 
sociation. 

Mandell Chevrolet Co., one of 
Washington’s most active dealer- 
ships, announced it will return to 
Kal, Ehrlich & Merrick Monday. 


Other dealers said their plans are| 


uncertain, and the timing of a 
change, if any, will depend on their 
legal obligations to Ketchum. 


s William Macllhenny, who is in 
charge of Ketchum’s office here, 
said the agency is continuing to 
place ads for the dealers and has 
not received notice of termination. 
He pointed out the contract pro- 
vides for a 90-day notice of can- 
celation. 

Under the plan, which Ketchum 
operates in several other East Coast 
areas, the agency since Feb. 1 has 
received $10 from the association 
for each new Chevrolet retailed in 
Washington. It keeps $1.50 as a 
service fee and earmarks $2 for co- 
operative advertising by the asso- 
ciation. It spends the remaining 


it places advertising on a non- 
commissionable basis for the deal- 


The decision to cancel the con-| 
tract was made by the dealers 
Wednesday night, it was said. Some} 
dealers had previously indicated | 
|misgivings over an arrangement 
‘which required them to leave) 
|agencies which previously handled | 
their account. One dealer said there 
was also some feeling that the ex- 
istence of the contract was unwise 
at a time when dealers are ap- 
pearing before a grand jury which 
is investigating the association’s 
activities. + 


Unconscious Sell 
Theme Tops ‘58 


Ad Conference 


Need More Research on 
Subliminal Ads to Find 


Worth, Psychologists Say 


ANN ArBor, April 17—The theme 
of liminal influence—mostly sub-| 
and some supra- —dominated the! 
1958 Advertising Conference at the! 
University of Michigan today. 

Four speakers—two psycholo-| 
gists and two admen—made the 
\conference particularly conscious 


breaking down. ing through the complicated bill- 
board legislation in an effort to 
draft standard regulations which 
will be submitted for the consid- 
eration ofthe Secretary of Com- 
merce. 

Under the bill, Congress specified 
that the construction of billboards 
within 660’ of the right-of-way 
along new highways is to be con- 
trolled. It ordered the Secretary 
of Commerce to draft the control 
standards, but instructed him to 
provide for signs advertising busi- 
nesses located within 12 miles of 
the highway, and also for signs 
useful to the traveling public. 


e Media should stop paying com- 
mission to agencies. 


e Advertisers and agencies should 
work out a fair basis of compensa- 
tion. 


ly, but it’s wrong in principle. 


These are a few of the explosive 
conclusions to which Edgar Kobak, 
onetime president of Mutual 
Broadcasting System, previously an 
NBC, McGraw-Hill and Lord & 
Thomas executive, has finally 
come. In a letter to ADVERTISING 
AcE, Mr. Kobak _reports that he 
read the Frey report during a Nas- 
sau vacation; he goes on to say: 

“Over the past few months, be- 


(Continued on Page 142) 


s In his statement today, the Pres- 

ident expressed fear that exemp- 

tions written into the bill by Con- 
(Continued on Page 142) 


Last Minute News Flashes 


Albany NIAA Unit Rejects ISIM Proposal 


ALBany, April 18—The Albany chapter of National Industrial Ad- 
vertisers Assn., with a total membership of 73, has voted 49 to 5 


against the reorganization of NIAA into an International Society for | 


Industrial Marketing. Delegates to NIAA’s national convention June 3 
in St. Louis have been instructed to vote against ISIM. 


Glamorene Reportedly Moves to Garfield-Linn 


New York, April 18—Glamorene Inc., manufacturer of carpet clean- 
ing preparations, reportedly will appoint Garfield-Linn & Co., Chicago, 
to handle all of its advertising, replacing Product Services Inc., New 
York. Last year Glamorene invested an estimated $2,000,000 in adver- 
tising, 80% in spot tv. Glamorene would not comment on the reported 
move. 


Four Roses Straight Bourbon Bows in California 


New York, April 18—The House of Seagram, traditionally a producer 
of blends only, will introduce its first straight whisky—Four Roses An- 


tique bourbon—in California late in June. Reports of the move have | 


been current since early March (AA, March 10, 24). Introductory ad- 


$6.50 on a commissionable basis for |0f the unconscious as they traced | vertising will be in California metropolitan dailies. Young & Rubicam 
advertising for the individual deal-|out the intricate brain-like con-| js the agency. 


er who sold the car. In addition, 


(Continued on Page 142) 


(Additional News Flashes on Page 143) 
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Denies 


s Railroading’ ISIM 


ten-asked” questions about the 
proposed change of the organiza- 


Committee Answers 11 tion to the International Society 
‘Most Asked’ Questions ee Industrial Marketing. 


Mr. St. Thomas spoke at a joint 


17—Charles| Meeting of NIAA chapters from 


Milwaukeeans to Fight 
ISIM, Run Opposition Slate 
MILWAUKEE, April 18—Forma- 

tion of a “Defeat ISIM Committee” 
was announced here today by the 
| Milwaukee NIAA chapter. A group 
|of seven members under the chair- 
|manship of Robert E. Schultz, ad- 
|vertising manager, Norberg Mfg. 
\Co., is inviting other NIAA chap- 
ters to meet June 3 in St. Louis 
to plan two moves: 


e Engineer a floor fight to stop 
the ISIM proposal from reaching a 
vote at the June 4 business meeting 
and, if it should reach a vote, to 
defeat it overwhelmingly. 


e Develop a slate of officers to op- 
pose the official nominations. 

“We feel that a defeat for the 
ISIM proposal would be evidence 
that the present officers have cre- 
ated a schism within NIAA,” the 
committee said. + 


Hamilton, Ont., Buffalo and Ro- 
chester. He gave these answers 
to the following questions: 


1. How do suppliers fit into the 
Proposed organization? 

“Those people in a _ supplier’s 
organization who have industrial 
marketing management responsi- 
bilities are eligible in just the 
| same manner as are any other 
— with such responsibilities.” 


(Continued on Page 139) 


Auto Accounts 
Dominated Early 
‘58 Agency Shifts 


New York, April 17—The auto 
business, meat packers, appliances 
and cosmetics were notably restless 
in the first quarter of 1958. 

The biggest accounts reported 
changing by ADVERTISING AGE in 
the first three months of the year 
reflected in part the intense activi- 
ty of the final quarter of 1957. 

Thus Buick came to rest at Mc- 
|Cann-Erickson, which resigned 
|Chrysler. The latter came to rest 
in two parts: Cars and institution- 
al at Young & Rubicam and Leo 
Burnett, respectively. Lincoln, re- 
signed earlier by Y&R, came to 
rest at Kenyon & Eckhardt. Pretty 
close to $50,000,000 in billing is 
represented in that scramble. This 
week GMC coach and truck divi- 
sion went to McCann (see story on 
Page 139). 


= In the appliance field Frigidaire 
pulled out of Kudner with $6,000,- 
000 in billing; Westinghouse shift- 
ed its tv-phonograph account from 
McCann-Erickson to Grey; Zenith 
switched from Earle Ludgin to 


(Continued on Page 120) 
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Jewel Tea’s Clements Assails Use 
of Premiums to Force Distribution 


Author Mayer Says 
Premiums Help Deflate 
‘Gas & Gizmo’ Ad Field 


Cuicaco, April 15—George L. 
Clements, president of Jewel Tea 
Co., today blasted some premium 
promotions by grocery manufac- 
turers which “are planned to load 


George Clements 


buyer or to force a 
distribution.” He suggested that 
the manufacturers would get 
better results on their promotions 
if they consulted retailers 
advance. 

“As retailers, we are not im- 
pressed with this type of premium 
promotion; in fact, we resist it,” 
Mr. Clements said in a talk here 
at the National Premium Buyers 


Schick Ads Called 
‘Ineffective’ by 
Company’s President 


WILMINGTON, Det., April 16— 
The president of Schick Inc. ex- 
pressed disappointment with the 
company’s advertising effective- 
ness. 

Kenneth C. Gifford told the 
company’s annual meeting, “The 
advertising dollars we have been 
spending have not been as effective 
as anticipated.” Schick’s first quar- 
ter volume dropped sharply from 
$6,973,886 in 1957 to $3,428,361 in 


up the 


the quarter just ended. Sales for | 


the entire 1957 period were below 
those of the previous year. 

Mr. Gifford said the first quar- 
ter decline resulted principally 
from (1) a delay in receiving parts 
for a new shaver model and (2) in- 
creased advertising expenses. 

Benton & Bowles handles 
Schick. + 


New York, April 16—A tangled 
financial story—recounting how 
Seaboard Drug Co. lost well over 
$200,000 while spending more than 
$500,000 for promotion and while 
its executives were making lavish 
expense account outlays—has been 
revealed in a _ court-appointed 
trustee’s report to company credi- 
tors and stockholders. 

An involuntary petition in bank- 
ruptcy was filed against Seaboard 
by its former agency, Grant Ad- 
vertising, last May (AA, May 13, 
57), with a claim of $110,404 
against the maker of Mericin, an 
arthritis pain reliever. Subsequent- 
ly the company filed for a reor- 
ganization. Last month the trustee 
reported that the reorganization 
plan is not feasible and asked that 
Seaboard be declared bankrupt 
(AA, March 24). 

A meeting of Seaboard’s credi- 
tors (300) and stockholders (1,400) 
has been called for April 22, at 
which time the company’s future 
may be decided. In the meantime, 


in| 


Exposition, sponsored by the Pre-| 


mium 
America. 

“We feel that it is a poor answer 
even to the manufacturer’s pro- 
blem, and it certainly fills no 
useful need for the retailer. It 
causes inventory problems and 
personnel problems, and it does 
not get at the real basic need of 
the manufacturer to stimulate 
consumer demand for his product.” 

Jewel buyers and merchandisers 
buy to fill the needs of their 
customers, Mr. Clements said, and 
do not look upon their role as 
purchasing agents for the con- 
sumer as one in which they simply 
ask, “What can I buy to sell in 
our stores?” 

“Premium promotions aimed at 
loading up the buyer and solving 
manufacturer’s inventory problem 
run contrary to this modern retail 
marketing concept,” Mr. Clements 
asserted. 


Advertising Assn. of 


/@ In discussing the three kinds 
of manufacturers’ premium pro- 
(Continued on Page 144) 


ABP Honors 24 


‘Advertisers for 
Effective Drives 


Two General Electric 
Units Win First, Merit 
Awards in Competition 


RocuEster, N. Y., April 16—As- 
sociated Business Publications pre- 
sented its annual awards for the 
most effective industrial advertis- 
ing campaigns of 1957 at a lunch- 
eon here today jointly sponsored by 
ABP and the Buffalo, Hamilton 
and Rochester chapters of National 
Industrial Advertisers Assn. Pres- 
entation of awards in six divisions 
were made to 24 companies and 
their advertising agencies. 

1.—Advertising of construction 
materials. First award: Gering 
Products Inc., Ger-Pak polyethy- 
lene film division, Kenilworth, 
N.J. (Riedl & Freede, Clifton, N.J., 
agency). Awards of merit: Key- 
stone Steel & Wire Co., Peoria, Ill. 
(Fuller & Smith & Ross, Chicago); 
American Vitrified Products Co., 
Cleveland (Griswold-Eshleman 

(Continued on Page 46) 


they have received a 2l-page re- 
port from David M. Schwartz, at- 
torney for J. Raymond McGovern, 


the trustee, outlining the compa- | 


ny’s history and unusual stock and 
financial dealings, as well as a 
series of “questionable transac- 
tions” which have been brought to 
light. 


s Seaboard was organized, accord- 


ing to the report, in January, 1956, 
by a group of promoters consisting 
\of Harry Patterson and his associ- 
ates, with the assistance of Crisona 
Bros., a law firm, and Foster-Mann 


Inc., securities dealer which under- |? 


wrote the Seaboard issue. 
Associated with Mr. Patterson— 
who in the past has sold merchan- 
dise such as records, toys, rose 
bushes, patent medicines and other 
products by mail order—were Wil- 
jliam H. Eynon, who had interests 
in some of Mr. Patterson’s;.previ- 
ous businesses, and Glen Nelson, 
whose background covered the 
(Continued on Page 34) 
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Jane's Weekend 


| 


FL ee eee See 


FASHION ‘STORY’—Glamour is giving fashion news a fiction-like treat- 
ment with four “stories” like this in the May issue. The models 


wear “tested”’ fashions whic 


h are credited on each page. 


Still Friendly ... 
American Mutual’ 


Originally Created to 
Humanize Insurance Ads, 
He Grows More Efficient 


Boston, April 15—American| 


Mutual’s “Mr. Friendly” has been 
rejuvenated and given a new look 
and a new name. 

He’s the “friendly AM man” 
now—a modern, strictly business- 
like metamorphosis of the lantern- 
jawed quasi-Dickensonian trade- 
mark of the 7l-year-old New 
| England insurance company. Gone 
jis his grinning cat, his high collar, 
| his pince-nez and his old-fashioned 
brief case. But the familiar bowler 
hat and cane-handled umbrella re- 
|main to maintain his identity. (The 
/old version still appears—though 
relatively small—in the trademark 
|in American Mutual Liability In- 
|surance Co. ads.) 

The “friendly AM man” is a 
clean cut young chap—seen mostly 
in silhouette—with more talents 
than his predecessor, Compton Ad- 
vertising, AM’s agency, is high- 
jlighting him in its new service 
campaign as a safety engineer, a 
|claims man, a sales representative, 
ja rehabilitation expert, a medical 
programming specialist, an indus- 
| trial hygienist, etc. 


|@ James H. Mitchell, AM’s pr man 
explains: 
| “The gaunt ‘Mr. Friendly’ has 


| 


Thus friendly Aga man helps prevent production ‘stops’ 
by pinpoinhng piant danger spots! 


Friendly, 
years later, has become the friend- 
ly AM man—younger, more dap- 
per, more business-minded. Even 


TIME MACHINE—Mr. ten 


his umbrella has a sharper point. 
This ad appeared in Business Week 
March 22 and will run in the May 
112 Newsweek. Compton Advertis- 
ing is the agency. 


s ‘Mr. Friendly’ Is 


Sprightlier, Sells Service Harder 


|experienced changes since his cre- 
ation in 1943, in attempts to adapt 
him to new marketing conditions, 
to the company’s growth and to the 
| type of message delivered. 

“This new change resulted from 
the need for an image that would 
retain the good points of the well 
publicized ‘Mr. Friendly’ but give 
him a new look allowing greater 
latitude in advertising, merchan- 
dising and sales,” he said. 

The old “Mr. Friendly” was used 
extensively in case history adver- 
tising, but an “extensive research 
project indicated the case history 


(Continued on Page 141) 


Kastor, Farrell, 
Client Deny ‘Illegal 


Name Use’ Charges 


New York, April 16—A pre- 
trial examination was held today 
in a $1,000,000 damage suit brought | 
by two physicians who contend | 
their names were used illegally in 
connection with advertising for 
Regimen tablets, a weight reducing 
aid. 

Dr. Nathan H. Colton and Dr. 
Hyman I. Segal, both of Philadel- 
phia, filed the suit against Kastor, 
Farrell, Chesley & Clifford; Won- 
der Drug Corp., maker of regimen 
tablets; and Drug Research Corp., 
distributor and wholesaler of the 
| product, all of New York. 
| The physicians charged their 
|names were used in newspaper ad- 


' |vertisements without their consent 


jand that as a result they suffered 
ridicule, disgrace and “impairment 
of their professional standing.” 

| The complaint, filed in federal 
}court here, asked $500,000 general 
and $500,000 punitive damages and 
a court order barring the defend- 
ants from use of the doctors’ 
|names. 


\. All defendants have entered 
general denials of the charges, 
contending the plaintiffs’ names 
were not used to endorse a product, 
but solely in association with an 
article written jointly by Dr. Segal 
and Dr. Colton which was pub- 
lished in the American Journal of 
|the Medical Sciences. 

Kastor, Farrell’s answer to the 
jcomplaint said New York state 
\law permits use of a man’s name 
\“in association with his literary 
work” and that the published ma- 
| terial was of interest to the public 
generally and the medical profes- 


’| sion specifically. 


Pre-trial examinations are ex- 
pected to be completed some time 


Advertising Age, April 21, 1958 


Tutching Succeeds 
Kendall as Head of 
International Admen 


New York, April 16—The Inter- 
national Advertising Assn. an- 
nounced its new slate of officers 
today at its 20th annual meeting. 

J. Vincent Tutching, vp of Mc- 
Cann-Erickson Corp. (Internation- 
al), moved up from Ist vp to the 
presidency, succeeding George E. 
Kendall, ad and sales promotion 
manager of International General 
Electric Co., who has served for 
the past two years. 

Also elected were Elmo C. Wil- 
son, president of International Re- 
search Associates, lst vp; Charles 
Todd Lee, manager of market 
development, Philco International 
Corp., 2nd vp; Dr. Eric W. Stoeltz- 
ner, director of foreign advertising 
for the New York Times, vp for in- 
ternational activities; K. Presbrey 
Bliss, vp of McGraw-Hill Inter- 
national Corp., vp for national 
activities; H. Earle Braisted, presi- 
dent of Joshua B. Powers Inc., 
treasurer; and Harold E. Wein- 
holtz, business manager of Young 
& Rubicam’s international division, 
secretary. 

The officers will begin their 
one-year terms June 1. 

Election of Mr. Braisted to the 
post of treasurer marks the retire- 
ment of Albert M. Martinez from 
this office. Mr. Martinez, exec vp 

(Continued on Page 144) 


New ‘Magazine’ to 
Offer $7 in Coupons, 


‘No Entertainment’ 


New York, April 15—Coupon 
Magazine, a bi-monthly, will bow 
in September with a new ap- 
proach to couponing. Plans call 
for it to be sold in supermarkets 
in 26 cities in ten states. 

Initial distribution is predicated 
on 200 magazines per store in 5,- 
000 supermarkets. Cost to the su- 
permarket is 12¢ per copy; the 
price to consumers will be 20¢ per 
copy. 

Contracts will be made with 35 
manufacturers of products that 
are non-competitive. Each will 
contract to take a spread in the 
magazine at a cost of $3,000 per 
1,000,000 copies. One page of the 
spread will be a four-color ad. 
The other page will be “editorial” 
matter on the use of the product 
advertised. Each page will include 
one to three coupons. Redemption 
of the coupons will be handled by 
a coupon clearing house at an 
estimated cost to the manufac- 
turer of 14¢ per coupon. 

“The editorial subject matter,” 
Roy Ald said, “Will be built around 
food, recipes, menus, household 


(Continued on Page 80) 


ELWOOD M. POWELL has been named 
general sales promotion manager 
of Montgomery Ward & Co., Chi- 
cago, a new position. Mr. Powell, 
formerly assistant to the merchan- 
dising vp, will coordinate Ward’s 
promotional programs, including 
advertising, display and design in 
both the retail and catalog divi- 


next month, # 


sions. 
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Advertising Age, April 21, 1958 


Ciba Quiz Hints 
Exclusivity to Be 
Agency Criterion 


Pharmaceutical House 
Weighs Five Agencies’ 
Replies to 13 Questions 


Summit, N.J., April 16—Ciba 
Pharmaceutical Products Inc. this 
week was analyzing the replies to 
a 13-point questionnaire sent to 
five advertising agencies (AA, 
April 7). 

The questionnaire asked for de- 
tails of agency operations, includ- 
ing an explanation of how Ciba 
would be billed for various serv- 
ices. 

Up for disposition is a portion 
of the Ciba account, which cur- 


rently runs to a little over $1,000,- 
000 at William Douglas McAdams | 
Inc. In the running are Burdick, 
Becker & Fitzsimmons; Doherty, | 
Clifford, Steers & Shenfield; Paul | 
Klemtner & Co.; Noyes & Sproul | 
and Sudler & Hennessey. 

Albert J. Weisbrodt, advertising 
manager of Ciba, reported that as 
of today answers had been received | 
from all contenders except one. He | 
said the final decision will take 
four to six weeks to reach. 


® Ciba has not decided yet which 
products will be shifted to the new 
agency. The allocation will depend 
partly on agency answers to one 
key question: What products can 
be handled on an exclusive basis? 

This raises the thorny point of 
agencies handling competitive 
products, a common practice in the 
ethical drug field. Ciba and other 
companies in the field are now 
trying to break away from this 
practice. 

Four of the agencies in conten- | 
tion are specialists in the ethical | 
drug field. The fifth—Doherty, 
Clifford—has a professional drug 
division headed by William E. Dur- 
yea, who resigned recently from) 

(Continued on Page 80) 


FTC Charges Rayco 
With Use of False 


Prices in Retail Ads 


WASHINGTON, April 17—The Fed- 
eral Trade Commission charged 
today that Rayco Manufacturing 
Co., Paterson, N.J., furnishes de- 
ceptive advertising material to ap- | 
proximately 111 franchised inde- 
pendently owned and operated! 
retail stores handling its automo- 
bile seat covers and convertible | 
tops. 

The complaint said the statement 
that Rayco seat covers and tops are 
offered “at sacrifice prices” repre- 
sents fictitious pricing. Other por- 
tions of the complaint involve the 
use of the Fashion Academy seal, 
and the statement that U.S. Test- 
ing Co. found Rayco products more 
durable than competitive prod- 
ucts. # 


Roberts to ‘Washington Post 


Edwin A. Roberts, who has been 
art director of Williams & London 
Advertising, Newark, for the past 
two years, has been appointed ad- 
vertising director of the broadcast 
division of the Washington Post. 
His duties are to include production 
of layout, art and design for trade 
publication, newspaper and maga- 
zine advertising, and other printed 
material. 


Young Joins Carroll 


Sam Young, formerly an account | 
executive of MPA, movie producer, | 
has joined Carroll Advertising, 


ecutive. 


|dustrial admen here yesterday by 


‘Regal Shoe Names 
Mogul; Doyle Dane 
Acquires Thom McAn 


New York, April 17—Two shoe 
accounts were polished off this 
week as Regal Shoe Co. went 
from Doyle Dane Bernbach Inc. to 
Emil Mogul Co., and Thom McAn 
stepped over to DDB from Ogilvy, 
Benson & Mather. 

Regal Shoe, 
ported at “well under $200,000,” 
was resigned more than a month 
|ago by DDB. About the same time, 
| Ogilvy announced its resignation 
of Thom McAn. As indicated here 


Gaal 
(AA, April 14), Doyle Dane was | = 


high in the running for the $900,-| 
000 Thom McAn account, report- 
edly the largest shoe retailer in 
the country. 

At Mogul, Regal moves in with 
several other non-competitive 
shoe accounts, such as the popu- 
lar-priced National Shoes, Field & 
Flint’s Foot-Joy line, Stone-Tar-| 
low Co. elevators and Ben Hogan 
golf shoes. Also at the agency is 
Esquire shoe polish. 

“In the year ahead,” the Regal 
announcement said, “plans call 
for doubling the previous budget 
and for extension of advertising 
to markets not covered in the 


with billings re-| - 


TOASTMASTER 


| 


Powprmatic leaster lowers (Re Bread feasts it. raises | setomatically! 


‘Self-Serve Display Helps Hike Sales 
233%, Mohr Tells Popai Symposium 


Mee Reports Plan for 
Major Research Effort 
to Aid All Advertising 


“In the face of a general reverse 
in the business trend,” he said, 
“our advance total sweater book- 
lings for the spring of 1958 ex- 
|ceeded our 1957 spring sales by a 


New Yorx, April 16—Use of fantastic 233%." He attributed 
| self-selection displays at point of | ‘Mis largely to the use of perma- 
|purchase has rocketed sales for | ment self-selection display units. 

Phillips-Van Heusen Co. swim Mr. Mohr spoke yesterday at 
suits and orlon sweaters, according | 2 !uncheon sponsored by the Sales 


or Executives Club of New York and 
t t Mohr, rtising man- : 
|to Rober - eGverticing the National Assn. of Permanent 


NO-DROP—This ad, part of a new 
Toastmaster campaign for its ap- 
pliances, runs in the June Better 
Homes & Gardens. The first ad in 
the series—for the fry pan—runs 
in Life April 21. Erwin Wasey, 
Ruthrauff & Ryan, Chicago, is the 
agency. 


past.” Newspaper ad programs 
and test campaigns in radio and 
television are in preparation. 

Regal is a division of Brown 
Shoe Co., Thom McAn a unit of 
Melville Shoe Corp. + 


Copy Rules Apply to Industrial Ads 
Too, Brickman Tells NIAA Session 


Chicago Chapter Set 
to Hear Presentation 
on ISIM Plan April 21 


Cuicaco, April 15—“Let’s stop | 
writing ‘industrial copy’ and be-| 
gin to write copy again.” 

“Let’s forget the concept of ‘in- 
dustrial copywriting,’ along with 
any inference that it is writing of 
a lesser quality than consumer 
copy. Copy is copy, so let’s just 
concentrate on writing good 
copy.” 

This advice was proffered to in- 


Paul Brickman, vp and creative 
director of Fuller & Smith & Ross, 
Chicago. 

He told a copy seminar at the 
second annual Mid-America In- 
dustrial Advertising & Marketing 
Conference that industrial copy- 
writers must address specialized 
readers in a specialized language 


for a special purpose. But, he said, 
this doesn’t give them license to 
ignore basic copy requirements. 

A major failing in many indus- 
trial ads, Mr. Brickman said, is 
lack of follow-through from art- 


work to copy, a failure of the copy | 


to fulfill some point of interest 
promised in the art. 


= The conference, sponsored by 
the Chicago chapter of the Na- 
tional Industrial Advertisers 
Assn., consisted of seminars on 
direct mail, research, art and pro- 
duction, sales promotion, media 
selection and copy. 

At the media selection seminar, 
Elaine Kortas, media manager of 
Marsteller, Rickard, Gebhardt & 
Reed, said that the trend to indus- 
trial advertising in “executive” 
business publications poses no real 
threat to trade publications if the 
business magazine ads are used in 
correlation with, and in support 
of trade publication ads. In most 
cases they are so used, she said. 


s About editorial evaluation of 
trade publications, Miss Kortas 
said there are no simple rules to 
go by. But she did say that iso- 
lated facts like the number of edi- 
tors or percentage of staff-written 
material are not very important 
by themselves. 

A cost-per-1,000 figure means 
nothing when you're talking about 

(Continued on Page 72) 


| ager. 


| commercial 


| Display Producers, held in con- 
|nection with the 12th annual ex- 
hibit and symposium of the Point- 
of-Purchase Advertising Institute 
here this week. 

At the same luncheon, Arno 
Hoffman, director of the elastic 
hosiery division of Johnson & John- 
son, emphasized the importance of 
tying in point of purchase with 


Sales by Phone other advertising, and suggested 


Onasa, April 17—J. L. Brandeis] Mowing retailers attractive al 
Co., Nebraska’s largest department | ing P - 
store, is using television for direct A 
sales as well as an advertising : ‘ 
medium. |@ In Popai business, Stanley L. 
Under a plan devised by KMTV,| Wessel, of Stanley Wessel & Co., 
the store is running 35 one-minute | Chicago, newly elected Popai board 
live commercials weekly, featuring chairman, announced that because 
various products. Each commer- |° 4 recently discovered technical- 
cial on the station ends with the |'ty in the constitution and by-laws, 
suggestion that the viewer place | @dvertisers and agency representa- 
an order—either by phone or mail. | “ves will no longer be members of 
The station’s merchandising de-|the Popai board. Only manufac- 
partment has designed for Brandeis |‘UTing members are eligible, but 
a tv mail order book which con-|2" advisory board of advertisers 
tains mail order forms. The booklet | #4 agency men will soon be ap- 
has been distributed to tv homes | Pointed, Mr. Wessel said. 
throughout this area. Instructions} William W. Mee, who continues 
on how to order by phone or by|@S executive director, announced 
mail are included. plans for closer cooperation with 
As an incentive to hypo audi-|major advertising associations to 
ences for these commercials, each |help further the integration of 
includes a free gift) Point of purchase with other ad- 
offer. The gift—-whatever mer- | Vertising media. He said meetings 
chandise is being advertised at the | have already been held with the 
time—goes to the holder of the Assn. of National Advertisers, and 
mail order book with the lucky others are planned with the Ameri- 
number. ;can Assn. of Advertising Agencies 
land various media groups. 
® Placed through Bozell & Jacobs,| This year's exhibit attracted 126 
this is the first major tv campaign exhibitors, surpassing the former 
for Brandeis. It is also said to be |T@cord high of 109 set last year. 
the first time the 87-year-old store | Other highlights of the exhibit: 
has used any medium other than) e Announcement was made of a 
newspapers for a major drive. |major research project, designed 
This special tv push was de-/to benefit all advertising, details 
signed to counteract the inroads | of which will be released next 
made on the downtown department | month. 
store business by suburban shop- 
ping centers. Brandeis hopes that 
people who won’t come downtown 


Omaha Retailer 
Uses TV to Push 


|@ Plans were revealed for the re- 
|lease of a sound film next fall 
to shop will pick up the phone ora showing how point of purchase ad- 
pencil and place an order for an | Vertising works to complete the 
leon Sentured en te. |eycle of a sale and how it adds to 
Station KMTV has set up charts | ‘Me effectiveness of other media. 
to tabulate for the sponsor the|e Popai will hold its first national 
exact dollar volume resulting from|membhers meeting Oct. 15-17 at 
each commercial. # | Atlantic City. Workshops and sem- 
|inar meetings will also be contin- 


Peterson Griswold 


ALL SET—This foursome studying Dole (Hawaiian 
Pineapple Co.) ad plans in San Francisco includes 
San Antonio, as an account ex-| Hal Griswold, Dole ad manager; Roy Peterson and 
Llew Jones, Foote, Cone & Belding, Dole’s agency, 


j}ued throughout the year. 


|@ New officers elected, besides 
| Messrs. Wessel and Mee, include 
O. H. Stark, Snyder & Black, New 
| York, president; William M. Har- 
|ris, Wm. Melish Harris Associates, 
|Greenwich, Conn., Ist vp; Ray 
| Dubrowin, U. S. Printing & Litho- 
|graph Co., New York, eastern vp; 
John R. Webb, Magill-Weinshei- 
mer Co., Chicago, western vp; and 
Harry Fenster, I. Fenster & Sons, 
peege treasurer. + 
|Lyon-Healy Names Two 

| Lyon-Healy, Chicago area music 
store chain, has named Donald 
|Kanter advertising manager suc- 
j}ceeding Robert Hucker, who has 
|joined Burlingame-Grossman, Chi- 
cago, as assistant promotion man- 
ager. At the same time, the chain 
appointed Styrk Orwoll, formerly 
production supervisor with Au- 


Burns Jones 


and Joe Burns of Fitzpatrick Associates, West Coast |brey, Finlay, Marley & Hodgson, 
representative for Metropolitan Sunday Newspapers.| 
In addition to Metro, ads will appear in independent | continue 
supplements in the drive starting June 8. 


Chicago, to the new post of special 
events manager. Robert Storm 
Ss as Lyon-Healy’s sales 
promotion manager, 
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to very nearly 
| volume.” # 


Donahue & Coe Sets | 
Up New Corporate _ 


and Industrial Unit 


New York, April 18—Donahue & 
Coe, which organized a grocery 
products division two years ago, 
has now set up a corporate and in- 
dustrial division. 

Pepe Sy ag Rie Boone the advertising and publishing a new post. The company, which | 
1270 Sixth Ave., where the agency |¥°Tds during ANPA week,” ac-| produces Ocean Spray cranberry 
now occupies the 25th, 26th and cording to Metro. The American products, reports its first quarter 
27th floors, will be under the direc-|N€wsPaper Publishers Assn. is)sales were at an alltime high, up 
tion of VP Stuart Cowan in New holding its annual convention at/ 30% over a year ago. 
York and, in Chicago, of Senior | ‘?¢ Waldorf-Astoria from April 21) A new advertising theme— | 
VP Arthur Decker, who also con- | rough April 24. # “Natural mate for meat”—is being | 
~ introduced to promote the regular 


tinues as general manager of the) os natal . 
Chicago office. Turner Construction Co.; and York | serving of ne prmtgieheny with meat, 
as well as chicken and turkey. 


Accounts to be handled by the|Corp., subsidiary of Borg-Warner. | 
new division—accounting for some “Our growth in this field,” said 
: 12% of Donahue & Coe’s $30,000,-| Walter Weir, executive vp of the CPRS Sets Confab May I, 2 A 
000 billing—include Bankers Trust|agency, “is illustrated by the fact} The Canadian Public Relations | 
Co., New York; Columbian Carbon!that we placed a total of 3,232|Society will hold its annual con-| 
Co.; Fairbanks, Morse & Co.; Lone|pages in business papers during| ference in Montreal May 1 and 2, 
Star Cement Corp.; Bruce Payne &| 1957. This was an increase of 150% |/marking the group’s 16th anniver- 
Associates; Raytheon Mfg. Co.;|over 1956; and this year we expect sary. 


Metro Group Runs 34 
Two-Color Bleed Pages 
This issue of ADVERTISING Ace Cranberry Assn. Names 

carries 34 two-color bleed adver- Flegal to New Ad Post 
tising pages placed by Metropoli-; H. Drew Flegal, formerly with| 
|tan Sunday Newspapers—28 con- | Fitzgerald Advertising, New Or- 
|secutive right-hand pages followed |leans, on the Wesson oil account, 
by three spreads. The ad, one of|has joined National Cranberry 
the largest ever carried by AA, is| Assn., Hanson, Mass., as director | 


| 


Whose present address is 
210 Koblenzer Strasse? 
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Charles St. 


designed to “attract the attention | of advertising and public relations, Too many loopholes in the billboard con- | 


Seaboard Drug Co.'s financial story is al 


Ciba 


Industrial 
| 


Phillips-Van Heusen Co. finds self-service 


Federal 


Thomas answers 11 “most- | 
asked”"’ questions on International So-| 
ciety of Industrial Marketing at NIAA 


meeting in Rochester ...................Page 1 


Media should stop paying commissions, 


advertisers and agencies should work 
out a fair basis of compensation, Ed- 
gar Kobak says 


trol standards set up by Congress, Pres- 
ident Eisenhower says 


Grocery retailers are not impressed with | 


manufacturers’ premium promotions 
which load up the buyer or force dis- | 
tribution, Jewel Tea’s George Clements 


ford, is disappointed with his com-| 
pany’s advertising. “The advertising 
dollars we have been spending have not 
been as effective as anticipated,"’ he tells 
annual stockholders’ meeting ......Page 2) 


ssociated Business Publications presents | 


its annual awards for the most effec- | 
tive industrial advertising campaigns of | 
1957 to 24 advertisers ..................Page 2| 


| 
Coupons will be main fare in new gro- 


cery-distributed magazine. Readers will | 


get up to $7 in redeemable coupons, | 
hints on food, recipes, menus, house- 
TONG CATE rverscsesscssssrssssseneresssersersrecseesse MEO 2) 


| 
tangled web, according to the report 


made to stockholders by the court-ap- 
pointed trustee, who has recommended 
bankruptcy proceedings Page 2 


Pharmaceutical’s questionnaire to 
agencies in seeking new agency sug- 
gests its business from William Douglas 
McAdams Inc. will go to agency that 
offers exclusive handling ................Page 3 


copywriting is no different 
than other kinds of copywriting, Paul 
Brickman, vp and creative director of 
F&S&R, Chicago, tells Mid-America In- 
dustrial Advertising & Marketing Con-| 
ference Page 3 


Omaha retailer J. L. Brandeis Co. is using 


tv as a product catalog, with tv viewers 
receiving a tv mail order book from 
which they can order by mail or phone 


products shown on tv Page 3| 


point of purchase displays help rocket 
its sales saiaatiattcinieittaialldiciia iain acide Page 3 
Communi Cc issi 

members discover that Uncle Sam has 
been willing to foot higher hotel bills 
on official junkets all along 


Philip Morris and P. Lorillard sales were 


up in the first quarter of 1958 although 
net profit was off sompeeneuninith Page 20 


Industrial advertisers place big emphasis 


on available talent in agencies they 

hire, Industrial Marketing study re- 

f PUD . crcevcssrsezcscscconsesesenenecennnsssnesnenessnntina Page 28 

} }. ¥ Author Philip Wylie hits McCall's “To- 
4 | getherness,”’ comes out forthright for 
“apartness.”’ eccccseccescocscoccscsscccosell GO 28) 

Many ad executives with second-rate 


Koblenzer Strasse—that’s in Bonn, West 
Germany. And so is one of the three Sun- 
papers men above, as chief of our German 


a fine newspaper background gleaned in his 
post-war years. Two things about his work 
shone through even at this early date—an 


brains are picking the first-rate brains 
of the unrewarded woman at the next 
desk, Martin Mayer tells delighted audi- 


| Advertising Market Place 


Advertising Age, April 21, 1958 


“me Highlights of This Week's Issue 


ence of the New York chapter of Amer- 
ican Women in Radio & Televi- 
sion Page 32 


Petersen Publishing Co. started when its 
principals undertook pr job for a hot 
rod show, consequently launching Hot 
Rod, the first of seven publications 
they now put out 


Five out of six households—nearly 42,- 
000,000-—-have one or more tv sets, Ad- 
vertising Research Foundation _re- 
ports 


Point of sale must offer salesman and re- 
tailer something worth while to win 
out in today’s competition for limited 
display space, Joe Leigh, board chair- 
man of Einson-Freeman, tells Chicago 
admen 


Publicis—leading French agency—launch- 
es drive to sell French industry on in- 
stitutional advertising 


The market man is the Svengali of the 
swindle sheet, according to a new 
novel, “Expense Account,” by Joe Mor- 
gan pemnniiemenininnme D 

There are 81% more radios in use now 
than in 1948, when tv got its start, the 
RAB reports 


Confidence man poses as advertiser's son 
looking for a new agency, has managed 
to chisel some free meals from Chicago 
and Milwaukee agencies ............Page 54 


British Broadcasting Corp. bumps U. S. 


films, presents live shows in battle 
to gain viewers from commercial 
ee etiecsibaidtiond mentite OS 


May time is picture time, new campaign 
says, as camera makers and suppliers 
try to get summer photographers to in- 
clude May in their thinking 


Chicago Better Business Bureau hits lay- 
out techniques in ads which mislead 
the public on price ae | 


Upper middle class is the target for ad- 
vertising, because trends in buying 
trickle down from there, anthropol- 
ogist Margaret C. Pirie tells market- 
ers 


REGULAR FEATURES 


ethan ——— | 
Along the Media Path ....... 84 
Art Director's Viewpoint ... . 6 
Coming Conventions ........... . 118 
Consumer Magazine Linage .... 60 
Creative Man's Corner ....... AN 
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Direct Mail Advertising 2 
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Getting Personal . 16 
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Salesense in Advertising .................. ® 
This Week in Washington ................... 6 
Voice of the Advertiser ............ 134 
What They're Saying ............ Rr 


Bureau. He’s yours to find from these clues. 


1. Notice the word “‘present’’ in the head- 
line. Our man’s mail has seldom caught up 
with him, so constantly has he been on the 
go. This is both hereditary (for the first ten 
years of his life, as the son of an itinerant 
country preacher, he called twenty different 
places ‘“‘home’’) and environmental (for the 
most recent ten years of his life he has been a 
newspaper man of his own free choice). So 
scan the faces above for a leading citizen of 
Nomad’s Land. 


2. Look too for a young (age 34) “‘sea dog.” 
During World War II he served three years 
in the merchant marine. It wasn’t exactly 
shore duty, either—ice breaking to Mur- 
mansk, dodging buzz bombs in London and 
Antwerp, undergoing bomber raids off Italy 
and North Africa. The enemy apparently 
wasn’t impressed by his Phi Beta Kappa key 
from Wake Forest. 


ability to reduce complicated situations to | 
simple, lucid language; and a lively style that 
lent itself naturally to “‘offbeat’”’ feature 
stories. So he was promptly engaged—and 
just as promptly started at the bottom of 
the ladder. 


4. His rise, rung by rung, has been typical 
of The Sunpapers’ schooling system. Copy 
reader — aviation writer — rewrite desk — 
general assignments — then to the Washing- 
ton Bureau of The Sun for a thorough 
indoctrination in national and world affairs. 
When he arrived in Bonn the first of this 
year, he had the “big picture’’ well in hand. 


That’s the biography. Now meet the byline 
—Bynum Shaw, man on the left. In the 
center is Vernon Sherwin, news editor of the 
Evening Sun. And on the right is Frank 
Praetorius, national advertising salesman. 
Frank has never had a byline in his life, but 
he does well with a selling line that’s solidly 


3. The Sunpapers were impressed, though, 
when he appeared on the scene in 1951 with 


based on Sunpapers success stories. He’ll be 
glad to elucidate. 


COORDINATION 


AND SKILL... 


... PRODUCE ONLY THE FINEST PHOTO 


ENGRAVINGS. USE DOT FOR BEAUTIFUL 
COLOR, OUTSTANDING BLACK AND WHITE. 


Dil Engravers, SHO 


600 W. VAN BUREN ST. 


S The Baltimore Sunpaper 


Combined Morning and Evening circulation 411,663—Sunday 317,648 


National Representatives: Cresmer & Woodward, Inc.—New York, San Francisco, Los Angeles 
Scolaro, Meeker & Scott —Chicago, Detroit 


CHICAGO 7 
STATE 2-5367 
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THIS IS 


“He does it on purpose—to give every- 
body a heart attack.” 

“He does not—he’s such a ham, he can’t 
get past the grandstand.” 

“But does he have to hang back 40 
lengths, the big bum?” 

“Don’t insult him, brother. My name’s 
Sullivan too!” ~. * * 
Make no mistake-—they're both betting 
on the great 3-year-old with the improb- 
able turf tactics, but they've got to argue 
about him anyway. 

Sports fans always argue, about their 
heroes or villains, horses or humans, ar- 


ONE BUNCH 
WHO’LL 
TAKE SIDES 


gue with pride and with passion, with 
knowledge or just with noise. 


And most of them are equally vocal about 
their other prides and passions: the car 
they hanker for, the trip they're planning, 
the bourbon or beer they serve, the clothes 
they buy. 

Which makes them one of the most 


cooperative bunch of customers who could 
ever read your ad anywhere. 


For if SPORTS ILLUSTRATED'’s crowd 
of 850,000 families should start playing 
favorites with your product, the odds 
might go up on its whole future. 


SPORTS ILLUSTRATED 
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This Week in Washington... 


| FCC, to collect as much as $25 per 


day when they are required to go 
to costly resort hotels in the course 


U.S. Got Generous on Allowance for «2:2 besines: 


| 
Room Expense-but Nobody Told FCC «2.27.0 2°s.3\ 7s" 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, April 17—The 


members of the Federal Communi- they all go to Los Angeles to par- | though they have an ample staff| 


Commissioner T. A. M. Craven, 
who was one of two FCC members 


this regulation, for on at least two 
going to have to dig into their per- | occasions he turned in tabs adding 
|sonal funds to finance part of their | up to more than $12 per day after 
expenses later this month when|traveling on public business. Al- 


| One friend of the program, Sen. 
Edward Thye (R., Minn.), ex- 
|pressed chagrin this week at re- 
ports that Russians are stealing the 
show at the Tokyo fair with an 
exhibit built around Sputnik II. As 
he hears it, Russians even are 
smarter merchandisers, using lav- 
ish booklets with Japanese text to 
describe their displays, while 
Americans rely on stapled mimeo- 
graphed sheets with English tect. 
An even more embarrassing sit- 


cations Commission have just had|ticipate in the convention of the of lawyers and administrators, who | uation for the goverment’s trade 


a great stroke of luck. Until now, 
as you know, they have been col- 


National Assn. of Broadcasters. are supposed to look after their 
Now it turns out that the com-|housekeeping problems, the other 


fair program has been stirred up 
by Sen. Hubert Humphrey (D., 


lecting only $12 a day from the missioners do not face financial commissioners apparently were un- | Minn.), who claims the Department 
government when they traveled on ruin after all. Instead of being the | aware of their rights, for they went |of Commerce has gone out of its 
official business. Since this travel miserly employer the commission-/|right along short-changing them-|way to sabotage efforts of private 
often involves visits to swank ho- ers assumed him to be, Uncle Sam selves by claiming no more than|exhibitors to set up a display of 


tels to attend industry conferences, 
most of the commissioners have 
swallowed their pride and let the 


long ago recognized that his people $12 per day. 
couldn’t be expected to live on $12 
a day at the swank hotels patron-| U.S,’ Foreign 


|American products in Gorki Park, 


Commerce De-|Moscow, this summer. A special 
partment’s trade $2,200,000 fund had been appropri- 


industry pick up the tab for their|ized by business men on conven- ‘Sell’ Attacked fair program has ated by Congress for an American 


hotel bills. 


tion junkets. So the commissioners scored 


its share exhibit in Moscow, but the senator 


Recently congressional investiga- have just been informed, to their of triumphs, but there is strong|claims Commerce Department 
tors told the commission to stop delight, that travel regulations ap-| feeling in the Senate that it still|turned frigid when it found the 
taking subsidies. So it began to proved by Congress in 1955 allow| suffers from too many inexcusable private group had beat its negotia- 


look as if the commissioners were 


|government people, including the snafus. 


tors to a lease on the exhibition 


DEs 


Ruth Wallestad of Cedar Valley drives past Shari Ankeney of New Sharon 


to score a basket in the 


state tournament held annually in Des Moines. 


Hometown paper 
for the whole state 
of Iowa... 


7 
wt: 


because it publishes so many 


basketball scores? Yes, that’s part 

of the answer .. . for lowa is truly 
hoop-happy. More girls (49,272 last year) 
play on school teams in lowa than in 

any other state. The Register and Tribune? 
Well, it reports just about every score of 
every game (boys and girls) all season long. 
With such attention to detail, not only in 
sports, but in all news coverage, no wonder 
The Register and Tribune has perhaps 

the most unusual circulation of any paper 
in the nation. Its papers are read by 

70% of the whole state of lowa! 


MoINES 


REGISTER anv TRIBUNE 
350,000 COMBINED DAILY + 500,000 SUNDAY 


Gardner Cowles, President 


Advertising Age, April 21, 1958 


| facilities. Since then, he said, the 
department turned down the offer 
of one-third of the space free for 
its own use and privately advised 
U.S. industrial companies against 
participating in the show. 

“There is going to be an Ameri- 
can fair in Moscow, whether the 
government likes it or not,” the 
senator complained. “The only 
question is, what kind of a fair is 
it going to be?” 


Livestock grow- 


Hog, Beef Men ers from at least 
20 states were on 


Seek Ad Fund 
hand to “sell” the 


House agriculture committee on 
legislation which would become the 
basis for a multi-million dollar ad- 
vertising and promotion program 
for beef and other meat products. 
Under the bill, growers could 
vote to tax themselves for a pro- 
motion fund. Legislation is re- 
quired because sponsors want to set 
up a check-off system at market- 
ing centers, so that a few cents 
would be set aside from the sale 
of each animal that is marketed. 
Witnesses pointed to good results 
from industrywide promotions for 
wool, dairy products, poultry and 
other commodities. They claim the 
check-off is necessary so cattle and 
hog growers can make similar com- 
| mitments. 
| A similar bill was beaten on the 
House floor last year after Agricul- 
ture Secretary Ezra Taft Benson 
expressed fear some cattle people 
| would be compelled to participate 
in a promotion which they do not 
|favor. This year’s bill is less spe- 
lcific, and sponsors are hopeful he 
will shift his position. 


Food & Drug Ad- 
ministration has 
to Rescue FDA renewed its long 

fight for authori- 
ty to pass on chemical additives 
| before they are used in food. Under 
existing law, manufacturers have 
'to convince FDA that a new drug 
has been thoroughly tested before 
it is marketed, but no pre-use 
clearance is required for chemicals 
used to preserve or give special 
properties to food. 

FDA chief George Larrick, who 
has waged an unsuccessful eight- 
year drive to put safeguards on 
food additives, is hopeful this may 
be his lucky year. His staff says 
literally thousands of chemicals are 
being introduced into foods. While 
the overwhelming majority are 
thoroughly tested by the manufac- 
turer, there are fringe cases “where 
tragedy is narrowly averted.” 

Many members of the food in- 
dustry have their doubts about the 
|need for tighter FDA control over 
additives, but there was a real 
“man bites dog” story this week 
so far as other aspects of the in- 
dustry’s relationships with FDA 
are concerned. A penny-pinching 
|Budget Bureau has ruled out im- 
provements in FDA inspection and 
|laboratory facilities which were 
recommended three years ago by 
an independent study group, so this 
week C. Wesley Dunn, attorney for 
some of the largest food firms and 
| president of the Food Law Insti- 
\tute, went before the Senate ap- 
propriations committee to request 
that Congress give FDA more mon- 
|ey than the White House had been 
| willing to recommend. * 


Food Men Try 


| Roppers Names Maitland 
| Koppers Co., Pittsburgh, has ap- 


|pointed Vic Maitland & Associates, 
Pittsburgh, to handle advertising 
for its new chemicals and dyestuffs 
division. The new -unit includes 
some products and services for- 
merly handled by the chemicals 
and plastics division and all prod- 
jucts marketed by American Ani- 
line Products Inc., which Koppers 
bought in 1955. Koppers has elim- 
jinated the name of this subsidiary 
jand transferred its offices from 
i\New York to Pittsburgh. Kelly, 
Nason Inc., New York, formerly 
|handled American Aniline. 
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Is there 
“Safety 
in Numbers?” 


5 Messages 
Not Addressed to the Complacent 


During the past several months, in sundry media—frorm Variety to 
The Wall Street Journal—a number of messages have appeared over 
the signature of the Saturday Review. 


Each of these messages has been addressed to a particular industry 
—such as the movie industry, the automotive industry, the 
cigarette industry. 


Despite the particularization, what each has had to say—in terms 
of who buys what, and why—has touched on principles of import to 
business in general in these times, when what worked with such 
comfortable dependability for so long has, so suddenly and so 
inexplicably, apparently ceased to function. 


These messages have not been intended for the complacent. They 
have been addressed, frankly, to the type of person who reads the 
Saturday Review—an individual, primarily, who is not satisfied 
with ready-made answers; who has become increasingly aware 
that the expression “safety in numbers’? does not necessarily 
apply to media. 


These are disquieting messages. They are messages that question 
the kind of thinking (or lack of thinking) that may have brought 
us to our present pass. They have elicited, not widespread comment, 
but highly favorable comment from thinking business and indus- 
trial leaders. Because of the requests for reprints, full sets are 
hereby offered to anyone who has missed one or all, or who simply 
wishes to stash them away as collector’s items. Drop us a card or 
a letter if you'd like a set. 


Saturday 
Keview 


The National Weekly for People whose Time is Limited 
but whose Interests are Not 


25 WEST 45TH STREET, NEW YORK 36, N. Y. 
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Lever Acquires — 
Air-Wick, Names 


Foote, Cone 


Norman, Craig Plans to 
Recoup Billings Loss with 
Seeman’s New Savoy 


New York, April 17—Norman, 
Craig & Kummel—which lost the 
$500,000 Air-Wick account ear- 
lier this week, when Lever Bros. 
bought the product from Seeman 
Bros. and assigned it to Foote, Cone 
& Belding—expects to recoup the 
billings loss with the national in- 
troduction of Savoy, a new car 
cleaner, also made by Seeman 
Bros. 

Savoy is a liquid concentrate, 
selling for 69¢ a bottle. It will be 
launched with magazine spreads 
and a heavy schedule of newspaper 
insertions, plus some radio and 
television. The headline is “Wash 
your car with new Savoy. No extra 
work. Waxes while it washes.” 


s Savoy has been market tested 
for several months in Miami and 
New Orleans. It is a combination 
auto wash and wax. A national 
kickoff is planned for June. Its 
billings are expected to approxi- 
mate those of the Air-Wick ac- 
count, which NC&K had handled 
for Seeman since its introduction 
in 1943. 

Lever Bros. acquired the room 
deodorizer for marketing in the 
U. S., its territories and posses- 
sions and Puerto Rico. Airkem Inc., 
supplier of the basic ingredients 
for the product, will continue to 
do so and will retain the rights to 
Air-Wick in 62 foreign markets. 


s Air-Wick was among the pio- 
neer air deodorizer products. Now 
available in both wick and aerosol 
containers in various sizes, it is 
sold through drug, hardware, 
variety and department stores. It 
will be marketed by Lever’s Pep- 
sodent division. 

Foote, Cone & Belding already 
handles Pepsodent toothpaste and 
Imperial margarine for Lever. 

Air-Wick is the second major 
consumer product purchased by 
Lever in less than a year. Last 
May (AA, May 27, ’57) it bought 
All from Monsanto Chemical Co. 
In that case, the $2,000,000 account 
remained with Needham, Louis & 
Brorby, Chicago. 

Norman, Craig & Kummel han- 
dies Veto and Vel powder for 
Colgate-Palmolive Co. # 


Simultaneously Six 
Pillsbury Products 
Bow in Print, TV Ads 


New York, April 17—Six new 


products (in 11 flavors) will be 


launched simultaneously May 1 by 
Pillsbury Mills in a magazine, 
newspaper and network tv cam- 
paign. 

Theme of the campaign will be, 
“Nothing says lovin’ like something 
from the oven—and here are six 
new ways to say it—from Pills- 
bury.” 

The new products are cherry 
angel food cake mix, pineapple 
cake mix, applesauce cake mix, 
pudding-cake mix in chocolate and 
lemon flavors, loaf-size frosting 
mix in fudge and vanilla flavors, 
and loaf-size cake mix in white, 
fudge, golden yellow and marble 
varieties. 


# Consumers will first learn of the 
new mixes May 1 on Pillsbury’s 
newly purchased half hour of 
“Playhouse 90” followed by com- 
mercials on “Art Linkletter’s House 
Party,” “Edge of Night,” and “As 
the World Turns” (all CBS-TV). 

Color spreads running in May in 
Life, Look, and The Saturday Eve- 
ning Post will feature six 5¢ cou- 
pons, one for each type of mix. 

The new products were selected 
from 230 product ideas under de- 
velopment at Pillsbury for the past 
three years, according to Earl A. 
Clasen, vp, grocery products divi- 
sion. A simultaneous introduction— 
the biggest new product launching 
in the company’s history—was 
planned when it became apparent 
the mixes would reach final de- 
velopment at about the same time. 

Leo Burnett Co., Chicago, is the 
agency. + 


Brand Names Group 
Notes Deficit; Hails 
‘58 Push, Big Roster 


New York, April 17—The annual 
meeting of the Brand Names Foun- 
|dation yesterday heard that the 
| group operated at a slight deficit in 
|/1957—around $11,000—and that it 
would have the same $275,000 
| budget in 1958 it had in 1957. 

T. F. O’Neill, chairman of RKO 
Teleradio Pictures and BNF chair- 
man, commented that BNF’s re- 
| gional meetings had been very suc- 
|cessful and said more were planned 
jim 1958; he said the dealer rela- 
|tions program had made great 
| progress, and he hailed the work of 
|the Brand Names Week committee, 
| headed by Oliver M. Treyz, presi- 
dent of ABC Television. 
| At a luncheon meeting, Lou R. 
| Maxon, whose agency—Maxon Inc. 


6 NEW WAYS TO 
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NOW LOM. SEE FROSTING MIKES 


GoopiEs—Pillsbury Mills will use this color spread in Life, May 12, 
Look, May 27, and The Saturday Evening Post, May 24, in its intro- 
ductory campaign for six new products. 


Boston, April 16—A spirited de- 
fense of tv research—“alias rat- 
ings’—was made here last week 
by Eric E. Sundquist, vp of the 
A. C. Nielsen Co. 

In a speech before the Boston 
University conference on enlight- 
ened public opinion, he said the 
researchers are partly responsible 
for their “bad press . . . since the 
researcher doesn’t like to get in- 
volved with public statements and 
counter charges.” 

Mr. Sundquist ridiculed the sug- 
gestion that ratings “are killing” 
tv. “Before we're convicted as the 
murderer,” he said, “take a good 
look at the corpse—if it will stay 
still long enough. Network tv of- 
fers almost 200 hours of program- 
ming each week. That is the equiv- 
alent of 150 different feature 
length films—enough to run a the- 
ater for three years. Small wonder 
if our ‘corpse’ occasionally looks 
tired.” 


s The researcher said a half-hour 
network tv show, which requires 
a commitment of over $4,000,000 a 
year, must reach a large number 
of homes to be economically feas- 
ible. 

“Logically, the larger the audi- 
ence in relation to the cost, the 


more successful the show is from | 
a business standpoint,” he contin- 
ued. “The best way for an adver-| 
tiser to ‘hedge his bet’ is to put) 
on a show which has a proven 
strong appeal to large portions of 
the viewing public. . . 

“The position of audience re- 


Ratings Save More Good TV Shows Than 
They Kill, Nielsen's Sundquist Declares 


search in this comic opera, ‘The 
Death of Television,’ is unfortu- 
nate. I can say categorically that 
research has kept more of the bet- 
ter programs on the air than it has 
been instrumental in killing. 

“Research properly used gives 
the advertiser proof of perform- 
ance and a degree of security for 
his multi-million dollar invest- 
ment. It is an important diagnostic 
tool to show audience reaction to 
specific shows and formats and to 
suggest ways of improving them; 
it is not a roster of the quick and 
the dying,” he said. 


s “No company with several mil- 
lion dollars invested has bet this 
kind of money on a few numbers. 
One or two low ratings does not 
invariably result in apoplexy, a 
new agency and a canceled show. 
It indicates that something is 
wrong and should be investigated. 

“The sponsor is not an ogre. He 
is the person who supports the 
research foundations, buys paint- 
ings and goes to the opera. He is 
not anti-culture and _  pro-soap 
flakes. He does have a responsibil- 
ity to his stockholders and his com- 
pany, but he would certainly pre- 
fer paying for a show that he 
enjoys watching. Broadcast re- 
search allows him to sponsor such 
shows with reasonable assurance 
that he is not ‘enlightening’ his 
stockholders right out of business,” 
Mr. Sundquist asserted. 

Mr. Sundquist termed tv and 
radio “the best researched of all 
media.” + 


FCC Probe of TV 
Nets’ Anti-Pay-TV 


| 


|—prepared the 1958 campaign for} 

Brand Names Foundation, said the) Push Shapes Up 
\principal difference in the new| WasHINGToNn, April 17—The 
‘copy was simplification and visi- Federal Communications Commis- 
bility. The copy is direct and in-|sion announced today that it has 
formal, he said; it makes use of a|asked the three tv networks and 


slogan—“A brand name is a mak- 
er’s reputation,” and a new sim- 
pler seal stressing confidence, 
brand names and satisfaction. Max- 
on Inc. and E. A. Korchnoy Ltd., 
New York, which prepared the ’57 
trade campaign, received bronze 
plaques. 


8 Rew Sime reien (Fn Remy Bnd Comtert 


CANVAS AWNINGS 


s Henry E. Abt, BNF president, 
discussed the increase in member- 
ship (the list of sponsors is now 43 
pages long) from the original 44 
members. + 


| 
O’Brien Heads Chicago PRSA 
Dale O’Brien, president of May- 
SKETCHY—To emphasize the product|er & O’Brien, has been elected 
and its adaptability to any style | president of the Chicago chapter 


home, National Cotton Council and of the Public Relations Society of 
Canvas Awning Institute used a 
skeleton house in this “junior page” 
in the May Ladies’ Home Jour- 
nal. Hubbell Advertising Agency, 
Cleveland, is the agency. 


|America. Other officers elected 
include Allen H. Center, director 
‘of public relations, Motorola Inc., 
| lst vp, and Warren B Thompson, 
public relations officer, Chicago 
Title & Trust Co., 2nd vp. 


|several of their affiliates for an 
| accounting of all the broadcasts 
and announcements they have used 
dealing with pay-tv. 

The commission said it has re- 
ceived complaints that an organ- 
ized campaign was staged to bring 
a barrage of anti toll-tv mail to 
Congress, and that this campaign 
may have violated the obligations 
which broadcasters have to see 
that their stations give adequate 
attention to points of view which 
differ from their own. 

The letter said the commission 
has been told that networks and 
their affiliates presented programs 
and spot announcements which 
gave the public a partisan or one- 
sided presentation of the pay-tv 
issue. 


# It said these charges contend 
views of pay-tv sponsors were in- 
adequately presented, and the pro- 


cleverly designed to leave the pub- 
lic with the impression that the 
public would have to pay for all 
tv programs, including those which 
they now get free, if subscription 
tv were authorized.” 

FCC’s letter said the charges 
contend the campaign was timed 
to produce an avalanche of letters 
on members of the House commit- 
tee on interstate and foreign com- 
merce, who have held hearings on 
FCC’s proposal for a public test 
of toll-tv in operation. 

The letter said FCC has been 
told the networks and the National 
Assn. of Broadcasters circulated 
to the stations the details of pro- 
grams aired by other stations in 
opposing subscription television. 


s FCC’s letter to the networks and 
stations has been anticipated for 
several days. In recent weeks there 
have been a number of complaints 
from members of Congress who 
say they cannot understand the 
top-heavy mail they receive in op- 
position to pay-tv. Several mem- 
bers say the suctess of the tv in- 


Advertising Age, April 21, 1958 


“You Auto Buy Now’ 
Pushes Are Set by 
Five More Cities 


Cuicaco, April 18—Five more 
cities have jumped on the “You 
Auto Buy Now” car sales promo- 
tion band wagon and will launch 
intensive sales and ad campaigns 
in the next week in an effort to 
stimulate new and used car sales. 

San Francisco kicked off its “You 
Auto Buy Now” campaign today 
with a parade of domestic and for- 
eign cars. More than 40 cars were 
shown in the Market St. parade 
sponsored by the San Francisco 
Motor Car Dealers Assn. The sales 
drive will continue until April 26. 

Similar promotions will be 
staged in Philadelphia and Balti- 
more starting April 19. The Phil- 
adelphia Automobile Trade Assn. 
is offering its members a promo- 
tion kit containing window dis- 
plays, posters, banners and other 
point of sale material. 

The association will use radio 
spots and car cards during the 
push, and car manufacturers will 
double their newspaper ads. Local 
Philadelphia banks and finance 
companies will make their radio 
and tv time available to the car 
dealers for “auto buy” messages. 


® More than 700 new and used car 
dealers will participate in the Bal- 
timore push, which will run April 
19 through 26. Special newspaper 
sections announcing the campaign 
and promoting the individual par- 
ticipants appeared today in editions 
of the Sunpapers, News-Post and 
the Afro-American. Tv and radio 
stations are contributing free time. 

Automobile dealers in the New 
York metropolitan area will launch 
a two-week campaign on April 25. 
Contests and parades are scheduled 
and “outstanding buys on new and 
used cars” will be offered. 

Another auto sales drive will be 
held in Charleston, W. Va., from 
April 25 through May 3. + 


Curtis’ MacNeal Sees 
1958 Earnings Off 
$3,200,000 from ‘57 


PHILADELPHIA, April 17—Accord- 
ing to its “best guess,” Curtis Pub- 
lishing Co. will end 1958 with earn- 
ings of about $3,000,000 after taxes 
—compared with $6,239,292 in 1957. 

Robert A. MacNeal, president, 
told the annual Curtis meeting here 
that first quarter earnings may go 
below $250,000. In the first quarter 
of '57, Curtis had a net of $1,390,- 
451 after taxes. 

Mr. MacNeal, who cited the eco- 
nomic slump as the cause of his 
company’s current showing, said 
Curtis was continuing its adver- 
tising program “because we firmly 
believe that it is necessary to 
continue the improvement of our 
competitive position and the pres- 
ervation of satisfactory momen- 
tum when economic recovery oc- 
curs.” 

He said he believed the “bottom 
of the recession will have occurred 
in the second quarter of 1958, that 
the signs of recovery will be un- 
mistakable during the third quar- 
ter and that recovery will be well 
under way by the fourth quarter 
of 1958.” 


@ Mr. MacNeal reported The Sat- 
urday Evening Post showed adver- 
| tising revenue off 6.9% and linage 
down 13.6% during the first quar- 
ter. Other Curtis publications end- 
ed the quarter like this: Ladies’ 
| Home Journal, ad revenue up 1.1%, 
with linage down 13.2%; Holiday, 
ad revenue up to $3,773,000 for the 


grams were “deliberately and 


dustry in mobilizing such heavy first five issues as compared with 
mail for something they want has | $3,500,000 for the first five issues 
been a _ frightening experience of ’57; Jack & Jill (no advertising) 
which suggests the government | profits are “modest but very sat- 
will have to pay closer attention |isfactory.” Mr. MacNeal said the 
to the way the industry uses its | demand for Curtis magazines “con- 
right to editorialize. # \tinues strong.” # 
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QUTDOOR’S complete sales pictures 


Po ae 


MADISON MAYTAG CO. 1620 MAIN STREET 


Poster designed by Leo Burnett Company, Inc. 


give Maytag powerful local impact 


“The primary purpose of all our advertising is 
to reach the largest audience in key markets at the 


lowest cost. We have found that Outdoor Advertising 
Ralph Nunn, not only accomplishes this purpose, but gives us 
Advertising Manager, the added advantage of powerful local impact. That’s 
> Maytag Company, says: why our current Outdoor program is by far the largest 
% i 


in Maytag’s history and is being enthusiastically 
received by dealers all over the country.” 


8 out of 10 people remember Outdoor Advertising!" 


OUTDOOR ADVERTISING INCORPORATED oO A j 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT 
HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 


*Urban Poster Readers — Starch Continuing Study of Outdoor Advertising 
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Retailers last month 


placed in the Chicago 


Tribune the largest 


volume of advertising 
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The Editorial Viewpoint... 


Some Advice to the Four A’s 


Laier this week the American Assn. of Advertising Agencies will 
convene at the Greenbrier, and one of the principal topics of discus- 
sion and conversation will be the public relations of the agency 
business—and of advertising generally. 

Last year’s meeting betrayed considerable concern over the un- 
flattering portrait of the agency man in fiction and films. More re- 
cently the Four A’s retained Clarence Eldridge, veteran marketing 
executive, to study the public relations of the agency business, and at 
the convention Claude Robinson is to report on findings of a survey 
regarding advertising’s public relations. 

With all regard for Mr. Eldridge and the research of Dr. Robinson, 
we offer the opinion that no change for the better in agency public 
relations will come without some severe internal discipline in the 
agency business. Nothing that has happened in the year between 
Greenbrier meetings has improved agency status in the eyes of man- 
agement and the public, and several events—notably the proceedings 
surrounding the Buick account change—have contributed to its de- 
terioration. 

The agency business is a business of savage competition. It is also a 
business of entrepreneurs, who set their own wage scales, bargaining 
arrangements, and rules of conduct. We would not change it in those 
regards. We think that its competition is what gives it vitality, and 
what contributes to its constant search for new and better ways to 
communicate and sell. 

But if the agency business wants to rid itself of a reputation for 
superficiality and glibness, the way to do it is to hire, train and pro- 
mote people who are not superficial and glib, and to get rid of those 
who are. If it wants to rid itself of a reputation for sycophancy, then 
it must be determined to rid itself of sycophants, and to acquire and 
advance men of tough and independent mind. If it wants to rid itself 
of a reputation for lavish and tasteless entertainment, for getting and 
holding accounts through expense accounts, the remedy may be no 
farther away than the treasurer’s office. 

Finally, if it wants a reputation for probity and straightforward 
dealing—with clients, prospects and the public—the solution is as sim- 
ple as the ancient admonition ...“Be what you would seem.” 

It is not a job that the Four A’s can do for its members. It can only 
be done by agency men themselves, in their own cities, in their own 
offices, with their own clients, prospects and colleagues. It will not be 
quick, it certainly won’t be easy, and it is likely to be expensive—since 
it requires a reorientation of clients, prospects and old-line account 
men, and some loss of billing may result. But it is a job that must be 
done—on a day by day basis—and the sooner it begins, the healthier 
the agency business’ public relations will be. 


Fooling with Dynamite 


Although, fortunately, subliminal projection seems already to have 
passed its peak as a topic for discussion, there is still some possibility 
that there may be attempts to use it in advertising. 

So we feel justified in passing on to AA readers some comments on 
subliminal projection voiced a couple of months ago by Melvin S. 
Hattwick, director of advertising of Continental Oil Co., Houston, and 


| 


Gladys the beautiful receptionist 


il 


—Ray E. Sorum, Palm Springs, Cal. 


“T’ll say he’s shook up. He just paid cash for a new car, and now he 
doesn’t know whether to trade it in, or change agencies.” 


tising. 


he is aware of his choice. 


individual’s freedom of choice. 
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business. 


What Is Good Advertising? 

Any person who could answer 
the above question with any rea- 
sonable amount of authority would 
certainly never have to worry 
again about his personal finances. 
Trying to decide what makes a 
good advertisement is probably a 
contributing factor in the reputa- 
tion that advertising men have for 
ulcers. Good advertising is any ad- 
vertising that makes people re- 
member a product and a company, 
and it doesn’t make too much dif- 
ference how it’s done so long as it 
is in good taste. 

—Harold E. Snyder, editor, Baking 
Industry, in the March 22 issue. 
Hard Sell? 

With some fascination and no 
disrespect, we have noticed a 
sermon title posted by a local cler- 
gyman—‘“Live Modern.” This not 
only has a note of immediacy some- 


|times lacking in sermons, but since 


—— 


himself a psychologist of considerable note. 

“Vance Packard hurt all of us with his inference that we are manip- 
ulating the consumer,” Mr. Hattwick wrote. “And it is true that in the 
use of projective techniques we make it possible for the interviewees 
to tell us things about themselves which they would be unlikely to 
reveal if they were completely aware of what their responses meant. 
But in all such work we are only trying to (1) discover the basic and 
most important motives people have in general, and then (2) to use 
such information to produce more interesting and persuasive adver- 


“But such advertising is always presented on a conscious level to 
the consumer: The reader or viewer still has the freedom of choice... 
to accept or reject the advertising proposal. He is not manipulated, for 


“Not so, subliminal projection. Here the individual is not aware of 
the stimuli (the advertising) because it is not presented on a conscious 
level. In this situation the conscious level is by-passed; an attempt is 
made to influence the subconscious, and thus tend to eliminate the 


“This violates basic ethical standards. This is an attempt at manip- 
ulation. And if advertising people condone the use of such a technique 
they are in deed and in fact unethical practitioners ...doing to others 
that which they would never want done to themselves.” 

The soundness of Mr. Hattwick’s position is indisputable. He urged 
not only that advertising men forswear the use of this dubious tool, 
but that some responsible body of advertising people make a public 
declaration against the use of subliminal projection. 

So far this has not been done. But it is not yet too late to strike a 
blow for decency and to regain a little lost stature for the advertising 


What They're Saying a 


it is also the advertising slogan of 
a prominent brand of cigarets, the 
pastor can be sure his flock will 
be reminded of the topic by inces- 
| sant jingles and spiels on radio and 
television as well as by prominent 
newspaper and billboard adver- 
tisements. 

This may open new vistas for 
our brethren of the pulpit, and for 
any of them who may want to use 
it, we suggest a Sunday exhorta- 
tion on “Behave good, like a Chris- 
tian should.” 

—Editoria] in the Minneapolis Star. 


Speaking of Saving 

I heard a cute answer the other 
day to a man who said he was go- 
ing to cut advertising because he 
wanted to save money. My sales- 


man said, “Why don’t you stop your 
watch and save time?” 


—Red Motley, Parade president, 
speaker at a Sales Executives Club 
luncheon, New York. 


Advertising Age, April 21, 1958 


Rough Proofs 


The newspapers which carried 
the story of Arnold Palmer’s vic- 
tory in the Masters’ golf tourna- 
ment also carried an ad announc- 
ing that he had “won with 
Wilson.” 

Question: How many other ads, 
mentioning how many other mem- 
bers of the Wilson golf advisory 
staff, did the papers have on hand? 

* 

“Ketchum, MacLeod clients boost 
ads during recession.” 

“Network radio sales curve is 
going up, Sarnoff asserts.” 

Plenty of good people are mak- 
ing plenty of good news. 

o 

Bill Power says that Dinah 
Shore, who won a Peabody award 
for tv musical entertainment, is 
Chevrolet’s No. 1 salesman. 

As well as the dealers’ No. 1 
sweetheart. 

a 

“Bedazzlement, bemusement, 
showmanship and novelty are fad- 
ing out of the media picture,” 
remarks the Bureau of Advertis- 
ing’s Lipscomb. 

He means advertisers have been 
bedazzled and competitors bedev- 
iled by those moving pictures on 
living room screens. 

= 
Rolls-Royce sets the pace for 
U. S. automobiles by advertising 
and illustrating a model which 
carries a price-tag for all to see: 
“$13,550 f.o.b. principal port of 
entry.” 

7 
You’re a real old-timer if you 
can remember where the typical 
auto ad featured a price qualified 
only by the line, “F.o.b. Detroit.” 

e 
Chesebrough-Pond’s Inc. report- 
ed record sales in 1957, and after 
1958’s hard winter should be able 
to show Pertussin, its cough rem- 
edy, making another big contribu- 
tion to the stockholders’ welfare. 
“Paul Masson said: There are 
other things to do with my brandy 
than slosh it around in a small 
goldfish bowl.” 
Isn’t that part of the ritual? 
“Most of the nation’s advertis- 
ing agencies,” asserts Ross Roy, 
“were started by people with more 
nerve than money, and more ideas 
than clients.” 
No wonder there are so many 
nervous idea men in this business. 


- 
Gunther & Back, the Swedish 
advertising agency which is of- 
fering its services to U. S. compa- 
nies, helps out readers not familiar 
with the umlaut or equivalent by 
explaining that the firm name is 
pronounced Ginter & Beck. 

° 
Jim Hanna, who tells how he 
used to help his girl friend fake 
consumer interviews for agency re- 
search, says cheerfully, “of course, 
this sort of thing couldn’t happen 
nowadays.” 
Well, let’s hope not! 

7 
The intrepid E. B. Weiss takes 
on the professional prognosticators 
with the statement, “You know no 
more about the future than the 
great unwashed, no matter how 
many degrees you sport.” 
That’s no way to assault the 
dignity of a Ph.D. 
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LOOK PRESENTS 


— SS 


WINSTON CHURCHILLS 
F FIRST WRITTEN REPORT 


ON THE POSTWAR WORLD 


In the current issue of LOOK, Sir Winston Churchill discusses The Cold Peace And Our Future—his 
only written views on what has happened since World War ||. Shedding new light on the most 
critical period in the history of man, Sir Winston comments on the ‘‘astonishing’’ behavior of 


Russia after Yalta . . . the ‘‘wisdom and courage”’ of American intervention in Korea. . . the ‘‘black 
scene of folly’’ in the Middle East . . . what he regards as a basic weakness in the United Nations. 


Here, infused with the vigor of Churchillian reason and rhetoric, is a penetrating analysis of the age 
we live in. Here, recalling the recent past in terms of today’s problems and tomorrow's prospects, is 
another compelling chapter in the exciting story of people. LOOK—-THE EXCITING STORY OF PEOPLE 
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GET AGE families buy 
most of all batteries 


ed GET AGE families buy most 
GET AGE families buy of all soaps and detergents GET AGE families buy 


most of all automobiles most of all phonographs 


THE GET AGE: The years between 16 and 49. For advertisers, 
the golden age of man (and woman). GET AGE families, as a group, 
spend more than two-thirds of America’s money...an average 
of one-third more, per household, than any other age group.* And you 
get more GET AGE families (more of all families, for that matter) 
for your money on ABC Television than on any other network! 
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GET AGE families buy 
most of all drug products 


GET AGE families buy 


GET AGE fomilies buy most of all hair tonic 


most of all toothpaste 


GET AGE families buy 
most of all cereals 


| 
| 


72% of ABC’s average audience** is made up of GET AGE households! Corresponding 
figure for each of the other two networks is 64%. Cost per thousand for GET AGE house- 
holders on ABC is $3.92. The other two: $4.95 and $4.55.*** 


What's in the GET AGE for you? Over half of America’s families. The young families, who are acquiring homes and all the 
things that go into homes. . . whose buying habits have yet to jell. And families at the very peak of their earning power — who 
are spending more than they ever will again. Families who are sold on ABC Television — because ABC programming is aimed 
right at GET AGE people. Maverick. Disney. Caesar. Pat Boone. Wyatt Earp. Dynamic programming for a dynamic audi- 
ence — the audience you buy most efficiently on. . . 


ABC TELEVISION 


*Source: Alfred Politz, “Life Study of Consumer Expenditures,”’ 1957. **Average audience based only on homes with housewife as classified by A. C. Nielsen. ***Average audience and program cost data based on A. C. 
Nielsen, Janvary-February, 1958 (Sunday through Soturday, 7:30-10:30 P.M. NYT). Cost per thousand homes per commercial minute for housewife homes (16-49 years of oge) based on programming costs prorated to 
include all A. C. Nielsen housewile-classified homes, 
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Advertising Age, April 21, 1958 


Transistorize A transistor is an electronic component able to do the work of 
a vacuum tube more cheaply and reliably. They are so tiny that 
Your dozens may be held in one hand yet they are performing in- 


+ ° credible feats for our military. They are also the basis for whole 
Radio-Electronics new technologies in industry and commerce. 

Advertising June celebrates the tenth anniversary of the discovery of the 

transistor. PROCEEDINGS will record the event with a whole 

issue devoted to the subject. (November, 1952 PROCEEDINGS was also given over to transistors. 


Despite a substantial overprinting, within 3 months as much as $25.00 was bid for a single copy 
with no takers!) 


Want to be part of radio-electronics history . . . be in PROCEEDINGS in June. And because history is 
made fast in this field, maybe you had better be in every issue! 


TRANSISTORS—JUNE, 1958 
54,257 @ Proceedings of the IRE 
THE 


INSTITUTE OF RADIO ENGINEERS 


Adv. Dept., 72 W. 45th St., New York 36, N. Y. * MU 2-6606 
Chicago * Cleveland + tLosAngeles * San Francisco 


WPTF Raleigh-Durham 


the Nation’s 


Radio Market ... Nielsen #2 


and 
in 1958 PULSE 32-County Survey Again 


FIRST 


in every quarter hour with an average of 35% of the listening audience 
from sign-on to sign-off. Reaches as high as 56% and never less than 31%. 


NATION'S 
28th RADIO 
MARKET 


NIELSEN #2 


WPTF Reaches: 
%*176% MORE 
listeners than a local 
network of eleven stations. 
%424% MORE 
than Station B. 


%517 % MORE 
than Station C. 


PETERS, GRIFFIN, WOODWARD, INC. 


National Representatives 


Getting Personal 


Ad execs who like to wield a paint brush after hours are being 
invited to join the Advertising Executives Artists Group, organized 
by H. Sumner Sternberg, an account exec at Erwin Wasey, Ruthrauff 
& Ryan, New York. The group will hold exhibits from time to time 
—the first slated for April 26-May 9 at the Salmagundi Club. An- 
other objective will be to hold yearly Christmas exhibition-auctions 
for the benefit of various charities . .. 


GOOD scouT—James G. Conzelman (right), vp of D’Arcy Advertising 

Co., accepts a special award—statuette and inscribed photo—from 

Willard A. Cox, vp of the St. Louis Boy Scout Council and president, 

Coca-Cola Bottling Co. of St. Louis. The award was given in recog- 

nition of Mr. Conzelman’s role as keynote speaker at the first annual 
Boy Scout Recognition dinner held in Denver. 


Award for the “best over-all merchandising of a CBS Television 
film series in 57” has been given to Ben Sackheim Inc. for its cam- 
paign on “Mama” for Nationwide Insurance. Trophies for “out- 
standing achievement in creative merchandising” were given to 
Lee Mack Marshall, Continental Baking Co., for “Annie Oakley” 
merchandising (through Ted Bates & Co.); to Melvin Hattwick, 
Continental Oil Co., for “Whirlybirds” (Benton & Bowles); to J. J. 
Burnton, Colonial Stores, for “The Gray Ghost” (Liller, Neal & Bat- 
tle); Milton Guttenplan, Emil Mogul Co., for “The Honeymooners” 
(for Ronzoni Products); to Helen H. Lydon, Clinton E. Frank Inc., 
for “Brave Eagle” (for Dean’s milk); and to Ralph Pansek, Mottl- 
Sideman Advertising, for “Whirlybirds” (for Laura Scudder 
Foods)... 


Friezner Shapiro Sideman Goldwater 


SHAP HONORED—S. O. “Shap” Shapiro, vp and circulation director of 
Cowles Magazines, holds the testimonial plaque presented to him at 
the publishing industry dinner for the Joint Defense Appeal, at 
which he was guest of honor. Completing the beaming quartet are 
Benjamin Friezner, Brooklyn News Co.; Abner Sideman, Look, and 
John L. Goldwater, Archie Comics, chairman of the event. 


Art Oken, sales service representative for CBS-Radio, and wife 
Dorothy have announced the birth of a daughter, Jill Owen. 

Frank Folsom, chairman of RCA’s exec committee, has been 
elected a director of Hialeah race track in Miami... 

Judges for the 1958 Advertising Woman of the Year award will be 
Margaret Divver, who won the award in 1953 when she was ad man- 
ager of John Hancock Mutual Life Insurance Co.; William C. Sproull, 
ad director, Burroughs Corp., and Helen Valentine, editor of 
Charm... 

Emmett S. Jaques, ad executive of Blatz Brewing Co., Milwaukee, 
has been elected to the board of directors of Marquette University 
Alumni Assn. . . 

Donald Davis, on the ad staff of McCall’s, was married March 29 
in Noroton, Conn., to Joan Vickery . . . John B. O’Connor, president 
of Dresser Industries, Dallas, will be awarded an honorary Doctor 
of Commercial Science degree by St. Bonaventure University on 
May 1. He has many firsts to his credit—among them the develop- 
ment of the high-speed engine-driven angle compressor for oil 
field service... 
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The New Yorker is directed toward articulate, afluent and responsive 


families who live in the better residential sections, shop the top stores. 


This is one of the reasons why The New Yorker advertiser attains* results. 


*The New Yorker sells quality in quannry, from coast to coast. 


THE 


NEW YORKER 


Naw York, Chi. ago, San Francisco, Les Angeies, Atlanta, London 
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Wherever executive 
and professional 
families live... there 
you'll find TIME 


HIS FACT about TIME’s audience is clear: it is 

heavily concentrated in the suburbs. In fact, 
TIME delivers to advertisers the greatest concentra- 
tion of executive and professional families available 
in America today — 


families that are the country’s most courted 
consumers, most desirable industrial custom- 
ers, most fertile source of capital, and source 
of personal and corporate good will. 
The location of a magazine’s readers is a factor that 
is receiving particular and critical evaluation from 
marketing men today. Your review of magazine cir- 
culations in the high income suburbs of eight of the 
largest cities will show that... 


TIME delivers 39% more circulation than News- 

week and U. S. News combined ... almost as 

much circulation as the biggest mass weeklies. 
And wherever executive and professional families 
live, there you’ll find twice as many copies of TIME 
as of either of the two other news weeklies. 


These copies of TIME are concentrated in the hands 
of America’s best prospects—families with a total 
annual income of $27 billion, and liquid assets* of 
more than $85 billion (a figure higher than the total 
federal budget). 


The one best way to reach the country’s big con- 
centration of best prospects, reach them efficiently 
and economically, is TIME—with 2,250,000 families 
in all the best places. 


*Includes cash, checking accounts, all types of savings ac- 
counts, corporate stocks and bonds, and government bonds. 


Readers of Time's International Editions are also concentrated in sim- 
ilar communities such as: Epsom, London; St. Cloud, Paris; Monte 
Parioli, Rome; Djursholm, Stockholm; Hurlingham, Buenos Aires; West- 
mount, Montreal; San Angel, Mexico City; Denen Chofu, Tokyo. 


TIME 


The Weekly Newsmagazine 
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BACKGROUND: View of New York’s sky line from over 
the northwest corner of Central Park. 


FOREGROUND: Bronxville, northwest view of Moore 
Avenue section, near Palmer Avenue. 
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ales of Philip 
Morris, Lorillard 
Are Up; Net Off 


Figures for First 1958 
Quarter Reflect Cost of 
Launchings, Subsidiaries 


New Yorks, April 15—Two major 
cigaret manufacturers last week 
reported higher first quarter sales 
but lower earnings than in the 
like period of ’57. 

P. Lorillard Co., maker of Kent, 
Old Gold, Newport and Embassy 
cigarets, expects to have “fraction- 
ally lower” first quarter earnings 
but higher sales than in its record 
final quarter of 1957. 

Philip Morris Inc., maker of 
Philip Morris, Marlboro, Parlia- 
ment, Benson & Hedges, and Spud 
cigarets, had consolidated first 
quarter sales of $99,472,000, or 
4.4% above the $95,294,000 in the 
first quarter of 57. The company 
expects its earnings for the quar- 
ter to be “something less than the 
88¢ a share earned in the first 
three months of ’57.” 

Lewis Gruber, president of Lor- 
illard, said at the annual stock- 
holders meeting that in the first 
two months of ’58 earnings were 
up more than 400% and sales up 
more than 120% over the first two 
months of ’57. But for the full 
quarter, Mr. Gruber said, he ex- 
pected earnings would be lower 
than °57’s record fourth quarter 
because of “heavy first quarter 
promotion, advertising and break- 
in costs incurred in marketing our 
products.” 


8 Similarly, Joseph F. Cullman 
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III, president of Philip Morris, told 
his stockholders that heavy costs 
of launching the company’s new 
Parliament cigaret and a sales de- 
cline in Milprint Inc., packaging 
subsidiary, would hold down first 
quarter earnings. 

® Several 


stockholders pressed 


Mr. Gruber for more specific fig- 


| ures, but he said final figures will 


not be available for another ten 
days or two weeks. 
Asked how much the company 


had spent for advertising in 1957, 
Mr. Gruber said it had spent more 
than in 1956, but that he was re- 
luctant to release the figures for 
“competitive reasons.” 

Asked why he had reported a 
year ago that Lorillard had spent 
$14,800,000 for advertising in 1956, 
Mr. Gruber confessed he had been 
“caught off guard.” 

ADVERTISING AGE reported last 
summer (AA, Aug. 19) that Loril- 
lard’s advertising for 57 might hit 
a new high of $20,000,000. A check 


in trade sources now indicates that 
the company spent about $19,500,- 
000 in ’57. The '58 ad budget is 
expected to be about the same. 


® Lorillard, Mr. Gruber said, “is 
not a bit apprehensive” about a 
new filtered cigaret to be intro- 
duced by American Tobacco Co. 
(AA, April 7). He said Lorillard 
has improved the filter on its Kent 
cigarets which “surpasses in ef- 
fectiveness” the filter introduced 
last summer. In addition, he said, 


Advertising Age, April 21, 1958 


the Old Gold filter has been im- 
proved “and made into a leading 
contender in the low tar and nico- 
tine field, second only to Kent.” 

Mr. Gruber also reported that 
the company’s Embassy king-size 
cigaret, which sells little in the 
U. S., is doing “very well” abroad. 
Reports that Lorillard and U.S. To- 
bacco Co. are talking merger, Mr. 
Gruber said, are “strictly without 
foundation.” 


s At the Philip Morris meeting, 


YOU CAN AFFORD MORE 


You WANT YOUR ADVERTISING to be like a hard-hitting saleeman— 


making call after call on your best prospects until the sale is nailed down. 


Through The Wall Street Journal you get to your prospects all over 


the country frequently enough—within any span of time you choose—not 


only to arouse their interest but to walk out with the order! Through The 


Journal, your prospects can do business with you before their enthusiasm 


trickles away! 


The Wall Street Journal is the only national business daily. Using 


this unique publication's short closing dates, you can be racking up sales 


nationally while your rivals are still reading proofs on ads which won't 


appear for weeks or even months. And you pay no premium for this speed! 


Do you find you must sell harder in this year of hard-sell? Just check £ 


The Wall Street Journal. Learn how easily and economically you can have : 


space units of your choice . . . at the frequency of your choice . . . all through Pi 


1958. 


| YOU CAN GET IT WITH 


THE WALL 
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Advertising Age, April 21, 1958 


Mr. Cullman said negotiations had 
been terminated with Franklin Re- 
search Co., Philadelphia, and that 
no merger is likely, but that nego- 
tiations for the acquisition of Poly- 
mer Industries Inc., Springdale, 
Conn., maker of industrial adhe- 
sives, are continuing. 

Mr. Cullman reported sales of 
Marlboro filter-tip cigarets are 
up about 10% over the first quar- 
ter a year ago, and that public 
acceptance of the new “high-fil- 
tration” Parliament, introduced in 


January, has been up to expecta- 
tions. The company, he said, is 
testing a new soft wrapper pack- 
age for its Marlboro brand. 

A continuing upward trend in 
the company’s sales is anticipated 
throughout 1958, Mr. Cullman 
said. 

He released no figures on adver- 
tising expenditures. The question 
was not brought up at the meeting. 
Estimates last summer indicated 
that Philip Morris would spend 
about $23,000,000 for advertising 


in ’57. Trade sources currently esti- 
mate the company spent about $3,- 
000,000 less than was anticipated 
last summer, and that its "58 budg- 
et will be approximately $21,000,- 
000. # 


Interstate Appoints Two 
William L. McGee, formerly 
president and general manager of 
Ferrostaal Pacific Corp., interna- 
tional manufacturers’ representa- 
tive, has been appointed western 
division manager in San Francisco 


of Interstate Television Corp., tv 


film distributor. Interstate also has | 


named Alan G. Roberts, formerly 
assistant sales manager of United 
World, Universal Pictures’ 16mm 
non-theatrical film distribution 


subsidiary, eastern sales manager | 
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system in Lubbock High School. 
When the ceremony of unveiling 
a statue of Mr. Post was moved in- 
side the high school auditorium 
because of bad weather, the sta- 
tion installed tv sets in every 
available classroom because of the 


in New York. 


KDUB-TV Saves Post Fete ‘Mount Forms Research Shop 
KDUB-TV, Lubbock, Tex., saved The Institute for Wage Earner 

a ceremony honoring the late C. W. Opinion, a new research corpora- 

Post of Post cereals fame when the tion to specialize in surveys of 


station set up a closed circuit tv|poth organized and unorganized 


| limited seating in the auditorium. 


¢ The Only National Business Daily 
¢ Newspaper-type choice of frequencies and sizes 
¢ Short closing dates for impact 


and flexibility 


Where you make your sales impression 
at the right place—at the right pace!. 


PUBLISHED AT: NEW YORK & WASHINGTON, D. C. 
44 Broad St. 


1015 - 14th St. N.W. 


' CHICAGO 


labor, has been organized with of- 
fices located at Research Center, 
State Road, Princeton, N. J. John 
S. Mount, president of the new 
| company, was director of research 
for all Gallup-Robinson opinion 
| poll operations for 10 years. 


| 
Whitman Joins Agency 

Royal Whitman, formerly assist- 
ant to the director of sales at Per- 
kin-Elmer Corp., Norwalk, Conn., 
has joined Van Lear Woodward 
Associates, Westport, Conn., as vp, 
| assistant treasurer and member of 
the board of directors. 
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Quality of mind makes all the difference. A big 
difference if your advertising message is selective. 


If you’re selling industrial products or services, 
you want your advertising to separate the men 
from the boys — and from the girls and the women 
and the college students and anyone else 

who can’t recommend or ratify a purchase. 


FORTUNE doesn’t claim that all its subscribers 

buy everything. But it does deliver the best, 

double-distilled audience of management men in the market. 
The distinguishing characteristic about them is that they 

are continually seeking new ideas to help them manage 

their businesses more profitably. That includes the 

products and services their companies buy — and from whom. 


One of the reasons why advertisers who sell 
to management find that... 


FORTUNE gets results. 
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Advertising Age, April 21, 1958 
Available Talent in Prospective Agency Is_ | Network Gross Time Charges | Se 
this 
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Big Advertiser Criterion, ‘IM Study Finds Source: TvB figures from Leading National Advertisers and rt x von 
ta 

Cuicaco, April 15—Industrial| makes the choice. Broadcast Advertisers Reports you belt 
advertisers looking for new agen- : ‘ ’ 
cies place heavy emphasis on the ~ The average industrial client | a eee 
talent available in prospective new ne —— i oe o — o [——" | ae = 
shops, according to a survey re-| Prospective agencies and spends| 1957 1958 Change 1957 1958 Change 
ported in the April issue of Indus- about Giese months in the selection | ABC .............. $ 6,175,488 $ 8,427,596 +365 $12,891,069 $17,581,813 +364 
trial Marketing. process. TUN adeiskcssanens 18,309,088 19,410,741 + 60 38,540,562 41,504,756 + 7.7 

Of 57 industrial companies NBC ow... ~=—14,900,631 16,797,681 +12.7 31,455,572 35,141,792 +11.7 | 
which changed agencies last year, ® Some of the big reasons given Totol .......... $39,385,207 $44,636,018 +13.3 $82,887,203 $94,228,361 +13.7 
72% listed “talent of personnel] for leaving an agency, besides the 
puaiiilin te sarviee sue 'acman|900 WENGE hove, abet peer 1958 NETWORK TELEVISION TOTALS 
as one of the reasons for selecting quality of work (mentioned by ABC ces NBC TOTAL 
their new agency. 42% said it was 20%); personality conflicts (6%); | jonvary* 

: odie ; , Nang My erga fo); WP ‘Sienibinaiiaiiedecins $9,154,217 $22,094,015 $18,344,111 $49,592,343* 

the most important reason. exorbitant costs (4%); and resig-| February .....ccmccscunn 8,427,596 19,410,741 16,797,681 44,636,018 

Two principal reasons given for nation by the agency (4%). *Revised as of April 7, 1958 
leaving a previous agency, IM re- Mentioned often as reasons for 7 
ported, were need for a fresh copy selecting a new agency—beside| 
approach (32%) and need for ad- | talent—were: previous ex erien _Yoseloff Moves to Wexton | Amercian Mistery Publications Be- ‘ . 
ditional services (30%). with industrial accounts "(52%) | Saemnas Teaneey tae. Naw Vemieiy. At Se Gulls end Sane (cake Shy prague ta atte tithes 


|book publisher, has switched ad-| Editions Book Club, all New York. Chix baby products is using father 
| vertising from Wilbur & Ciangio to | Wexton has been named to handle |*"stead of mother in a new cam- 
|Wexton Co., New York. Yoseloff|advertising for Westminster Re-|paign built on the theme, “This is 
| subsidiaries making the same|cording Sales Corp., New York, |the world that you built.” Lennen & 
switch include the Natural History maker of records. Dundes & Frank | Newell, New York, is the agency. 


Book Club, Sportsmen’s Book Club, | is the previous agency. | 
Author Wylie Hits 
’ o 
at ‘Togetherness 
2 ’ Z . . 
in ‘True’ Diatribe 

New York, April 15—Philip 
Wylie dismembers McCall’s’ “To- 
|getherness” concept and condemns 
advertising in women’s magazines 
in the May issue of True. 

The author of “Generation of 
Vipers” assails “Togetherness” as 
“really a sales gimmick, an adver- 
|tising gag,” which is probably as 
|“cynical” as anything ever done in 
|the U. S. 


He hits advertising in women’s 
books as causing women to heckle | 
| 


Other highlights of the survey: | general reputation of the agency 


e Advertising managers most fre- (50%); breadth of services avail- 
quently select the new agency, able (35%); geographical location 
though in companies with small| (33%); and previous experience 
ad budgets the president often |in a specific field (28%). # 


their husbands into throwing away 

last year’s dishwasher in favor of 

the newest model, with “the tv 

door.” | 
Mr. Wylie, who advocates | 

“apartness,” threatens to launch | 

a counter-campaign “if American | 

merchandisers keep on exploiting H 

the neurotic, unfeminine, unnatu- 

ral and greedy fantasies of infan- 

tile women.” + 


Irwin Disbands Own Agency: 
Moves to Heintz & Co. 

George W. Irwin has joined 
Heintz & Co. as a vp and member 
of the agency’s Los Angeles and 

eS ve San Francisco plans board. Mr. 
A ean Irwin has operated his own agen- 
#3 S(y3 : cy known as Irwin-Los Angeles 

Yay. ee : for the past 11 years. 

CLEAR UE WEED Meee - ee Among the accounts moving 
p with Mr. Irwin to Heintz are the 
Los Angeles and San Francisco 
divisions of Westinghouse Appli- 
ance Sales and Westinghouse Elec- 
tric Supply Co., Catalina Pacific 
Airlines, Craig Corp. and Ice- 
capades. 


MacDonald Named A.M. 

Archie R. MacDonald, formerly 
retail advertising manager of the 
Journal-Bulletin, Providence, has 
been named advertising manager. 
William R. Denny, general man- 
ager for advertising and sales, re- 
tired April 1. Charles J. Davis has 
been named director of sales, and 
George J. Bellano assistant retail 
advertising manager. Mr. Davis 
and Mr. Bellano were on the ad- 
vertising sales staff. 


Wren sincere appreciation to our associate properties and the count- ‘ e & * a4 
SEE 


less advertisers whose continued support and encouragement have THE BRIGHT 
NEW APPROACH 

TO CONSUMER 

ADVERTISING BY 

WHIRLPOOL & PILLSBURY 

IN THE MAY ISSUE 

OF HOUSEHOLD 


Bia 


made possible these five decades of service... The Branham Company 
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Miss ee Tec catd 
lamb looks good to chicago american families burlington serves the west— & american families 

Lamb is finding its way onto more and more Chicago area For many years the Burlington Railroad's Zephyrs and other fine 
dinner tables, as service ads in The American promote zesty taste passenger trains have been advertised in The Chicago American. 
adventures with lamb. These American Sheep Producers Council ads, In addition, Burlington has promoted the western vacation regions 
placed through Potts-Woodbury, reach 500,000 families who they serve, such as Colorado, Yellowstone Park, Glacier Park, and 
look to The American for food news and advertising. Remember, dude ranches. This advertising, placed by Reincke, Meyer & Finn, 
The American carries considerably more retail food advertising sells the Burlington to the many thousands of Chicago American 
linage than either Chicago morning newspaper. readers who travel for business, pleasure, or both. 


american readers go modern with motorola early times makes sales time in the american 


As one of the nation’s leading producers of TV sets, radios and 


To acquaint half-a-million Chicago area families with the fact that 
phonogr — egg knows co lg cries he — Early Times bourbon is distilled the slow, patient way — 
want to buy ‘Gs pe pena “a Chi ng, rete a, t wae ; the old-style way— Early Times chooses The Chicago American. 
ae ioctuaahs te dhiedd eae Pag rey ‘In this, thay Their consistent schedule of ads in The Chicago American is 
join Chicago’s retail furniture and household goods stores, which placed by Erwin Wasey; Fusteas® & Ryan. With sbove-sverage 


. P , _o incomes, Chicago American families can buy what they want— 
ory etic Cae lec ak a and they want what they see advertised in The American. 


advertisers on the go— 


pape teeter ed ok sz THE CHICAGO AMERICAN ee 
in the chicago american “ERE a. . — 


creomtreysrset; {RUSS HALT ATOM TESTS | 


advertising must work harder. It’s not 
enough to produce a good ad—it must be 
placed in hard-selling media. Today a 
wide variety of advertisers are finding 

The Chicago American an effective and 
economical medium for selling the mass 
middle market in Chicago. Over 
half-a-million families read The 

American every day. Are they getting 
your sales message? 


Predera 
Freeze Bal 


the chicago american has, by far, the largest evening 


home-delivered circulation in chicago and suburbs ; THE CHICAGO AMERICAN 


represented nationally by 
hearst advertising service inc. 
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Writer Sues Calvert, 


‘American Home’ Taps Four 


home furnishing promotion man- 


terial industries in Milwaukee, has | 


Don Lombardo, formerly produc- 48", also a new post. Frank C. been named president of the Lon- 


Agencies for Alleged tion manager, 
* |to the additional post of merchan- 
Piracy of Ad Idea dising manager of Americen Hom 
4 ew York, succ ing Robert Mof- 

New York, April 15—The House | ¢at Mr. Moffat has not announced 
of Seagram, its subsidiary Calvert) his plans. American Home has ad- 
Distillers Co., and two advertising | geq Vince Marini, formerly of Mc- 
agencies—Ogilvy, Benson & Math- |Call’s, in the new post of appliance 


er and Geyer Advertising—are be-| and pbuilding promotio a r 
ing sued for $2,500,000 damages | sp . rn 


has been n (Bud) Nieman, a sales representa- ergan Coolerator division of Mc- 
amen tive for American Home since|Graw-Edison, Albion, Mich., mak- 
| dising manager of American Home, | 1952, has been named Chicago|er of window and central system 


manager of the magazine, succeed- 
ing James T. Sheridan, who re- 
signed. 


Beisber Heads Division 


M. F. Beisber, formerly director 


air conditioners, heat pumps, 
/humidifiers, dehumidifiers and 
| space heaters. 


_Montgomery Named to Ad Post 
| KR. Craig Montgomery Jr., for- 


Advertising Age, April 21, 1958 


Assn. of New York, has been 
named assistant vp in charge of 
advertising and pr. He joined the 
company in 1957 after 12 years 
with Kelly, Nason Inc. 


Buddig Names Kastor & Sons 
Carl Buddig & Co. has named 
H. W. Kastor & Sons, Chicago, to 
handle its advertising. A campaign 
for smoked sliced beef will start 


for alleged theft of an advertising = Sees Eaten, Sany 
idea by Robert Leary, a freelance 
writer and idea man. 

In his complaint Mr. Leary says 
that he conceived the idea for an 
advertising campaign used for Lord 
Calvert whisky in the fall of 1956, 
and which the company still is 
using. The gist of it is that a host 
should give his guests a choice of 
three whiskies—Scotch, Canadian 
and American. 


= Mr. Leary says he submitted the 
idea to Calvert in September, 1955, 
with suggested layouts. His materi- 
al was returned to him by the dis- 
tiller with a covering letter saying 
the company used advertising ideas 
and material from its advertising 
agency only. 


The Lord Calvert campaign that 
broke in the fall of 1956, Mr. Leary | 
says, was identical in all major} 
particulars with the idea and lay-| 
outs he had submitted to Calvert) 
the year before. 

Calvert says the idea for the) 
campaign originated with its agen-| 
cy, Ogilvy, Benson & Mather. Gey- | 
er Advertising, a former Calvert) 
agency, was included in the com-| 
plaint because of Mr. Norton’s | 
uncertainty at the time papers were | 
filed of the agency’s status in the) 
matter. + | 


Pudvan Named Cleveland Rep 
Albert R. Pudvan has been 
named Cleveland district manager 
of Industrial Laboratories Publish- 
ing Co., Chicago. He will represent 
Industrial Laboratories, Industrial 
Science & Engineering and Data- 
mation throughout Ohio, eastern 
Michigan, western Pennsylvania, 
Kentucky and West Virginia. He 
was previously with Ohio Bell 
Telephone Co., Cleveland. 


Strandberg Joins Nemer 
Kenneth C. Strandberg, former- 
ly director of sales promotion and 
advertising for F. C. Hayer Co., 
Minneapolis, has joined Nemer Ad- 
vertising Agency, Minneapolis, as a 
member of its account staff. 


DID YOU 
KNOW? 


GENUINE GLOSSY PHOTOS 
COST AS LITTLE AS 
PLANOGRAPH! | 


WHY TAKE LESS? 


Singieweight Quantity S27 6n1 
om = 25 $ 2.75 $ ao 
Prints 50 4.50 6.00 
100 8.00 $.50 
250 17.50 22.50 

500 30.00 42. 
1000 55.00 75.00 
Negative § 1.15 168 


[Pnoro AICI 


59 E. Ilinels $t., Chicage 11, ll. 
WHitehell 4-2930 


|with D’Arcy Advertising Co., as 


of market research and distribu- | merly director of public relations immediately in newspapers, radio 
tion of McGraw-Edison’s line ma-|of First Federal Savings & Loan and tv. 


ACTION IN BUSINESS 


re is an importan 
tions of idle curiosity 4 


. lled the “driving 
stein ca The q 
not usually as 


up exercises. 


ca 
taken for a ony questions can 


a ‘ation and your general thinking a! 


your imaginati 


When to question 


king, 
Generally spea 
problem-solving sequence W 
uestions: 
when you are trying to defi 
lem. In business, aS i 


bsc the real disease. } . 
gel wou. are collecting infor 


results when you advertise to business and industry in 


Nation’s Business is edited for the mature, experi- 
enced executives who own America’s business and 
industry. Eight out of 10 subscribers own an inter- 
est in their firms. Many are corporate executives 
with shares of the stock. Others are owners or part- 
ners of unincorporated companies. In short, these 
are ownership-motivated executives! 

They are motivated as only men can be who have 
all to gain or all to lose. These are the men who 


Clea 


make the big decisions. They display an active in- 
terest in every phase of the company’s operations 
... its purchases, progress, people, profits, plans for 
the future. This ownership motivation is the distin- 
guishing characteristic of the Nation’s Business read- 
er. It is the thing which assures your advertisement 
of careful reading instead of hit or miss glancing. 
Our advertisers have proof of this more intense 
readership in the form of reader action—inquiries, 


t difference between the (} 


the late Albert 
nd what ry” of the 


ed by such ‘ 
ked—nor can th : 
ative person are - trying to build you!) mm 


st now and then, little good ¥ 


there are four times 
hen it is impo! 


ne or uncover 
medicine, symptoms © 
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Tyler Joins ‘Commercial News’ 


Melvin B. Tyler, former Hearst 


Advertising Service representative 


in San Francisco and publisher’s 
representative with Whaley-Simp- 


rae 
pene ake 


ficial publication of the Marine) Will to Scrivener & Rice 
Exchange Inc. 


‘Gamut Adds Two Accounts to industry, colleges, hospitals and 
Gamut Inc., Garden City, N.Y., | research centers, has named Scriv- 


son Co., has been named advertis-| has been appointed to handle ad- | ener & Rice to handle its advertis- 
ing manager of Daily Commercial|vertising for the E. J. Korvette | ing. 
News, San Francisco. He succeeds | furniture, carpeting and home dec- 


Karl A. Dietrich, who has been 
named assistant to William H. 
Marriott, publisher of the News. 
At the same time, it was announced 
that the News has become the of- 


orating centers of E. J. Korvette U.S. Gypsum Names Belden 

Inc., and Universal Utilities, Great| V.R. Belden, formerly merchan- 
Neck, N.Y., servicer and installer | dising manager of dealer sales, has 
of heating and air conditioning| been named general merchandis- 
equipment and supplier of fuel oil.| ing manager of U.S. Gypsum Co., 


Chicago. 


Will Corp., Rochester supplier of | 
| temenaters apparatus and supplies Greene Named Ad Manager 


Edwin G. Greene, formerly tech- 


nical editor of reports and publica- | 


'tions at Vitro Laboratories, has 
joined U.S. Radium Corp., Morris- 


town, N.J., as advertising manager. || 


He will coordinate promotional 


jactivity for the company’s line of || 


‘radiation sources, phosphors, x-ray | 


screens, instrument dials, panels 
and related products. 


bilities. 


sales. They are not only reaching, but also selling 
business owners in manufacturing, banking, con- 
struction, transportation, wholesaling, retailing, com- 
munication. By getting more results, this factual, use- 
ful magazine of action is getting more advertisers; 
major advertisers who insist on action-getting media. 
Nothing could attest more convincingly to this “ac- 
tion in business” than the fact that Nation’s Business ae 
advertising linage has gone up 40% the past 2 years! Ie mean onan OE, 


Survey of 


sales methods of 2662 


Buying Plans 
Conducted among 
Industrial Distributors 


Explores the equipment purchases and also 


industrial distributors. 


Commercial 


Motor Truck and 


Equipment Survey 


Survey conducted among 2982 customers and 
prospects of Mack Trucks, Inc. Useful facts on 
$ who buys what in transport field. 


Transport 


Investment 


of Executives in 
Business and Industry 


Practices 


ment practices. 


EDITED FOR 


Survey conducted among 2000 Nation's Busi- 
ness subscribers to determine stock and bond 
holdings, and personal and corporate invest- 


ADVERTISING HEADQUARTERS: 
711 Third Ave. at 44th St., New York 17, N.Y. | 


OWNERSHIP-MOTIVATED 
BUSINESS EXECUTIVES 


780,000 PAID CIRCULATION 


including 700,000 executives who have 
personal subscriptions and 80,000 ex- 
ecutives of business members of the 
National Chamber of Commerce. 


Ranaucy 
a . ©. j 
lA MOST TWO-LANGUAGE AD—WIill 
break in Esquire, Holiday, The 
New Yorker, Newsweek, Sports Il- 
lustrated, Sunset and Time starting 
in April fer Renault Dauphine cars. 
A scupcon of French lends an air 
of Gallic to the ad, prepared by 

Needham, Louis & Brorby. 


“Bill” Chalkley Knows 


He’s Seen the 
Long Beach 
Market 


Vice President, Manager Media, 
Fuller & Smith & Ross, Inc., Cleveland 


Seeing is believing in the importance 
of the Long Beach market. W. G. 
(Bill) Chalkley is one of many me- 
dia men who have taken intensive 
tours of this important part of the 
nation’s 3rd largest market . . . the Los 
Angeles-Long Beach Metropolitan 
Area. 


Bill says that: “Since visiting Long 
Beach, 1 certainly am convinced 
that the market is a self-sustaining 
one and cannot be adequately cov- 
ered by outside media.” 


The Independent, Press-Telegram 
reaches more than 7 out of 10 Long 
Beach homes. No other daily reaches 
even 1 out of 10. 


Independent 
Press - Telegram 


Morning 


Evening 


Sundoy 


LONG BEACH, CALIFORNIA 


RIDDER- JOHNS, INC. 
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THERE’S A NEW WAY 
TO SELL TRUST SERVICES TODAY... 


CHASE MANHATTAN (and its agency, Ken- 
yon & Eckhardt) adds a light touch and a dash 
of humanity to counteract banking’s traditional 
aura of awe .. . and comes up with a revolu- 
tionary marketing concept to make customers 
feel “wanted.” 


For a better way to protect your nest egg 
talk to the people at Chase Manhattan 


We submit that the intricacies of the dry 
Aly are better mastered when somebody 
else ponders your nest egg problems. 

Small as they are, such details as 
stock rights and records, call dates and 
coupons are frequently a nuisance to 
the nonprofessional. 

‘That's one reason why Chase Man- 
hattan has a Trust Department. 

A more important reason is to help 
you keep your nest egg intact, and to 


make plans with you for ultimately 
conveying it to your heirs with as little 
confusion and tax loss as posstble. 

These nest egg services are imme 
diately available to you at Chase Man 
hattan. The Bank will act as your Ex 
ecutor and Trustee, serve as Custodian 
of your securities, advise you on your 
investments, and plan your estate with 
you and your lawyer 


For detailed information about the 


nest egg service that most interests your 
phone HAnover 2-6000 or write to 
Personal Trust Department, The 
Chase Manhattan Bank, 40 Wall 
Street, New York 15, New York. 


THE 
CHASE 
MANHATTAN 
BANK 
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There’s a new way to sell trust services, cigarettes, 
automobiles, and many other things today. Now, too, a new way to sell 


your product to the Chemical Process Industries . . . 


OMOFrrOoOVv 


in today s CPI selling! 


=—_ 
( 


°58 is well on its way to the biggest year in CPI history 
for sales, production, progress — and profits. But .. . 


Like CHemicaL WEEk’s editors predicted back last De- 
cember, there are . . . “Clouds in a Bright Forecast.” 
Costs that won’t stop climbing, that eat into profits like 
termites ... after taxes, less and less left... what CPI- 
management calls “the net profit squeeze.” But move 
fast, and there’s a new way you can convert it into your 
most potent sales asset. 


Lots of men in the Chemical Process Industries may 
have an interest in your products. But the dollar “bene- 
fits” you deliver . . . the specifics of increasing produc- 
tion, cutting costs, saving man-hours, sharpening up 
operating efficiency . . . these are music to one kind of 
man — CPI-Management, both “technical and non-tech- 
nical.” The “dollar sign” is his critical area of responsi- 
bility whatever his function . . . in productian and plant REE MT 
operations, design and construction, research and de- agement 
velopment, sales and purchasing .. . clear on up to top eae 

administration. : 


You match it function for function, man for man, by 
taking advantage of his own magazine — CHEMICAL 
WEEK. Its news content provides the fast tempo you 
need for your °58 advertising. Its scope is your best 
security against narrow gauge buying power. Its “look 
ahead” editorial attitude is the profitable environment 
for aggressive campaigning. This is how you “put the 


TOUCH OF TOMORROW in today’s CPI selling!” 
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Brussels Fair 


Is ‘58's No. 1 
Ad Spectacle 


BRUSSELS, April 15—The greatest | 
advertising spectacle of 1958 will 
unfold here Thursday with the) 
opening of the Brussels World’s| 
Fair. 

The first world’s fair to be held 
since the New York Exposition of 
1939-40, the Brussels fair will run 
through Oct. 17, with an expected 
attendance of 50,000,000, just about 
six times Belgium’s population. 

Representatives of 50 nations 
are putting the finishing touches on 
their exhibits. Budgets are said to 
range from Liechtenstein’s $15,000 
to the Soviet Union’s $50,000,000. 

U. S. participation, under the 
direction of Commissioner General 
Howard S. Cullman, is being fi- 
nanced by $15,000,000 of govern-. 
ment funds, plus contributions | 
from private companies. 

Over-all theme of the fair is: “A 
declaration of faith in mankind’s 
ability to mold the atomic age to 
the ultimate advantage of all na-| 
tions and peoples.” 


® The U. S. exhibit, located be- 
tween those of the Soviet Union| 
and the Vatican, is set on six and} 
one-half acres and features om 
world’s largest free-span circular 
structure. Two floors of exhibits 
are keyed to the theme, “America 
—the land and the people.” A 1,100- 
seat theater adjoins the pavilion. 

Some 50 American companies | 
will be represented, directly or 
indirectly, at the fair. 

Five companies—Coca-Cola, 
Eastman Kodak, International 
Business Machines, Pan American 
Airways and Philip Morris—will 
have their own pavilions, by virtue 
of doing business in Belgium. 

Other companies will be repre- 
sented through sponsorship of an| 
exhibit or loan of products to be 
shown in the U.S. pavilion. 

Ford Motor Co., for example, has 
allocated $200,000 to sponsor the 
showing of Circarama. It will re- 
ceive name credit on the screen. | 

Time Inc. is contributing its 
editorial and design services in the | 
planning of exhibits portraying 
American life. 

Radio Corp. of America has been 
selected to demonstrate compatible 


STRATEGIC | 
ADVERTISING | 
COVERAGE 


OF THE WORLD-WIDE 
$38,000,000,000 
Military Market 


The six world-spanning Army 
Times service publications ore 
the mass circulation media reod 
most by the military. Write or 
call for full information. 

ARMY TIMES « 


AIR FORCE TIMES * NAVY TIMES 


The American WEEKEND + MILITARY MARKET Magazine 


The ARMY-NAVY. AIR FORCE REGISTER 


ARMY TIMES 
PUBLISHING CO. 

2020 M St., NW * Washington 6, D.C. 
U. S$. OFFICES: Boston, Chicago, Charleston, 
S. C., Dallas, Detroit, Honolulu, los Angeles, 
Miomi, New York, Philodelphia, San Francisco. 
FOREIGN OFFICES: Frankfurt, London, Paris, 

Rome, Tokyo. 


color television. RCA will 


also 
equip a music room with a high 
fidelity phonograph, tape recorders 
and stereophonic play-back units. 


Bell Aircraft, Bell Telephone Lab- 
oratories, Boeing Aircraft, Bristol- 
Myers, Caltex Oil, Collins Radio, | 
Continental Can, Convair, Curtiss- 
Wright, Douglas Aircraft, Du Pont, 
General Dynamics, General Elec- 
tric, General Motors, Gulf Oil, 
Hammond Organ, High-Voltage | 
Engineering Co., Hiller Helicop- 


® Robin International Inc. will be 
showing Cinerama in an all-alumi- 
num theater constructed in the 
amusement section of the fair 


\grounds. Tickets will be priced at| ters, Merck, Mobil Overseas Oil, 


$2 apiece. |Monsanto, National Cash Register, 

Other U. S. companies to be | Perkins-Elmer Corp., Chas. Pfizer 
represented at the fair are: Ameri- | & Co., Shoup Voting Machine Co., 
can Express, American Motors, Singer Sewing Machine, Socony- 


Union Carbide, U. S. Steel, Vertol 
Aircraft, Webb & Knapp, Westing- | 
house, Wynn Oil Co., Sylvania, 
Shell Oil and Standard Oil (New 
Jersey). 


s Two American advertising 
agencies will be active here servic- 
ing clients. McCann-Erickson has 
a major office in Brussels and its 
pr subsidiary, Communications 
Counselors, does work for the 
Belgian government. The Mar- 


eee 
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| Vacuum, Sun Oil, Sperry Rand,|schalk & Pratt division of McCann 


also handles Sabena Belgian Air- 
lines in the U.S. 

J. Walter Thompson Co. has its 
Belgian office at Antwerp, but it 
has opened a service office here 
for the duration of the fair. 

A word of cautign to would-be 
tourists: All hotels here are booked 
solid for the first three months 
after the opening of the fair. There 
are possibilities, however, of find- 
ing a bed in a nearby city or in 
some hastily constructed wooden 
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motels outside of Brussels or in| ministration, University of Cali- 
private homes. Or you can try to fornia, has been named senior cen- 
commute by helicopter from Paris. sultant, and Dr. Andrew Vazsonyi, 
Sabena will run a regular daily |formerly manager of the man- 
service, # agement services department of 
Ramo-Wooldridge Corp., Los An- 
Alderson & Sessions Names 2 __geles, has joined the company as 
Alderson & Sessions, Philadel-| specialist in industrial operations 
phia marketing and management research and business system an- 
consultant organization, has ap- | alysis. 
pointed two new specialists to its | 
staff. Dr. C. Joseph Clawson, for- Extends Editorial Coverage 
merly on the marketing staff at| Beginning with its May issue, 
the graduate school of business ad- Meat & Food Merchandising, which 


for 33 years has been serving the 


will extend its operations to the 
entire food store. The magazine 
| will be edited to deal with all of 
the problems of merchandising and 
management confronting today’s 
| food store owner. 


Jordan, Seiber Expands 


Jordan, Sieber & Corbett, Chi- | 


|cago ethical medical advertising 
agency, is opening a New York 
office at 640 Fifth Ave. 


| Burrell Elected President 


meat side of the supermarket field, | 


Harry Burrell, McCann-Erick- 
son, has been elected president of 


the Advertising Agency Produc- | 


tion Men’s Club of Chicago, suc- 
ceeding James L. Chisholm of 
/Needham, Louis & Brorby. Other 
|new officers are Ralph Stewart, 
\John W. Shaw Advertising, vp; 
August Tonne, Earle Ludgin & Co., 
secretary; Vito Volino, L. W. Ram- 
sey Co., recording secretary, and 
Robert Jackson of Kenyon & Eck- 
|hardt, treasurer. 


La Rosa Adds Division 
to Market Frozen Foods 

V. LaRosa & Sons, Brooklyn, a 
$1,000,000 plus advertiser, has be- 
gun operation of a frozen foods di- 
vision. Veal scallopini, veal cutlet, 
chicken cacciatore and baked la- 
Sagna are being marketed in the 
New York and Philadelphia areas 
by the division, which eventually 
will offer a “complete line” of Ital- 
ian style food. 

To back up introduction of fro- 
zen and other products in the New 


about his new bike 


As far as Johnny is concerned, the new bike is a long 
coast down the hill; a talking point with the fellows in 
the neighborhood. To the world in general, it’s just 
another bicycle. But to the industrial salesman, John’s 
prized possession is another product of Metalworking. 


More than a quarter of the gross national product, Metal- 
working production amounts to $130 billion annually and 
contributes to practically every major industry. 


That bike is typical. Used in building it are dozens of 
Metalworking production machines: machining, form- 
ing, grinding, welding. Over 16 different materials are 
used—most of them metal. Making the bicycle, Metal- 
working production used tubing, gears, chain, bear- 
ings, fasteners and literally dozens of other items. 


The story is the same for practically every metal prod- 
uct. It’s easy to see why Metalworking is a specialized 
activity—and how the men who control Metalworking 
production are of vital importance. 

American Machinist is edited for these men. It’s published 
specifically and exclusively for them. Production is our 
readers’ business—and it’s ours. That’s why more produc- 


tion men subscribe to American Machinist than any other 
Metalworking publication. 


Advertising in American Machinist is an investment 
that really pays off. Last year, 988 advertisers put 
over 6,000 pages of space in American Machinist. Be- 
cause American Machinist reaches the men who har- 
ness the power of Metalworking, it’s the most direct- 
line advertising medium for the equipment, materials 
and supplies that build America’s biggest single in- 
dustrial operation. 


Where it’s made of metal . . . they're reading 


‘ 


“a Re: pe Em 
America 


McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION 


330 West 42nd Street, New York 36, N.Y. 


-_———=—= | England area, a multi-media cam- 


paign has been started by Sullivan, 
Stauffer, Colwell & Bayles. 


Satety Council Boosts Jones 

Robert Jones has been named 
advertising manager of the Na- 
tional Safety Council, Chicago. He 
succeeds H. W. Champlin, who has 
been advanced to manager of the 
membership and sales department 
of the council. Mr. Jones has been 
assistant advertising manager 
since 1956. 


BRAND-NEW! 
FIRST-RUN! 


Saturday Evening Post 

Over 650,000,000 readers of 
Norman Reilly Raine’s 65 Tug- 
boat Annie stories! 27-year run 
continues by popular demand. 


Motion Picture Feature 
Box-office record-breaker in the 
top motion picture theatres. 
N. Y. Times—“‘story superior” 
—“‘a box-office natural.” 


Chicago Audience Test 
92% of Lake Theatre audience 
rated ‘“The Adventures of Tug- 
boat Annie’ a TV favorite— 
| certified by Haskins & Sells, 
C. BP. A. 


CBC TV Network 


R.B. Collett, Adv. Dir., Lever 
Brothers Limited, writes: 
“excellent viewing audience’ — 
“general public, through mail 
and telephone calls, indicates 
strong appeal for every mem- 
ber of the family.” Tugboat 
Annie outrates such shows as 
Perry Como, Gunsmoke, Wyatt 
Earp, Dragnet, Climax, 
Disneyland and many, many 
others in Canada network 
markets. 


TELEVISION PROGRAMS OF AMERICA, INC. 
488 MADISON + N.Y. 22 + PLaza 5-2100 
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if it’s new—if it’s better 


has it first and finest! 


Century offers you every 
modern facility, every- 
thing that’s up to the 
minute in materials 
and techniques for 
superior reproduction. 
Next time, try the house 
of service, Century, 
where every job is 
detail-supervised with 
exactness and care 
unmatched anywhere! 


: CENTURY 
+ - ELECTROTYPE 
bi, COMPANY 


160 East Illinois St. Chicago 11, IH. + DElaware 7-1541 


Author Mayer Says 
Admen Have Titles; 


Gals Have Know-How 


New York, April 15—There are 
too many second-rate admen liv- 
ing off the first-rate brains of 
women, Martin Mayer maintained 
last week—thus becoming the hero 
of his audience, the New York 


chapter of American Women in| 


Radio & Television. 

The author of “Madison Avenue, 
U.S. A.” told the group that in his 
exploration of the agency business 
he was continually surprised at 
the small number of women ex- 
ecutives he encountered. “The man 
had the title and salary, but to get 
the answers you often had to ask 
the woman who sat at the next 
desk or in the next room.” 

Mr. Mayer found this paucity of 
women in the business particularly 
surprising “‘when you consider that 
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by KCRA-TV. 


flowing with currency. Ask the boys at Petry. 


1ST IN 27 NORTHERN 


CALIFORNIA COUNTIES 
ae . 


SACRAMENTO, 
Represented by 


aa EDWARD PETRY & CO, 


BASIC 


meteors + f i ee fate: el ; oe me 


Howard J. Smiley, Asst. General Manager 
Robert E. Kelly, Station Manager 


CALIFORNIA 


AFFILIATE 


There are a lot of spendable greenbacks in the full 27-county 
Sacramento Television Market. This buying power is rep- 
resented by 381,300 television homes, and is best approached 


Proof positive that KCRA-TV really does the job, is provided 
by the first ARB Total Area TV Report® ever made in the Sacra- 
mento Television Market—KCRA-TV comes up firs? in the full 
27-county area served by the Sacramento stations! This backs 
up previous ARB reports covering Metropolitan Sacramento only. 

The Senator from KCRA-TV will take your clients to this land 


* ARB Total Television Area Report for December, 1957, proves 
that KCRA-TV delivers more homes, day-in and night-out, 
than any other station in this three station market. 


CHANNEL 
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the high proportion of products 
are aimed at and purchased by 
women, . .and that women are the 
greatest tv viewers.” 

Asked why women don’t have 
more top jobs, Mr. Mayer prompt- 
ly answered: “They haven’t cared 
enough. If women have sufficient 
steam pressure to buck the pre- 


judices against them, they can get 
the jobs. But women have to fight 
damn hard and they don’t want 
to.” 


® As for the sex differential in 
salaries, he said it was learned 
long ago that “you can get women 
to work for less than men of equal 
competence . . if people loved 
their work a little less they’d get 
paid a little more.” 

Mr. Mayer also accused adver- 
tising of taking itself too seriously 
—‘“Probably the fault of motiva- 
tional research, which has taught 
admen to believe advertising really 
penetrates down into the lower 
reaches. That’s pure nonsense.” 

“It probably improves advertis- 
ing, but it makes admen think 
they’re dealing with people at a 
level which they aren’t. Perhaps 
Claude Hopkins did reach that 
level. . .because there wasn’t too 
much advertising about, then. Per- 
haps the first color ads, the first 
radio and tv commercials, had 
a great effect. But now the novel- 
ty has worn off. 

“With the great bulk of adver- 
tising today, no one ad is terribly 
important to the customer, des- 
pite what the researchers would 
have us believe.” 


® As for the burning question 
| of what is the people’s attitude 
toward the advertising business— 
“Who cares?” asked Mr. Mayer. 
“This has been the best era of 
| advertising, despite the growing 
barrage of criticism,” he pointed 
jout. Perhaps [freedom from criti- 
|cism] is important to a top execu- 
|tive who wants to belong to the 
| right clubs or be invited to dinner 
with the president, but that’s his 
|/own personal matter. The purpose 
|of business is to make money, not 
|necessarily to be loved.”# 


|Grant Buys Seattle Agency, 
Adds $1,000,000 in Billing 


| Grant Advertising, Chicago, 
|/which has just completed acquisi- 
|tion of Abbott Kimbali Co. (AA, 
Feb. 17, April 7), last week pur- 
chased Burke Co., Seattle agency. 
This brings Grant’s U. S. office 
| total to nine. 
Burke, which bills about $1,000,- 
|000, brings into the Grant shop 
| Billingham Shipyards Co., Billing- 
|ham, Wash. (Bell Boy plastic 
|pleasure boats); Alaska Airlines; 
Washington State Dairy Products; 
Blue Cross of Washington, and sev- 
eral other accounts. William Burke 
jand his father, Roland Burke, 
|founders of Burke Co., become 
'Grant vps. William Burke will 
continue to manage the Seattle of- 
| fice. 


\Biernacki Appointed 

| Robert H. Biernacki, former 
|sports director at college station 
|KSLU, St. Lawrence University, 
has been appointed to the sales 
staff of Radio TV Representatives, 
| New York. 


THE BRIGHT 
NEW APPROACH 
TO CONSUMER 
ADVERTISING BY 
WHIRLPOOL & PILLSBURY 
IN THE MAY ISSUE 
OF HOUSEHOLD 
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PROOF OF THE 
HERALD’S SELLING 
POWER IS THE 
RECORD OF ITS 
RISE AMONG THE 
COUNTRY’S FIRST 
FIVE NEWSPAPERS 
IN TOTAL 

“ ADVERTISING 
DURING THE LAST 
THREE YEARS. 
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SOUTH FLORIDA'S NO. 1 SALES FORCE... 


HAS SELECTED 


Parade 


THE NATION’S BRIGHTEST SUNDAY MAGAZINE AS 


ADDED SALES POWER 
ON FLORIDA'S GOLD COAST 


ITS 


ONLY SUNDAY SUPPLEMENT BEGINNING SUNDAY, JUNE 22 


The Herald opens, for Parade advertisers, the sales potential of the famed 
Florida Gold Coast with 31% of the state’s population. Free-spending Gold 
Coasters account for retail sales of $24 billion annually. 


With The Herald, Parade will be delivered every Sunday into 91% 


all newspaper-reading homes in Greater Miami. 


of 


This combination of a rich and rapidly growing market and The Herald’s 
unparalleled home-delivered circulation from Daytona Beach on the north to 
Key West on the south gets sales results. 


1" Los ANGELES |! Los ANGELES || Los ANGELES || Z™ES 
TIMES ” TIMES TIMES susie # 

a | MILWAUKEE MILWAUKEE ‘eae 
2 JOURNAL JOURNAL aan Herald anne 
3" CHICAGO CHICAGO MILWAUKEE = | | “URAL 
TRIBUNE TRIBUNE JOURNAL pac 

| NEW YORK - NEW YORK || “im” 
4 TIMES i Head TIMES nant 
th oe. NEW YORK CHICAGO — 
5 TIMES TRIBUNE aa 


STORY, BROOKS & FINLEY, INC., NATIONAL REPRESENTATIVES 
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Trustee's Report Asks Bankruptcy: Reveals 
Seaboard Drug’s Chaotic Financial History 


(Continued from Page 2) 
sales promotion field, 
work for Paper-Mate pens and Se- | 


aries, legal and professional fees 
including | and ‘sundry costs.’ 


“The net result of the company’s 


curity Electronics Corp., a compa- | activities in the entire promotion 
ny whose stock was also under-/|was a loss of over $220,000, up to 


written by Foster-Mann. 
Nelson was also head of a com- 
pany under his own name. 

(The brokerage dealer registra- 
tion of Foster-Mann was revoked 


Mr. | May 10, 1957. As far as the trustee 
can determine, Seaboard never, in 
any month, earned a profit for its 
stockholders.” 


It added that the $220,000 loss 


by the Securities & Exchange Com- | will probably be increased further 
mission last December, according | because of retroactive adjustments 


to the trustee’s report. The trustee | 


says he cannot verify an assertion | 


from goods sold on consignment. 


A dispute with its first adver- 


that Mr. Patterson was part owner tising agency, Carlos Franco As- 


of Foster-Mann. Mr. Patterson has 
testified that James J. Crisona of 
the law firm had a 25% interest 
in the underwriter.) 


s Seaboard originally was incor- 
porated in the fall of 1955, the re- 
port continued, to promote the sale 
of proprietary medicines, but “dif- 
ficulties were encountered in find- | 
ing an underwriter to promote a | 
public sale of stock to raise funds | 
for a projected advertising cam- | 


paign.” 

The company subsequently was 
dissolved and reincorporated in 
January, 1956, with 5,000,000 


shares of stock, divided into two 
classes, with a par value of 10¢. 
Messrs. Patterson, Eynon and Nel- 
son were the three principals, ac- 
cording to the testimony. A public | 
stock offering of 300,000 shares at 
$1 per share was made in March, | 
1956, and sold by August, with 
Seaboard netting around $217,000) 
from the offering. 

About this time an intricate se- 
ries of stock transfers at varying 
prices took place between the com- 
pany, its underwriter and others, 
and a promotion program got un-'| 
der way involving spot radio and | 
“over $100,000 spent in connection 
with sponsorship of Walter Win- 
chell over the Mutual Broadcasting 
System.” In addition, “lavish pro- | 
motion, entertainment and travel 
expenses were incurred. 


s “In all,” the trustee’s report 
continues, “the records of Seaboard 
indicate that over $500,000 was) 
spent or charged for selling, ad- 
vertising, promotion and public re- 
lations to put over the product, 
and that over $130,000 was spent 
or charged for general and admini- 
strative expenses, principally sal- 


——— 


ONLY ONE 
PAPER 
GIVES 91% 
SATURATION 
IN THE 
WEALTHY 
“DOUBLE- 
MARKET” 


OF FARGO, 
NORTH DAKOTA 
AND 
MOORHEAD, 
MINN. 


See your nearest 
KELLY-SMITH 
Representative 


THE FARGO 
FORUM 
and Moorhead Daily News 


| sociates, resulted in Franco seizing | length into a list of “questionable 
the Seaboard bank account in No-|transactions” among which it 


vember, 1956, and 


financial position.” 


® Seaboard subsequently negoti- 
ated a deal with King-Shore Films, 
King-Shore agreeing “to supply 
47,058 television spots to Seaboard 
for advertising its product, at a 
price not to exceed $17 per spot.” 
King-Shore’s attorney received 
“finder’s fees” of Seaboard stock, 
and some of the stock was sub- 
sequently 
never used any of the spots it con- 
tracted for. 

The trustee’s at 


report goes 


sold, while Seaboard | 


“as a result, | notes: 
| Seaboard was placed in a difficult ‘ 


1, Payment of expenses incurred 
by Mr. Patterson out of his opera- 
tion of other companies (W. H. Pil- 
grim & Co., Reducing Institute Inc., 
etc.) by Seaboard “as though such | 
payments were in the ordinary | 
course of business.” 


e 2. Lavish expense accounts 
which totaled more than $10,000 for 
Messrs. Patterson, Eynon and Nel- 
son. 

“Excessive travel expense was 
charged by officers and employes 
ostensibly in the performance of 
official business, including extrav- 
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agant taxi and breakfast charges, 
private car rentals, personal air- 
line tickets, cash withdrawals en- 
tered on hotel bills and even 
charges for beauty parlors and 
flowers incurred by officers’ wives. 
Because of the small size of the 
organization, the expense accounts 
were necessarily approved by many 
of the officers themselves. 


# “On an air trip, supposedly to 
attend the wholesale drug conven- 
tion at Hollywood, Fla., for the 
week of Nov. 5, 1956, Nelson and 
his wife jointly spent $3,727.22, of 
which $850 remains an unpaid 
item due the Hollywood Beach Ho- 
tel. Included, among other things, 
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were beauty shop charges, bar tabs, 
photographs and sundry other 
items remote to the business for 
which Nelson allegedly attended 
the convention. 


“Nelson charged to Seaboard, via 


Seaboard’s Diners’ Club member- 
ship, such things as groceries, fruits 
and vegetables and liquor, pur- 
chased for his home from Gristede 
Bros. at Greenwich, Conn. The 
exact extent of these purchases 
has not been determined. 

“Among other personal items of 
expenditure paid by Seaboard was 
one for an air trip to Bermuda 
and return for one D’Angelo, Sea- 
board’s former secretary and treas- 
urer, and his wife, as a wedding 


i from Patterson and Eynon. 


“Seaboard paid hotel and res-/|$8,700 in “consultation fees’ be- 
|taurant bills for wining and dining |tween Feb. 1, 1956 and Aug. 3, 1956. 
|and advancement of cash to Pat-|On Aug. 10 he was placed on the 
\terson, Nelson, Eynon and others. . .| payroll at $400 per week and also 
“In February, 1957, when Sea-|was paid $100 per week, retroac- 
|board had no money for salaries|tive to July 6, 1956. In July, Mr. 
and other legitimate requirements,| Nelson started drawing $400 a 
Patterson had Seaboard pay $650|week as sales director. 
for a cocktail party at the 21 Club “It will be noted that Patterson 
|given jointly with King-Shore.” refrained from placing Eynon on 
e 3. Payment of salaries and fees, |the Seaboard payroll and invest- 
| which were more than $65,000 be- | Ing him with an officership until 
and December, | late in the affairs of Seaboard, ap- 
parently, for the reason that Eynon 
| was in the throes of defending him- 
|self against charges of misconduct 
brought by the Securities & Ex- 
|@ Mr. Patterson received a salary change Commission in the sale of 


itween February 
1956, to the three principals, “to- 
gether with one (C. Peter) Jaeger, 
a director.” 


of $20,000 yearly; Mr. Eynon got} 


uranium and oil stocks. . . It also 
appears that Patterson and Eynon 
were two of the principals in Otis 
Laboratories Inc., in Larchmont, 
N.Y., a mail order promotion com- 
pany which formerly owned Meri- 
cin.” 

Among the other “questionable 
transactions” the trustee also not- 
ed: 

e Issuance of stock without prop- 
er consideration; 


e Improper sale of stock without 
regard to the Federal Securities 
Act requiring full disclosure; 


e Preferential payments, including 
$7,500 to attorney Milton A. Bass 
for “legal expenses”; 


SALES 


Like the Leo Burnett Company, whose 
timebuyers are large-scale users of spot 
television. They constantly evaluate — and 
re-evaluate—the effectiveness of markets 
and stations. Before a spot campaign is 
placed, facts submitted by the agency’s 
research department and by CBS Television 
Spot Sales receive careful attention. 


Within the past year Leo Burnett bought 
WMBE-TV, Jacksonville, for well-known 
clients like Procter & Gamble, Kellogg, Pure 
Oil, the Cracker Jack Company and Philip 
Morris—a widely-diversified list. 


ail Good spot to be in! Leo Burnett’s buyers 
know it. So also do the 368 different 
national spot advertisers who are currently 
scheduling campaigns on the 14 stations 
and the regional network represented by. .. 


CBS TELEVISION SP©T 


wcss-tv New York, wuctr Hartford, 
WCAU-TV Philadelphia, wrop-rv Washington, wstv Charlotte, 
wBTw Florence, wMBR-TV Jacksonville, KMOx-TV St. Louis, 
wxIx Milwaukee, wBBM-TV Chicago, KGUL-TV Houston, 

KSL-TV Salt Lake City, Komn-Tv Portland, KNxT Los Angeles, 
and THE CBS TELEVISION PACIFIC NETWORK 
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,@ Excessive payments for legal 
‘and professional services. 


le At this point, the report says: 

“In considering the above in- 
|stances of mismanagement, the 
trustee concludes that the promo- 
'tion of the company and its opera- 
tion, during 1956, appears to have 
|been primarily for the emolument 
lof the promoters, who received 
large salaries and inordinate ex- 
|pense accounts; the underwriters, 
|who received large fees and stock 
in trade for manipulations; and 
the attorneys and accountants in 
| putting their schemes together.” 

In recommending a bankruptcy 
judgment the trustee says that at- 
tempts have been made to sell or 
merge Seaboard with Lanolin Plus 
Inc., State Pharmacal Co. and oth- 
ers, but they have all been fruit- 
less, “mainly because the exploita- 
tion of Mericin had ceased and 
distribution had dwindled to the 
vanishing point; and for the further 
reason that the past conduct and 
activities of Seaboard’s officership 
had created an adverse climate for 
Seaboard in the drug trade. 

“No plan of reorganization is fea- 
sible or possible and/or meets the 
approval of creditors and other in- 
terested parties. Under these cir- 
| cumstances the trustee has no al- 
ternative but to recommend to the 
court that an order be made herein 
adjudging the debtor bankrupt and 
directing that bankruptcy proceed 
in this court.” 


|@ The Seaboard company is still 
faced with a $156,000 suit brought 
against it in December, 1956, by 
Carlos Franco, charging that Sea- 
board broke its contract with Fran- 
co to take on Grant as its agency 
(AA, Dec. 10, °56). 

Grant also was named in the 
Franco suit, but Grant settled with 
Franco for $3,500 last February, 
with the understanding and agree- 
ment that there was no admission 
|of liability by Grant. 

Mr. Patterson is believed to be 
jon the West Coast and could not 
|be reached for comment on the 
trustee’s report. Mr. Eynon said he 
had not yet seen the report. Mr. 
Nelson said he was going to look 
|at the report and then comment. + 


CAN YOU USE A 4-A 
ADVERTISING 

AGENCY IN 
COLUMBUS, 
OHIO ? 


| If geography is no bar to our serving 
you (and air travel has made this a 
small country), consider these facts 
about Byer & Bowman, a solid group of 
hard-working midwest people: 
@ 32 years with some firm name, owner- 
ship and active management. 
only AAAA agency in Central Ohio. 
staff of 50. 
topflight PR department. Member P.R.S.A. 
fully-staffed TV - Radio department; re- 
cording and projection facilities. 
strong in creation and production of 


collateral material, with eye to saving 
client money. 


expert marketing counsel. 


operate in 18,000 square feet of our 
own building. 


use own studio facilities to design and 
build sets for photographing and film- 
ing client products. 


We welcome the most searching inquiry 
into our reputation and competence. 


Byer & Bowman 
Advertising Agency 
64 $. 6th St. © Columbus, Ohio * CA 1-775) 
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Whenever and wherever you “eat out,” there’s more than that which 
fills your plate. It’s a composite of products, services and equipment 
that help “make the meal.” It is a diversity of items and needs, including: 
food, food service, maintenance, building planning and construction, 
interior design and decoration, housekeeping, management, merchan- 


dising, sanitation, personnel, safety, and on-and-on. 


This diversity of interest is just as applicable, too, in the restaurant 
around the corner; in the dining room in your favorite hotel or club; 
the food operation at your son’s college; in the industrial cafeteria 
where your neighbor eats his lunch; or wherever you'll find Americans 


eating their 125 million meals away-from-home, ANY DAY! 


And in the midst of this diversity of interests, the Institutions’ executive 
has discovered INSTITUTIONS Magazine. In it he has found more than 
‘just another publication.” It has become his business partner . . . a 
way of gaining pertinent, valuable information necessary to him as an 
alert, progressive Institutions’ executive. It encompasses in its broad 
editorial panorama, the entire scope of interests appealing to any such 
Institutions’ executive. It helps him control costs. It helps him operate in 
an efficient and economical manner. It’s all this, and more . . . the 
informing, educating, alerting done by INSTITUTIONS Magazine that 
lays the groundwork for future sales development in every product 
category, in all segments of the $40 billion Institutions Market. In 
essence, this is INSTITUTIONS Magazine! 


consult your advertising agency 
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MAGAZINE OF MASS FEEDING —- MASS HOUSING 


the idea stimulating / sales motivating 
magazine for institutions’ executives 


DEPT. A-21, 1801 PRAIRIE AVENUE + CHICAGO 16, ILLINOIS 


the market: 


Hotels 

Restaurants 

Hospitals 

Motels 

Clubs 

Industrial Cafeterias 
Sanitariums 

Schools 

Colleges 

Youth Service Organizations 
Military Installations 
Office Buildings 
Transportation Systems 
And Other Institutions 
Plus Their Consultants 
and Suppliers 


the magazine: 


| eer 


MACAZINE OF MASS FEEDING MASS HOUSITy 


THE CHALLENGE OF CHANGE 
The Growng W 
The Growing W 
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From Drag Strip to Drag Coefficients . . . 


Since ‘Hot Rod’ Zoomed in ‘48, 
Petersen's Built 7-Book Entry 


West Coast Publisher 
Stresses Autos but Now 
Straddles Broader Field 


Los ANGELEs, April 15—Peter- 
sen Publishing Co. and its affiliates 
represent a remarkable story of 
growth in a single decade. 

Petersen’s bellwether publica- 
tion, Hot Rod, was started 10 years 
ago, in January, 1948, with un- 
limited enthusiasm and $400, plus 
a limited credit with a printer. 

Last year’s gross volume from 
six consumer automotive maga- 
zines, Trend books division, and a 
six-months-old publication, Teen, 
totaled almost $7,000,000. 


s The beginnings of the Petersen 
publishing organization were for- 
eign to a publishing venture. In 
1946, Robert E. Petersen, now pub- 
lisher and president, was one of 
the many movie studio publicists 
out of a job as 
a result of wide- | 
spread manpower | 
cutbacks in the 
movie industry. 

With others in 
the same boat, he 
organized Holly- 
wood Publicity | 
Associates. One 
of the group’s 
first assignments | 
was publicizing 
the first hot rod 
show for the Southern California 
Timing Assn. This was in a period 
when Southern California was a 
hotbed of interest in all types of | 
racing. 

There were some eight tracks in 
operation, with a race going on 
somewhere in Southern California 
just about every night of the week. 
Jalopy, midget, sprint and hot rod 
racers were attracting capacity 
crowds. 


Robert E. Petersen 


# A racing enthusiast himself, Mr. 
Petersen foresaw the tremendous 
growth of public interest in auto- 
mobiles of all types. With this in 
mind he and a partner, Robert 
Lindsay, scraped up $400 and 
launched Hot Rod. 

There were some 20 advertisers 
in the first 24-page issue, with the | 
largest buying 8” of space; most) 
took an inch or two. These ads had | 
been sold with a mimeographed | 
dummy of the first projected issue | 
for which a circulation of 10090) 


NO TYPE USED 
: IN THIS AD! | 


No metal 
type was used 
in setting this ad, 
only FOTOTYPE 
for display and Justi- 
Type Paper for body 
copy. So easy, anyone 
can set good-looking 
ads, catalogs, house 
organs, presentations, 
etc., to be reproduced 
by offset, zincs or silk 
screen. Save up to 90% 
over ordinary methods, 
Over 300 styles and 
sizes shown in new 
64-page type book. 
Write today for 
free copy. 


was promised. Advertisers were 
hot rod shops and men making 
various hot rod accessories in small 
workshops, many operating from 
their homes. 

The page rate was $100, although 
not all ad revenue was in cash. 
For most advertisers in the first 
issue it was the first venture in 


publication advertising. They were 
familiar with the use of programs 
for races, and the two partners 
sold space with that kind of ap- 
proach. Both wrote copy, sold ads, 
took pictures, and assembled the 
entire issue. 


® Some of the initial 10,000 copies 
were sold on newsstands, but most 
were hawked at local tracks, where 
Messrs. Petersen and Lindsay 


er a year and a half, the second 
publication, Motor Trend, for stock 
car owners, was put in motion in 
1949. 

In December, 1950, when circula- 
tion of Hot Rod had reached 149,- 
402 and gross income was $570,000, 
Mr. Petersen bought out Robert 
Lindsay for $250,000. 

The next addition was in 1951, 
when Car Craft, aimed at persons 
interested in customizing stock 


would sell copies before the races|cars or assembling their own cars, 


began, take pictures of the races, 


sell advertising between races, then | 
| his 


get back outside and sell additional 
copies as the crowds started home. 
With Hot Rod zooming along aft- 


was launched. 

In 1954 Mr. Petersen bought out 
strongest competitor, Quinn 
Publications, and added its Motor 


Advertising Age, April 21, 1958 


still published under the Quinn 
banner as a division of Petersen 
Publishing. 

Custom Cars was added to the 
Petersen line in 1957, completing 
coverage of all varieties of auto- 
motive enthusiasts. 


# From the standpoint of Mr. Pe- 
tersen, the biggest job he has faced 
in attaining his present position 
has been that of interesting general 
advertisers in using his magazines 


|to reach their youthful male read- 
| ers. 


Until the past two years, the 


|bulk of his advertising was much 


Life and Rod & Custom. These are| the same type as that of the origi- 


Are your sales keeping pace 


Now is a good time to sell architects and en- 
gineers whose plans and specifications control 
92% of the strongest religious building mar- 
ket in history. And again in 1958 Architectural 
Record is your right magazine medium. 

For six straight years architects and engineers have planned 
an increased volume of religious building construction. 


In 1957 religious projects reached a record $700 mil- 
lions, over 6% of all nonresidential building. 


For 1958 F. W. Dodge Corporation has estimated further 
gains in church building—and long-term prospects are among 
the brightest in the building field. 


Reasons include population increase, population move- 
ment, and steep growth in church income—but most basic 
is the upsurge in U. S. church-mindedness. 


in 1940 there were 64 million church members consti- 
tuting 49% of the U. S. population. By 1956 church mem- 
bership had soared to 103 million, or 62% of the population! 


Current estimates point to 22 million more church mem- 
bers (and potential income contributors) over the next ten 
years—an increase that should spur the construction of 
over 70,000 new churches, synagogues and related facili- 
ties at a cost of no less than $7 billion by 1965, 


Why Architectural Record is your right maga- 
zine medium in the church building market. 
In the past five years Architectural Record has published 
75% more editorial pages on religious building design than 
any other architectural magazine. 
This reflects Architectural Record’s close editorial atten- 
tion both to building planning trends as revealed by Dodge 


Chapel of the Holy Cross, Se 


CORPORATION 


Architectural Record s=ff\] 


119 West 40th Street, New York 18, N. Y., OXford 5-3000 


dona, Arizona, A rchitects: 


Anshen & Allen. } 


) 
hotographer: Julius Shulman. 
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nal Hot Rod advertisers. In fact,|pared with the same months in| This chronology of Petersen|the name of Auto, established the|close to the principal age groups 


a good dozen of his original adver- | 1957. 
tisers are still in the book. Some 


of these are now national in dis- | ® The Trend books div 


|growth does not mean Bob Peter-| year previous, to Auto Sportsman, 
sen has not had his share of bad | went to full color illustrations and 


ision was |times. About the time he bought | up-graded editorial treatment ac- 


tribution and using pages. |set up in 1955, to publish one-shots | out Mr. Lindsay, the success of the | cordingly. 


However, he says, the grouping at the rate of about 24 a year. These | young company attracted the at-| He was successful in getting car- 


of Motor Trend (circulation 454,-| sell at 75¢ and 50¢, and cover aitention of other publishers, and|ryover advertising to make out, 
708), Motor Life (236,527) and | variety of topics, ranging through | competition got quite rough. It still | but “nobody would buy it.” Drop- 


Hot Rod (455,417) in the Petersen | sports, model railroading, guided 


Automotive Group, with a current | missiles, personalities, 


ABC circulation of 1,146,642, has| phy and fish raising. 


uation in 1951 by letting most of| A smaller unsuccessful venture 


enabled the publisher to turn the! Sales of these books totalled 517,-|his staff go and hiring the best| was Water World, established in 
corner. This circulation makes Pe- 000 in 1955; 1,220,000 in 1956, and | back on a free lance basis. March, 1956, for water enthusiasts. 


tersen undeniably dominant in its | 2,500,000 in 1957. 


| It was well received by its intended 


field. | The most recent of the Petersen|# Then, in 1953, he hit upon an|audience, but lack of advertiser 


As a result, PAG has rung up a| publications is Teen, started in 


the first four months of 1958, com- | guarantee is 200,000. 


39.7% increase in gross revenue in | June, 1957. Current circulation 


almost disastrous idea. Figuring | potential resulted in the dropping 
there was a market for a “class” |of Water World in October, 1957. 
magazine in the field, he changed| Now 32, Mr. Petersen is still 


with church building ? 


Reports and to the continually researched interest* of its 
readers in religious buildings. 


More than any other magazine in its field Architectural 

Record has focused on the expanding functions of the 
church as a community educational, recreational and social 
center—on new uses of mechanical and other types of 
equipment needed for this expanded activity . . . and, most 
important, on the bold experimentation of architects and 
engineers seeking better ways to express traditional values 

of worship in architectural terms meaningful for our day. 


As a result Architectural Record’s unequaled architect 
and engineer audience today includes those architects and 
engineers verifiably responsible for planning 88% of all 
architect-planned religious building. 


Ask now for full information on Architectural Record’s 
advertising values—in time to take advantage of the June 


| 


issue featuring an important Building Types study of 


RELIGIOUS BUILDING DESIGN. 

Five Exclusive Values for Building Product 

Advertisers in Architectural Record. 

1 Verifiable coverage of 88% of all architect-planned 
building, nonresidential and residential, small and large. 
Largest architect—and engineer—circulation. 


Lowest cost per page per 1,000 architects and engineers. 


4 Architect and engineer preference as revealed in 111 
out of 121] studies SPONSORED BY BUILDING PRODUCT 
MANUFACTURERS AND ADVERTISING AGENCIES. 


5 Advertising leadership—by a margin of 72% more ad- 
vertising pages than the second magazine in the field 
(3 months, 1958). 


*In recent years Architectural Record’s Continuing Readership Research has shown that religious buildings rank close to schools and houses in the interest of its readers 


lreading his magazines and has 
jmany of their youthful enthusi- 
| asms. 

| He is, as they say, a car buff. 
|More than a few standard car in- 
|novations of recent years were in- 
fluenced by his publications and 


is, with some 20 magazines vying | ping $100,000 in three months, Auto|readers, he asserts. Principal 
photogra- | for readers. Petersen met this sit- | Sportsman was discontinued. 


lamong these are dual exhaust 
| Pipes, fuel injection and low tops, 
which, he says, spring from hot 
rod developments. 

For those who feel science may 
be lagging in the U.S., Bob Peter- 
sen has this word: “Today, 13- and 
14-year-olds understand things in- 
comprehensible to their elders, and 
even to hot rodders of 10 years ago. 
Sometimes I get lost when I hear 
|these youngsters consulting their 
slide rules and gravely discussing 
|such subjects as ‘drag co-effi- 


9” & 


cients’. 


Pit & Quarry Adds Getz 

Pit & Quarry Publications, Chi- 
cago, has named William H. L. Getz 
to its New York sales staff. 


WHEELING 
37m TV 
~ MARKET 


"Television Magozine 8/1/57 


] 
| 


One Station Sells Big 
Booming Ohio Valley 


#3 OF A SERIES 
MINING 


“T'm outside 

foreman here; 

this job keeps the 
misssus, our child and 
me livin’ well in 

our Wheeling home. 
Watch TV? Sure do, 
our own station, 


WTRFE-TV!” 


Wheeling Division 


THE VALLEY CAMP COAL COMPANY 


No. 3 Mine—Triadelphic, W. Va. 


Mining rich coal resources, 
Valley Camp operates three 
area mines, employs around 
600 men, pays approximately 
four million dollars annually. 
Mined raw coal is washed, 
screened and thermally dried 
before it is shipped by rail, 
truck and water to America’s 
industrial and commercial 
coal consumers. Valley 
Camp—with expansion 
underway, another impressive 
picture of this super market 
where 2 million people spend 
2% billion dollars annually, 
where 425,196 TV homes 
react to the influence of 
WTRF-TV. 

For complete merchandising service and 

availabilities, call Bob Ferguson, VP 

and General Mgr., at CEdar 2-777. 


National Rep., George P. Hollingbery Company 


- 


en... comeiaiaaiie ee se > ee ee eee Atel eee Sy eo st. 5 ce ae A eS ye elt a eye Acad cam 
ee ary *) DN eee ee ae: OT Seat | ie en ete ae : f porte yt ae he 
Fase eS erie [ous “3 =f ne ee SS MAES saree By ks it ‘ = i ; “s e 
a pl alain cea ee, ae eer ieee: yee ‘ ; oe = —— fee Teme eae Pe) ee ie a ner erg ee ee os ee 
Oe go Ei cele gine. eee Pe "See ; 7 AR Pee, SRM ge Ly ces rg MTN CS te aright ey ene oe 
Sea eee ne: ee ‘pra eee) ec Ri +B ae ee ee a ere Oe ee a ea Ce eee ae a eee Gai ee en Pires cle iat ee eee a Ba 
— eyes Se TRA , : J ee Ke 
Sirk 
se 
ee 39 ~ 
a. 
Tet 
ee i 
ae 
2 
; 
aay 
eee a 
a ee 3 
aif 
ee tans 
+a 
Cee — = Ng 
— —_ = EE —— = = i. “es 
ee 
ee 
wee 
| 
hie ig 
| es 
bi 9 
| rr * 
| a: 
' “ 
pe | Po . 
| F a 
Po | a a 
| @ 
: Age 
| on weak 
| “Si i : SC 
= A ‘e is 
= he toe’ FF Ss "er e > or _— “i nl | . > is 
a ta xg < ‘ \ at em. 
; . , ; . § * + , ay 
' . anne ) pilates a : ’ < Pad Aces 
ee ae ue . ; . mle =, le ~ OD mn SE =o. <2 aa a rr 2 ng * r 
wa Prt or ag ; ae ace qr a coreuee eo are ¥ Ss Gos ie i y ‘e , a ta ‘3 
oe ene pr ects Die ae eS : ae Ff rea sae ms Te Ee CT Ne : ‘a 
a mR ae poh eer ee seus ~~ _ whi a 
4 a OS SN RN Eslinger al an aie etc err are gi ea: eh Ha ee a a ’ Cae arenes 4 1d 
i . AGORA Te: eels Tee ae :* Se i ea : a a ’ Fete Mage “ thai ts ean 
Fae St A eee are). ee ee ieee BP aed cy EG ai a ile Mae re ‘ oy wen ye Doasass a eS) ae 
"ee ee ele i : . eae: Sa ee ) fa. See u ine ee — 128 Se ARSE s > ere 
mae “e Ree ane Se ON A ig a ete Pt Me etal rE = ee eer gue # ; : : 
¥ ie eet teat ih Ee a oa ee < on Bae ee a ” 
‘ eee eae ; SS Stee | r 
7 ; ole oy “ - 
. 3 7 Tt . : : yi — 
; ; ‘ eon 2 ee yee | g 
an ‘, : a “Fe baci i ital Li - > 
i tg ila a 08S Se a in ie te eee oc ~, a 
ee eee ee ae ees pee 
e ae. Pea Ook ar eee hee et ; ieee >) ne Pipettes ko 6 et aie nee & } ee 
ee a is 5 rs EO Reus cae 5 oe Pine oma poe Mia ee ee ee : 
a ae Pe ee A ee . Se SMe tie 4 Ce —“C;isSCSCSCis 
' ee ee 2 SSRI aks Shi 2a IS | 1 
a ee. he Pete eis. 1 ; " Nee cue gee st RR a a i 
. a Ss Cee Ln a ity See ee ea eee ee a et, oe : 
4 fs es << ee oS eee ee. so ae rc nt tlie Sin 3 
So Se eee een ee pat g & — ; 
ie Bedi gases erode sie 2 aaeg! ae ; : : oe ~ 
q SIR ee eae os hehe eh ae - —.. = 
“| — ane gett earn é at See ieee ae Le ot ; 
i ema . CIENT: — . oe a a 
te a CT + eae ae —_ f : ioe uz. ie 
“ Serres tis. eo so oe : i pete eae ~ i 
Na 2 ae : o : tte od ¢ See 4 
os... Toko ‘ ’ 4 si ore ae 2 
/ oe eae * Fs 7548 i 3 Pant on. ites 
cai ry oe. ee Pe. 
aa 4. Sten. are ' 4 4 
| me ys mad . ; 
; sontition.| 4 : 
: - @ 7 “2 
4 ~ # 4 ‘ f bs ” 
; . < ay — ita. a. 
2. 3 4 . : “a 
y ‘ + , u . 
, ‘“ y a presen -— } : 2 io . 
- ? ‘ —s . s 3 te ‘e 
be ; ee : J F oN : +4 
: = Pit » + : ws ai — dl ‘ _ +r, 
) d ary P ie ea i Be : ~ 
x wit Ee We od - . 
es g Ree ee ee eee 5 4 Ria . . 
| 5a 4 aS 1G 30 é an ee ee < i = 
Ba a ee roe 5 Fee ee jue ee ee ae af 
ee oe ket ee ae ee cae ey | Be gaat ieee 4 
Be et gS oe Be etsy ait os aes ho ae ‘* 
ee a eos : ea Rar: 
er eS ee | a. Mee” se” . 
be x? igs le le 5 as a ay wae ot aes . - 
po! ya eae ok ot oo ig eae a AS . : pe a wt. 
: A ee ae “al ona ee =: a 1 Ba Zerit —: 
| ere oe oi ot wa |) = ia ee : ‘J 
ae Rt lca, ‘ Pi 4 —~ * Sa : Se ie ae 
a us Ee a - eee > ee 1 ae ea ; 
Ee Pe : ae Pe ds fete a \_ iy Ce Cae a lactose 0 ’ 
= ies wae ; SO aa as ie — ‘ en 5" . Gielen These aa 
> Sis = acl re a ‘ ae ag ly ¢. Sumer: a. 4 eee be ie, ie : ee 
| Dee vn Pe, a oa! Ya a yy ee we. Coat eee oh , =  - jet EE i en a —_ j ee ee ' rm mS 
oe Fisauit sees an me fees 7 ile pte ; ; fag » Seer ee a : Pee Sse b tee FN ae eas ad —_ | 
: pr ee Se tS ee ee |g; s 5 ee es | RN ge ara Rama At” ae 
a ee ae = _— earl a ge ‘ se ae oe a >. an : 
a ° f ; bed net Ae as > - Tce a mae hse Pea se id | o ; 
Le oe 72 Soe ree oe & 2 hn es Oe at rw: AO i sae 
" “RS an rn ge se eck ay eee wf x f Seo i ae - 
% : ae egy a wahiae le “ir ee "5 Pan A | ; 
= Se * Te ge maar aS ; Mie a t r "’ ; 
Bi # ; . i 2. = ae , : ; Gy: te oe gee ee - 
- a r " ~ Bote pm : F : , ~ | Whee a ae ey a 
B) er = ee i 7: aes a + | mg /¢, Ls fey re _ 
s ‘ e i q ‘ é ( - . ; A } 3 
: " ete . : “ / : weet = : faa eee ya 
§ . os Se P Disease 316,000 watts N B init ts 7 
7 *- . $5 
| os 
4 
pete eS" and peg] ae aoe Tk cs Peipets ER Bug aes : paee i Lie i : « ~ Bs a ‘ . 
Sa oe . . oe ; : ’ : : 3 ; Z 


|SAG Wins Judgment 
|Upholding Rerun Payments 

| The Screen Actors Guild has 
|won a judgment in Los Angeles 
superior court upholding the valid- 
ity of the guild’s collective bar- 


residual payments on reruns of 
| television films. The judgment, in 
| the amount of $4,510.61 plus costs, 
, was handed down by Judge Kurtz 
|Kauffman against Telemount Pic- 


|ductions Inc. and Telemount-Mu- 
tual. 

The guild has sued for the mon- 
: ey as re-run fees due 11 actors. 
growth. And the leading mag- The defense had contended the 
azine in this fast-growing You get BIGGER, more REWARDING results in | guild contract violated both fed- 
market is the all new Improve- ,eral and state anti-trust laws, that 
ment Era. the All New IMPROVEMENT ERA Magazine | actors’ re-run fees should not be 


The Mountain West is a leader 
in population gain, higher 
education, and community 


|gaining agreement providing for | 


| tures Inc., Mutual Television Pro- | 
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8% of TV Homes 
‘Have Two or More 
Sets, Census Finds 


New York, April 15—Five out of 
|six U.S. households—or nearly 42,- 
000,000—had one or more tv sets 
as of January, 1958, the Advertis- 
ing Research Foundation has re- 
ported. 

This ARF report is the fifth in 
a continuing series started in June, 
1955. The data for the report, en- 
titled “National Survey of Televi- 
|sion Sets in U.S. Households—Jan- 
juary 1958,” were obtained from the 
current population survey conduct- 
led by the Bureau of the Census. 
|Some 35,000 interviews were made 


considered as wages, and that in | in 330 interviewing areas. 

any event, the guild in filing this) One out of 12 tv households is 

suit was acting as a collection|now a multi-set television home. 

agency without being licensed as |The number of multiple-set house- 

| one. Judge Kauffman overruled |holds climbed to 3,400,000—treble 

Advertising offices are located in: San Francisco, Los Angeles, Chicago, | the defense of Telemount on all| the figure for June, 1955. The aver- 
New York and Minneapolis, Salt Lake City, Utah. Verl F. Scott, | points. The film series involved|age number of sets per household 


It influences best the Mountain West 


Advertising Director, 50 N. Main St., Salt Lake City, Utah was “Cowboy G-Men.” 


is 


theres 
ore 


to Salt Lake 
than 


Bice 8 


When you advertise in Salt Lake’s two metropolitan 
newspapers, you get more than just Salt Lake City 
circulation—you actually open the door to a million more 
prosperous prospects who live in the great Salt Lake 

il Intermountain market. 1/3 million persons make it an 
| exceptional market that is an exception to buying 
just the “‘first 20 markets”. 


DESERET NEWS sno 


Balt Lake Telegram (eveninc) 


The Salt Lake Tribune 


(MORNING & SUNDAY) 


Represented Nationally by MOLC SCHMITT, Metro Comics Network. 


was put at 1.09. 

Most of the growth in extra-set 
j}homes was in the metropolitan 
areas, where 11% of the tv house- 
|holds have two or more sets, com- 
pared with 4% of the tv homes 
|outside metropolitan areas. 8.2% of 
\the total number of tv homes now 
boast at least two sets. 


\s The January count found 87% 
jof the urban households and 68% 
of the rural-farm households with 
jat least one television receiver. 
| Comparable figures for set owner- 
ship penetration as of April, 1957, 
were 84% for urban and 63% for 
rural-farm. 

The ARF reported that tv house- 
holds have increased nearly 10,- 
000,000 since June, 1955, and almost 
37,000,000 since March, 1950. There 
were 45,600,000 sets in U.S. homes 
in January, 1958, compared with 
33,300,000 two and one-half years 
earlier. 

This survey was underwritten by 
| ABC-TV, CBS-TV, National Assn. 
of Broadcasters, NBC-TV and Tel- 
evision Bureau of Advertising. = 


Adclub Publishes Book 

The Advertising Agency Pro- 
|duction Club of New York has 
|published a silver leaf and blue 
|embossed hard covered book com- 
memorating its 25th anniversary. 
The book, called “Production 25,” 
\includes the history of the club. 
Distribution is limited primarily 
to members and agency heads; 
additional copies are available to 
others at $7.50 a copy. 


McCarty Adds Columbia Mfg. 

Columbia Electric & Mfg. Co., 
Spokane, has appointed McCarty 
Co. of Washington, Seattle, to han- 
dle its advertising and sales pro- 
motion. Columbia makes commer- 
cial lighting fixtures and recently 
established an assembly plant at 
Dallas. Media plans include direct 
mail plus business papers in ar- 
|chitectural, engineering, and con- 
tractor fields. 


Hawkins Joins Lennen & Newell 

Ed Hawkins has joined Lennen 
& Newell Advertising, Beverly 
Hills, Cal., as an account execu- 
tive. For the past four years he 
has been merchandising manager 
of KTTV, Los Angeles. 


THE BRIGHT 
NEW APPROACH 
TO CONSUMER 
ADVERTISING BY 


WHIRLPOOL & PILLSBURY 


IN THE MAY ISSUE 


OF HOUSEHOLD 
MAGAZINE 
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You’re always on safe ground when you choose the leader. 
In the sportsmen’s field that choice is Sports Afield. The 
ABC Publisher’s Statement for the last six months of 1957 
shows Sports Afield delivered the biggest circulation— 
997,039—over 60,000 more than the next closest publica- 
tion. Sports Afield also has the biggest guaranteed circu- 


SPORTS AFIELD... .. .997,039 
Outdoor Life ......... .935,049 
Field & Streaam......... 921,341 


From the ABC Publishers’ Statements for the last six months of 1957 


LEADERSHIP 


lation—950,000—at the lowest rate per page per thousand. 
Not only quantity, but quality is yours, too. For Sports 
Afield delivers the spending-est market you can find —‘“‘dual- 
life” men who buy up-to-the-hilt for their favorite sport and 
for everyday living as well. Remember—your campaign 
deserves leadership—Sports Afield. 


SPORTS AFIELD 


where you reach men best for everything they need 
A Hearst Key Magazine - 959 Eighth Avenue - New York 19, N. Y. 
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BILLION BUYING 


on the market with a 


Peoria, Illinois is the cen- 
ter of a 13-county market 
of over half a million 


consumers with more than $1,128,500,000 

in spendable income. The newspaper in this 
market is the Peoria Journal Star with 
100,000-plus circulation. Journal-Star circu- 


lation-to-homes ratio is 94.2% in Metropolitan 


Peoria — Illinois’ biggest and richest, 


except for Chicago. 


affiliated with WTVH 


P e Oo rl a J Oo u r n al S t a r Ward-Griffith Co., National — 


'NTA Names Kaye, Nelson 


to Posts at WNTA Stations 


National Telefilm Associates, 
New York, new owner of New- 


jark stations WATV, WAAT and| 
| WAAT-FM, has changed their call | 


letters to WNTA-TV, WNTA and 
WNTA-F\M, and has appointed the 
/men who will direct the operation 
of the stations. 

Gerald O. Kaye, former appli- 
|ance distributor and program pro- 
ducer, has been named general 
manager of the tv station. The 


| general manager’s post for radio 


| will be filled by Raymond E. Nel- 
|son, currently vp and_ general | 
/manager of NTA Film Network, 
'who also will be named president | 
of Bremer Broadcasting Corp. 


Newton Joins Bicycle Institute 
| John W. Newton Jr., formerly 


|information of the Bicycle Insti- 
‘tute of America, New York. 


as 


The 
SAN BERNARDINO SUN-TELEGRAM 


is pleased to announce 


the appointment of 


May 1, 1958 


CRESMER & WOODWARD, rnc. 


National Advertising Representatives 


| of Borden Co., has been named di- | 
rector of the new department of 


| OANA HILL has been named to the 
|new position of marketing director 
|of the frozen cooked foods division 
of Stouffer Corp., Cleveland. Mr. 
Hill was formerly manager of mar- 
|ket development of Continental 
Can Co. 


“Relax Multi-Owner 
TV Ban,’ Meredith, 
‘Storer Urge FCC 


| WASHINGTON, April 15—Staff 
| proposals for tighter control over 
|tv networks by the Federal Com- 
/munications Commission came in 
for additional battering last week 
|as two important chain operators 
|hacked away at the recommenda- 
|tions that no owner have more 
|than one station. 

| Lee B. Wailes, exec vp of Stor- 
er Broadcasting Corp., said that 
| adoption of major recommenda- 
| tions submitted to the commission 
|by a study group under the direc- 
| tion of Dean Roscoe Barrow, dean 
lof the law school of the University 
|of Cincinnati, would be “a long 
step down the road toward govern- 
/ment radio.” 

| Instead of reducing the number 
|of stations controlled by a chain 
/operator, he said, the commission 
ought to encourage group owner- 
| ship to help promote a fourth net- 
work service. 


|@ Mr. Wailes and Payson Hall, 
director of radio and television 
for Meredith Publishing Co., both 
argued that multiple owners can 
provide experience and resources 
which often are not available to 
a local station ownership group. 
Mr. Hall told the commission that 
bigness per se is not detrimental 
to the public interest and that the 
American people wiil not be served 
better by a fragmented industry. 
Storer said that development of 
a fourth network service would be 
important to independent stations 
in the near future when the back- 
|log of feature films is exhausted. 
It contended that the nucleus of a 
fourth program service could be 
established in a rectangle, with 
Boston and Washington as _ the 
eastern corners and Milwaukee and 
St. Louis as the western corners. + 


Newspaper Guide Published 

Accredited Home Newspapers of 
America, 1706 Rhode Island Ave., 
NW, Washington, has published 
the “1958 Accredited Home News- 
papers Rate & Data Guide.” The 
36-page guide contains “complete 
details” on 172 weekly and semi- 
weekly newspapers in 21 states. 
Copies are free. 
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Jersey Spud Push Planned |agency now handling state promo-|tatoes, established last year by|an account executive at WBBM, 


i hicago, has joined the Chicago 
A New Jersey state program to tion of New Jersey State Seal of |state law. Cc i » 
promote white potatoes will be | Quality eggs and poultry. The po- office of McGavren-Quinn poe ra- 
handled by Williams & London tato program is being financed by | Tilden Joins McGavren-Quinn (dio and tv station representative, 
Advertising, Newark, the same|a levy of 5¢ per 100 Ibs. of seed po-| L. Edward Tilden Jr., formerly /|as a sales representative. 


~~ SAN DIEGO: BILLION-DOLLAR MARKET 


1957 food store sales totaled more than $270,000,000 in San Diego County . . . 
the most rapidly expanding market on the Pacific Coast. 


And San Diego’s live-wire growth and prosperity are based upon a diversified economy 
which has flourished since California began. 


Sell San Diego — at lowest cost per sale— through The San Diego Union and 
Evening Tribune. 84.4% readership — unduplicated. 


The San Diego Union - LVENING TRIBUNE 


iy 
whl 


“The Ring | of Truth” 


COPLEY NEWSPAPERS 


15 “Hometown” Newspapers covering San Diego, California — Northern INinois — Springfield, Illinois — and Greater 
Los Angeles . . . served by the COPLEY Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., 


INC. 
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Let's all pound harder in '58! 


INSPIRATIONAL—D illenback- 
Galavan, Los Angeles representa- 
tive, believes that the winners are 
those who have faith, keep smil- 
ing and get back to working and 
passes along its philosophy via this 
mailing piece. 


Point of Sale Must 
Be Better to Fight 
Competition: Leigh 


Cuicaco, April 15—The fast 
growing volume of point of pur- 
chase display material, coupled 
with the much slower expansion of 
places to put the displays, has re- 
sulted in the need for greater ef- 
fort to get display material used. 
This report, from Joe Leigh, 
board chairman of Einson-Free- 
man Co., Long Island City, was 
given here last week to members 
of the Chicago Federated Adver- 
tising Club. 

Today, he said, a display pro- 
gram must have a built-in answer 
for the question asked by the 
salesman who distributes it and 
the store managers who use it: 
“What’s in it for me?” 

“The victory is won in the plan- 
ning stage,” Mr. Leigh said as he 
showed some of his company’s most 
successful displays. Included were 
displays in which the product ties 
in with top quality merchandise, to 
help the store owner sell more ex- 
pensive products, and displays 
which contain items which the 
store owner can keep. # 


BFA Sets International 
Exchange of Radio Programs 

The Broadcasting Foundation of 
America, a non-profit educational 
organization, has been awarded a 
$200,000 grant from the Ford 
Foundation to launch a worldwide 
exchange of radio programs. Under 
the program, 77 U. S. stations will 
exchange programs with stations 
in 30 other countries. “This ex- 
change of the creative productions 
of many cultures will be a kind of 
international conversation, free of 
politics and propaganda,” stated 
Robert Redfield, board chairman of 
BFA. 

According to BFA, there are 
130,498,400 radio sets in use out- 
side of the U. S. and Canada. There 
are currently 150,000,000 sets in 
use in this country. 


Viegas Gets Added Post 

Steve Viegas, vp of S. Gunnar 
Myrbeck & Co., Quincy, Mass., will 
take charge of the agency’s ex- 
panded Washington operation, 
while retaining his other du- 
ties, including account supervisor. 
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THE BRIGHT 
NEW APPROACH 
TO CONSUMER 
ADVERTISING BY 
WHIRLPOOL & PILLSBURY 
IN THE MAY ISSUE 


OF HOUSEHOLD 
MAGAZINE 
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ABP AWARDS—Awards, made annually by Associated Busi- Angeles). Bag-Camp Paper Corp., New York (Smith, Hagel & 
ness Publications for the most effective industrial adver- 2. Advertising of construction materials—Gering Prod- Knudsen, New York). 
tising campaigns, were presented April 16 to 24 industrial ucts, Ger-Pak polyethylene film division, Kenilworth, 5. Advertising of component parts & materials—Gener- 
advertisers and their agencies. Shown here are the first N. J. (Riedl & Freede, Clifton, N. J.). al Electric Co., apparatus sales division, Schenectady, 
award winners in the six divisions: 3. Advertising of maintenance & service equipment— WN. Y. (G. M. Basford Co., New York). 
Minnesota Mining & Mfg. Co., reflective products divi- 6. Advertising of operating machinery & equipment— 

1. Advertising of services and public relations advertis- sion, St. Paul (Erwin Wasey, Ruthrauff & Ryan, Chicago). Roura Iron Works, Detroit (Marsteller, Rickard, Geb- 

ing—Fluor Corp., Los Angeles (Hixson & Jorgensen, Los 4. Advertising of primary & process materials—Union hardt & Reed, Chicago). 


| (Marsteller, Rickard, Gebhardt &|W. Ayer & Son, Philadelphia) ; | GF Starts Four-Media lines, plus $5,000 for expenses. 

ABP onors |Reed, Chicago). Awards of merit: |Reynolds Metals Co., Louisville Campaign for Kool-Aid Contestants must name the Pepso- 

General Electric Co., industrial! (Clinton E. Frank Inc., Chicago) ; | General Foods Corp White dent girl, enclosing end flaps or 

~ ® equipment and components pro-|Tinnerman Products, Cleveland | pains N. Y.. will — outdoor. | abel from Pepsodent toothpaste or 

oe Advertisers for grams, Schenectady (G. M. Basford | (Meldrum & Fewsmith). magazines ond network and spot toothbrush packages. Four-color 

Co., New York); Taylor Instrument | 6.—Advertising of services and radio and tv in the spring cam- advertising will run in comics 

: ‘ . Cos., Rochester, N.Y. (Batten, Bar- | public relations advertising. First paign for Kool-Aid. The drive | Pages. The first of the four weekly 

z Eff t D ton, Durstine & Osborn, Buffalo) ; | award: Fluor Corp., Los Angeles starts in late April, through Foote, contests closes May 10. Foote, Cone 

‘ ec Ive rives LeTourneau- Westinghouse Co., Pe-| (Hixson & Jorgensen). Awards of |, , ‘ : , , id 

eu pan , : : : one & Belding. & Belding, New York, is the agen 
joria, Ill. (Andrews Agency, Mil-|merit: Marble Institute of America, | Outdoor posters are scheduled in | cy 

(Continued from Page 2) | waukee). |Mount Vernon, N.Y. (Moore & Co., 600 markets. The soft drink will : 

Co.); Corning Glass Works, tech- | 4.—Advertising of primary and Stamford, Conn.); International be plugged on “Mickey Mouse 

nical products division, Corning, process materials. First award:|Salt Co., Scranton, Pa. (Batten, BBDO Names Four 


N.Y. (Rumrill Co., Rochester, Union Bag-Camp Paper Corp., New | Barton, Durstine & Osborn); Na- | varoo” yap Pre nak. oor T. Neal Wilder, vp and account 
N.Y.). ‘York (Smith, Hagel & Knudsen) ./“ue Corp., Nashua, N.H. (Noyes & | -,), 1,» (ABC Radio). Spot radio | SUPervisor at Ted Bates & Co. since 
| 


ey agg yy OT 2 alee se ig rd many, ae 
emours 0., plastics sales di- : s ’ ’ 

award: Minnesota Mining & Mfg.| vision, polychemicals department, Toastmaster Sets New Push sees ot Pee ne ae account group head for Schenley 
Co., reflective products division,| Wilmington (Batten, Barton, Dur- | The Toastmaster division of Mc- Family Circle, Parents’ Magazine Industries. Frederick J. Edwards, 
St. Paul (Erwin Wasey, Ruthrauff stine & Osborn, New York); Alu- Graw-Edison Co., Elgin, Il., will|..4q western Family advertising and sales promotion 
& Ryan, Chicago). Awards of mer- | minum Co. of America, Pittsburgh | push its line of commercial cook- : manager for industrial chemicals 
it; Clairol Inc., New York (Foote, (Fuller & Smith & Ross); U.S. Steel | ing equipment with 46 page in- at American Cyanamid Co. since 
Cone & Belding, New York); Day- Corp., Pittsburgh (Batten, Barton,|sertions in 15 restaurant, food Lever Slates 4-Week Contest | i956 has joined BBDO as account 


; Brite Lighting Inc., St. Louis|Durstine & Osborn). ‘and institutional publications. An| to Name Pepsodent Girl executive for Du Pont plastics. 
sf (Gardner Advertising Co.); Glid-| 5—Advertising of component eight-page booklet entitled, “It’s|) The Pepsodent division of Lever|BBDO also has named David A. 
fe den Co., Cleveland (Meldrum &| parts and materials. First award:| No Secret,” will be mailed to sales| Bros. Co., New York, launches a|Clark, previously with J. M. 
iG Fewsmith). General Electric Co., apparatus representatives, distributors and/|100 prize four-week contest next| Mathes Inc., an account executive 


7 3.—Advertising of wperating ma- sales division, Schenectady (G. M. | electric utility sales executives. Er- | month, with top prizes consisting| and Harold Davis, formerly with 
chinery and equipimert. First| Basford Co.). Awards of merit:|win Wasey, Ruthrauff & Ryan,|of four family trips to anywhere | Compton Advertising, a time buy- 
a award: Roura Iron Works, Detroit Caterpillar Tractor Co., Peoria (N.! Chicago, is the agency. in the world via Trans-World Air-| er. 
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Advertising’s 


most 
DEPENDABLE 
f market 


Food for the family always comes first. And when families grow bigger, as they have 
since the mid-forties, their food bills rise sharply. That's why food and grocery adver- 
tising is currently soaring to a new high. . . over $1% billion annually . . . while other 
major industries slash their budgets. Here is a rewarding, stable market worth con- 
centrating on! Sell it with strength in the one great publication that delivers mile-deep 
executive penetration in 95% of the industry's advertising firms. Sell it with results 
in Food Field Reporter. 


The marketing newspaper for food and grocery manufacturers 
FOOD FIELD REPORTER - 708 Third Avenue, New York, N. Y. 


Advertising Age, April 21, 1958 


Publicis Uses Editorial-Style Pages for 


Paris, April 15—Publicis—lead- 
‘ing French agency—has embarked 
on a pioneering program to sell 
'French industry on institutional 
| advertising. 
| Arguing that French business 
men have been secretive long 
| enough, the agency has developed 
ja new style of advertising—“half 
|way between traditional advertis- 
|ing and genuine news”’—as a me- 
|dium for corporate and industry- 
wide messages to the public. 
| The program goes under the 
name, “Information Industrielle,” 
and features page ads tailored to 
‘the editorial styles of the publica- 
| tions in which they appear. Each 
|ad carries an “Information Indus- 
| trielle” seal identifying the page as 
jadvertising matter prepared by 
| Publicis, 

Publicis first tried out this idea 
|in a public relations campaign for 
|Shell Oil. It was used again last 
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Now «©: According: Tx Maw 
NOW 532, 
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otherwise this message will be 1206 (4-55) 


=== ' WESTERN UNION 


Check the class of service dewred. 


cuhorwise the menage will be 
sent at the full rate 
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MEMPHIS, TENNESSEE 1958 APR 1-12 AM 


TO ALL SALES AND ADVERTISING EXECUTIVES 


NOW AUDIT BUREAU OF C 
*500,000" AND UP GROUP. N 


THE NEWLY EXTEND 
MORE SALES! 


AND REMEMBER... ; 
COUNTIES AND A 24-BILLION-DOLLAR-MARKE : 


IRCULATIONS PUTS MEMPHIS CITY ZONE IN 
EW CITY ZONE POPULATION IS 532,61% 


ED CITY ZONE TERRITORY MEANS MORE PEOPLE-~- 


THESE TWO GREAT MEMPHIS NEWSPAPERS COVER 76 


WEMPHIS PUBLISHING COMPANY 


-® ACity Zone of OVER HALF-MILLION.. 


Plus Dominating Coverage of a 


2'2-Billion-_ 


Dollar Market in 76 Surrounding Counties ! 


OMMERCIAL 


MISSISSIPPI 


Institutional Messages to French Public 


|February for the French aviation 
industry. 


® Pointing out that French indus- 
try has reached the stage “where 
it must increasingly call on the 
savings and investments of the ma- 
|jority, rather than on banking 
|groups and individuals,” Publicis 
|Says it is important that old meth- 
ods be discarded. 

Marcel Bleustein-Blanchet, chair- 
man of Publicis, said: “If the 
French public is ignorant of cer- 
tain problems, it is because no one 
has taken the trouble to inform the 
public concerning them. 

“The gravity of this situation lies 
in the fact that for many years this 
negligence has been the result of a 
systematic policy. This can be ex- 
plained, first of all, by the pro- 
nounced taste of French executives 
for secrecy—due in part to heavy 
taxation. A longtime French tra- 
dition, this secrecy is difficult to 
relinquish even when we desire to 
do so. 
| “The mystery which envelops 
|much of French business is one of 
|the great surprises which face 
| American business men when they 
|deal with us.” # 


Doner Gets 2 Accounts 

W. B. Doner & Co., Philadelphia, 
has been named to handle adver- 
tising for Universal Canning Co.’s 
Tippie dog food and Wiz Products 
he maker of Cardinal frozen 
french toast. Previous agency for 
Tippie was Robinson, Adleman & 
Montgomery; Advertising Associ- 
|ates Inc. handled Wiz products. 


| United Fruit Lauds Latins 
United Fruit Co. sponsored a 
| special half-hour broadcast to Lat- 
|in America April 14 as part of ob- 
| servance of Pan American Day. 
The Spanish-language program 
was carried over WRUL, short- 
|wave station beaming daily pro- 
| grams to Latin America. 


Westinghouse Names Groody 

Westinghouse Electric Corp., 
Pittsburgh, has appointed Groody 
Advertising Co., New York, to han- 
dle its atomic power department 
|technical recruitment advertising. 
Groody also handles Westing- 
house’s Bettis atomic power divi- 
sion. 


GE Promotes Owen 

Joseph R. Owen, formerly sales 
promotion manager of General 
Electric Co.’s television receiver 
department, Syracuse, has been 
named advertising manager of the 
company’s’ specialty electronic 
components department, Auburn, 
N. Y. 


Holeprootf Names Agency 

Holeproof Corp., a division of 
Julius Kayser & Co., Marietta, Ga., 
has named Harris & Weinstein As- 
sociates, Atlanta, to handle its ad- 
vertising starting with the fall sea- 
son. 


Katz Agency Moves Office 

Katz Agency, national advertis- 
ing representative, has moved to 
new offices at 666 Fifth Ave., New 
York. 


| ( SEE vi 


THE BRIGHT 
NEW APPROACH 
TO CONSUMER 
ADVERTISING BY 


WHIRLPOOL & PILLSBURY 


IN THE MAY ISSUE 
OF HOUSEHOLD 
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Publication presses spinning at a dizzy pace are pleading for 

deep originals—deeper and cleaner than ever before. Every set of 

color engravings produced in our plant is depth tested and rigidly 
inspected for correct dot structure under our special 175X Microscope. 
Another reason why H & M reproductions 


Sell at the Point of Impression. 


Hutchings & Melwilie, Inc. 


CUSTOM PHOTOENGRAVING 


4043 N. Ravenswood Avenue, Chicago 13 + telephone: EAstgate 7-9220 


Swindle Sheet Life 
Beats Being Rich, 
Says Morgan Book 


New York, April 15—The Sven- 
gali of the swindle sheet, that’s the 
marketing man—as fulsomely por- 


trayed in the new novel, “Expense | 


Account”” (Random House, $3.75). 

Written by Joe Morgan, night 
news manager of the United Press, 
|the book is a hopped-up study of 
the “new American aristocracy 


pense account.” As one of the 
characters explains: “The Vander- 
bilts and the Astors don’t set the 
pace any more... 
la millionaire, but even a million- 
aire can’t eat at Barney’s every 
day and pay his taxes too.” 

In particular, the book is about 


A remarkably accurate marketing tool— 


A day-by-day close-up of what and how American 


families are actually buying 


Now—more than ever—a necessary addition to your 


own sales figures and other marketing data 


The new J. Walter Thompson Company 
Consumer Panel is based on an interim U.S. 
Census study made in March, 1957, to keep 
abreast of population trends. 


A tabulation of this material was made espe- 
cially for the J. Walter Thompson Consumer 
Panel. This tabulation enabled us to select the 
number and types of families in each of the fol- 
lowing classifications to assure a true sample of 
the total U.S. family population: 


Region Market Size Family Size Age 


Education Income Race 


\ctually, there are 494 unique combinations of 
these seven family characteristics. This cellular 
design provides the most precise and usable cross- 
section of American families. 


Finding the right kind of families to fill each 
cell of the Panel—and maintaining a delicate bal- 
ance between these seven important family char- 
acteristics — was made possible through 18 years 
of J. Walter Thompson experience in the crea- 
tion and development of the Consumer Panel. 


‘lo guarantee a constant mininrum of 5,000 
representative reports monthly, we recruited 
more than 15,000 families. The result is that the 


Thompson Panel has been refined to the point 
where we believe it is the most accurate market- 
ing tool of its kind ever developed 

WHAT THIS NEW PANEL CAN TELL YOU 
In today’s highly competitive marketing, it is essen- 
tial to have precise information about the people 
who buy your products. 


Over 5,000 housewives on the Panel write down 
their families’ purchases—as they are made—in over 
30 product categories. 


Each housewife sends her day -by -day record to 
us at the end of each month. We learn: 


What brand she bought. At what price. Amounts. 
In what store. When. Who in her family uses it. 
When she started buying this brand. 

From what brand she switched. 


The Panel is the continuing, day-by-day picture of 
how the American people are actually buying —so 
sensitive and flexible it can be applied to a wide 
variety of marketing problems. 


If you would like to know how the new J. Walter 
Thompson Consumer Panel can help you achieve 
your marketing objectives, we would be happy to 
discuss it with you. 


J. WALTER THOMPSON COMPANY 


New York, Chicago, Detroit, San Francisco, 
Los Angeles, Hollywood, Washington, D.C., Miami 


the new J. Walter Thompson Consumer Panel 


Advertising Age, April 21, 1958 


hotel suite, dining on pheasant and 
champagne. But Friday nights he 
motors home from the airport—in 


ja credit-card hired limousine be- 


It’s nice to be. 


cause he hasn't the cash for a cab— 
to a mortgaged “Cape Cod ranch,” 
a salmon loaf dinner and an over- 
drawn bank account. 


8 The book is a collection of such 
touching scenes as the promotion 
manager’s plight as he tries to ac- 
count for the $607 he spent the 
previous evening entertaining a 


,, Major stockholder. Or the weekend 
the ladies and gentlemen of the ex- | 


house party for company officials 
given by this same stockholder in 
order to justify charging off his 
southern mansion as a business ex- 
pense. 

Or the sight of the advertising 


|vp and the agency vp pleading with 


each other to be allowed to pay 


the $60 luncheon check. “Both ob- 
'a tool company’s promotion man-| viously were sincere, because each 
ager and his split-level life. During | knew that it wouldn’t cost him a 
|the week on his out-of-town trips | cent, no matter who paid . . . here 
| he’s the great bon vivant, gourmet|perhaps was the _ sport " which 
and genial host in a $145-a-day|threatened to displace baseball as 
ithe great American pastime.” 


Other lovable characters include 
the boozing, floozying public rela- 
tions manager and the obsequious 
advertising manager, “J. Lester 
Ridley III, Princeton, '40, Madison 


| Ave. ’41, Westport ’51—an authori- 


ty in all fields where there were 
no experts, where the _ broad, 
sweeping statement was in little 
danger of being successfully re- 
futed .. . Many persons, meeting 
Ridley for the first time, sized him 
up as a young man who was going 
places, but when they got to know 
him better they could hardly wait 
for him to get going.” 


® Also there’s the vp of advertis- 
ing, promotion and public relations 
who is reaching that “point of no 
return that separates the hail fel- 
low from the slobbering alcoholic,” 
and who goes on a bender during 
the company’s centennial celebra- 
tion. 

Also there’s the company presi- 
dent, “an expert in trifles, an un- 
imaginative bookkeeper bound by 
puritanical platitudes.” It’s he who 
coins the company advertising slo- 
gan. 

It all ends with the promotion 
manager deciding that the expense 
account life is a bed of roses full 
of thorns: “I suppose it’s all right 
for others, but not for me.” = 


Altman-Yatfe Appoints Two 

Frederick S. Yaffe, formerly ad 
manager of Fineplast Distribution 
Co., New York exporter, has been 
elected exec vp and Michael E. 
Horn, formerly ad director of Son- 
otone Corp., has been named cre- 
ative director of Altman-Yaffe, 
Detroit, formerly J. H. Altman Ad- 
vertising. Ross Wilhelm, formerly 
an account executive of Burke 
Dowling Adams Inc., has been ap- 
pointed market research consult- 
ant. The newly-reorganized agen- 
cy has moved to new offices in the 
Fox Bldg. 


Marinan to Queen Products 

W. J. Marinan has been ap- 
pointed advertising and sales pro- 
motion manager of Queen Prod- 
ucts Inc., Albert Lea, Minn., a sub- 
sidiary of King-Seeley Corp. He 
formerly was full line merchan- 
dising manager of Hotpoint Co., 
Chicago. 
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High circulation 

over 100,000 daily 
More readers—over 
400,000 for the 
Same Old Rate 

33¢ Line buys BOTH. 


The £1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNINO AND SUNDAY 


El] Paso Herald-Post 


& SCRIPPS-HOWARD NEWSPAPER 
EVENING 


TWO Separate Newspapers...33c Line BUYS BOTH! 


Dayton Club Elects Dettmar 
Fred Dettmar, manager of public 

relations of the Dayton Power & 

Light Co., has been elected presi- 


|Radio. The organization’s head-| 
| quarters will be at 405 E. 63rd St., 
New York, with branch offices to be 
added in Chicago, Los Angeles 


ident of the Dayton Advertising and Dallas. 
|Club. Other new officers are Bar- 
bara Gleason, Yeck & Yeck, lst vp; 
Gene Hegel, E. F. MacDonald Co., 
2nd vp; Alice Lilly, Advertising & 
Merchandising Inc., secretary, and 
Elwyn Failor, National Cash Regis- 
ter Co., treasurer. 


Bardack Joins BSF&D 


the creative staff of 


sales promotion department 
| Fraser & Kelly, Albany, N. Y. 
Nelco Productions Formed 


A new radio and tv program pro-| KMAC Joins ABC Radio 
ducer and packager, Nelco Produc- 


|ducer, and Symon B. Cowles, for- 


Franklyn J. Bardack has joined | 
Brooke, 
Smith, French & Dorrance, Detroit. | 
He formerly was in the sales and 


KMAC, San Antonio, Tex., has 
tions, New York, has been formed affiliated with ABC Radio. ABC 
| by Maggi Nelson, radio and tv pro-| formerly shared a San Antonio af- | ? ; 

| titiate, WOAI, with NBC. Station PLUSH—Elgin National Watch Co. 


B OIAMOND WATCHES ‘gAf 


& : 


of neat rmmamaae 

| ¥ i : 

| cece scone 
net 


merly with the station services and|WOAI continues as the NBC af-/| gives this display to jewelers with 


|promotion departments of ABC |filiate. 


every purchase of its five “con- 
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AWARDS 


FOCUS ON KRON-TV 


SSS SEY AE 


Station KRON-TO 


Pan Francisco, @ 


4 


——_ OV 


altforitta 


ation {heard 


6201957 d02 


: The 
eo Committee of Awards as 


Altved LbuDent 
Awavis Rombation 


This highly honored Foundation has cited 
KRON-TV ‘In recognition and appreciation 
of outstanding public service in encouraging, 
promoting and developing American ideals 
of freedom and for loyal, devoted service to 
the nation and to the communities served 
by it.” 


Public service is a Priority Project at KRON- 
TV, now selected among the country’s 
larger television and radio stations for 
‘conspicuously demonstrating a healthy 
and continuing concern for the deeper and 


more permanent interests of the public.” 


KRON-TY SAN FRANCISCO CHRONICLE + NBC AFFILIATE « CHANNEL 4 « PETERS, GRIFFIN, WOODWARD 


= 


sumer-tested” diamond watches. 

The five were selected by a sam- 

pling of consumers from among 
25 Lady Elgins. 


| Radio Set Total Is 
81% Ahead of 1948 
Figure, RAB Reports 


| New York, April 15—There are 
more radio equipped autos today 
| than there were radio-equipped 
|}homes in 1947. 
| In 1957, people bought 15,400,000 
| radios, including 5,400,000 auto 
|sets, 3,300,000 portables and 2,- 
1500,000 clock radios. Some 2,400,- 
000 of the auto receivers were re- 
| placement sets. 

There are nearly 38,000,000 sec- 
|ondary sets in homes, not counting 
portables and auto sets. 
| These are among the findings 
‘released by the Radio Advertising 
Bureau as a part of its semi-annual 
report on the radio set population. 
|These estimates are prepared in 
|cooperation with the radio network 
research committee. They were 
compiled as of Jan. 1, 1958. 

The bureau reports that there 
| were 139,500,000 workable sets in 
| the U. S. when this count was made 
and gleefully added: 


|# “So many radios have been sold 
|in recent years that there are 81% 
|more radios in the U. S. today than 

in 1948—the year tv began its real 

growth.” 

Here’s the RAB breakdown on 
, where these sets are located: 93,- 
/ 000,000 in homes; 36,500,000 in au- 
, tos and 10,000,000 in public places. 
| RAB president Kevin B. Sween- 
ey’s reaction to all of this was: 
“This estimate, based on infor- 

| mation assembled from all authori- 
| tative industry sources, demon- 
|strates once again the remarkable 
growing power of radio. With 
nearly 100% saturation and follow- 
ing a decade of tv, people continue 
|to buy radio sets at the rate of one 
every two seconds—double the rate 
of tv set purchase.” + 


Wesley Aves Adds Directors 

Wesley Aves & _ Associates, 
| Geen Rapids, Mich., has elected 
|three new directors: Kenneth C. 
Ring, exec vp in charge of the Chi- 
cago office; William A. Hagerman, 
vp, and Bertha Fahringer, secre- 
|tary-treasurer. The agency also 
named Charles Doner, executive 
|art director, a vp and Violet Soder- 
| gren a media buyer. 


THE BRIGHT 
NEW APPROACH 
TO CONSUMER 
ADVERTISING BY 


WHIRLPOOL & PILLSBURY 


IN THE MAY ISSUE 


OF HOUSEHOLD 
MAGAZINE 


i 2 


Hy - si, pik 8 i ie Ree ‘Sib eee ee an ee eae s add © ar 
el : ae ics : w PION ED ia a 
Pes La , 
oe ; 
irae a 
ae 52 Advertising Age, April 21, 1958 
mir 
id 
mh 
ae NEW 
7 BWA SRL 
Sara i ? hd 
Sah Patty ~ 
ae a oe ees 7 
ae tits: Ds . 
| EL PASO~ rs 
Pe ee CAPITAL CITY OF ee 
eal 
Ca Es 
eee ue 
gira | 
ce 4 
: shia a a a 
7%. a ce 
Laem - 
Rs ee ip Yee 
pte? ee ee 
Pee Pe: a 
eee i ° J 
eee % aS ¢ a 
: Aa ee, 
ee (ee Bes 
eae ty Tea): Sot. eee 
il ieee INS ra” ‘ rab! 
cee Sta Ae 
Mn Sh ye ms y oo as 4 fs}. 
; Te wet ae My , ‘ ~ Ad UR yi .) 
roe ey Beh 
— a es 
ie ass of . ] Bee as 5 Pas 
MRAP 4 PM iA 
ere f ‘Sh ft oe 4 y * Ry Sey Ps Ps 
sacs as hn Se | | LOR Eee 
og . pie’ St, 5 A PO A As Siete 
some Deis Se 
— | COA pee LAS 
Spite rae. By a! z. Reade! Ses A « 
pees,” : Jeg % igs RK 
>> vaed eee Ree Wy Sy uses, 
A ae F Ber, + . ¢ ae et rook | 
: Bi Bae is) 
Aree 2 AL oe 
ie ee 
: a2 Ce Rie, a s i? * ar Leas ‘ 
<a J Oe . : a : oe oe eae ees 
es ‘ a i Je a i Ray 
a itt eg Ef é ae t: iy ava Y 
iat AL SE Sa a * i tee 
ae ape - Rees: 
“a PAGINA 3 1 sp MS SPSS aes 
« ei Eee 
Le aS mee canis: 
4 tt ioe * Paka ae 
“a i at N+: 3 $3: Fs ve ms i 
J; Be 7: hy 5 oni th erg ees @ 
Nt ns * eae Sh Aah)" 
fj ef: rx — + PR AOD. Pee 
‘82a a é . £4 
| Ute BERG AP hon 
7 Awe? ad ha ; ae Pu 
Sa ° a ae 
iy one 7 P A acre pe? 
7 ° on) xabe <4. » 
te Te Bre oP 
7 ai} * aA KS ed 
“eee et, r on Song 
“" . nes fe Mea + mn Pre “oe ae a . tas asia Mave oc a 
: " 4 ¥ ty ft ra My ; s, Ve M ~ wre m , 1 Anger — — 
es , SEE ] 
PO 
’ 
} : 
_ 
ied . : > pe ate ; ee - ies . < = e+ : SS s- i pag Sees ‘ Si = eu on * be nig fs 


spn wht 


« 


a ee 
ae 5 ee : 


Re oe. aa ee we out lee ee Bee : aoe ee ee ee “aie age x Lee 4 eas ee Te Ne a ll ae cd Bs ie eke eS ys, CRs ee ee es) aN 
a re ea EE eee ee Wa ee me aa ; Shh ee apt Pa ee ae ee os, oo eee rae 
es ae fe ee re cag es <2 oh a es i eet ne Bes ag me aes iyo) a ee eee ee, 2 Ae eM ie osc he. ae | aie oe oe i te, eee 
a oe ee ae eee ee ae A i ee oe ae eg re Pan eg SI eee gk a 
eg © eae So. ee SS. Se. ae oo ae os on ee. ee : 
— oe. Se eee ee | eae = | 
‘ I <a P @e feet ] Hee a : : : é 
oe 8 . I 1 ad phi 3  e a | 5 
age ; 4 e Z : ‘ = 
er ey aa Se oe a ee SA 8 ag rm , ; i 
a Oe ee al = 3 
: = | , or : CO * 4 | rea @ | ‘ “ é 
A Sa, + sf yer: 
. i " a ies 
Ore mo ae rm : ; i 
LR Ba tec iss aa : "™ = ghee = 
; ~ me SS ae oy ns Prat Birk a se ae ot ‘ eee Saree epee Beg vey Re a os A ae Me. eee si F pa saci) ee a 
me oo a Soames i : wet i - a, Ps 
; 7 = & 
Le ener he ae ; . gis ea - RT = 
a gamer ¢ ne ne oe a a - Ei ee eet ae Fc pe ered (8 a a pect a 
I a eg ee nk ge Lge a See er amawe sir 8 =z abe . o. i ae a me. TO ier ee Sm es oF A Sea aad iit ig eg es - ¢ ex ‘ ye: 
% i + ticle igi y : : . ‘ 
a s oy wh wa? Ge : Ree la be ae : ele e 
a Oe ee ee ee ate ae a 
BE OR See See: i ae ; 1 aie a : ' Pa 
| Bes ae aS, i i 
RSs Rte rss SnAg 3 aD LS 
ee: ve. oS eae pe p . 28 a E ie 
aay : — Pe. 2 outs, : wet rae 
2 fe Oped sy : ae ri Pe a : ‘a 
. 7 ey: wee be i gS el. ; eee 
om o> Fa a 3 4 i a i ¢ : ee ‘ 
ie Se Ee a © ; is il hore ied 
ee The Hpi a. | iad 
- p) 2 elpbia 3n , ee aes a a ‘ a 
May $y Quirer | ae ae 
"4 . * ial 3 
ae APAsine LSTON oF is | i Ee 4 : 
Bee. " a rae. es x ‘ k 
| Po oe eo ae : CH 16, 1958 » i aa * " ; — 
ae ~ 32 ie ee % : » 2 oi - oo 
be —_ fd ms i 
—_ cs 
| ne ‘ ‘ "3 : P . . . : 
eS es oo 4 _. * Z + ae 
wi : : n = ti a . ee : ‘@ £5 
: a > eae ee ae ad Pr 
fe : # - . P: yf 4 a Es 
se es Ks 7 ! 
: “ ‘(ia 2 | oe 
| 2 " a ae a. ef 2 eS Ei 
i A ae, ad er, . Py . okt : i se 
- reo’ . a cise e ‘ a 7S , Po Pa. ten 
| ge “ares. setae 
% He i , s oe , . > _ : cs ae oy 
mn iia = 9 ; ys : # a : 
a Pe ¢ Bio ; es oe —? -., y = . aa , 
, : eae a ~~ See, a Ae 
5 .o “ a ie .! " ad oF : 7 Z ; 
; i eee was =. — 4 r .~ - 
7 ~~ i * bs ; Bee 8) ae : . 5 5 , Sud - 
. : tm ry. ‘ BPS ccna a il ‘ : # oe es 
me ne : re %&% } . 
7 ti 4 yes " 6 ee ee 2 ¥ , » 
se Aignrd ame ts a aeee 4 leg Biss be! * 2 a 
a3 = Peg F.. e sick es a i, P ; ge! ey re) - 
# Re i ei. > ff 
ae : " - . oe Ee ; ig ae s* ter * - : = asta + i / a ea . Pail os 
, tac ee ae pont 280 ace Py 5 ut be : =. ee E o8 ~ 
; = — geibag = eae’ = . > a — ety , 
es % %, : , ‘ oa 9 -. 
; ce i: bide 1 se : y “% F Be 2 ‘ 
- d — ee r ? » 1 ; oa a a 9 — 
) ie 4 . " pl . ya DB « a 7 $e ee 
ra be e. ) - g : ‘ os a 4 F et a : : ne 4 <> " 
:  - A .%)/) BP 7 le ee} oy 
. 4 oe . . A r : a : : ? 4 ee, ) : 
43 Pe. « Me . ¢ 4 ; : y i fae “ial : F ' 
; ef ee - Mitt ; t j i] - a 4 ~ ~ —— 
— TR, =" y ' ‘ f . aia ; >. 
) Ex Gear Oe - adele | a : 4 | i ei , = 
; ; 4 oy ra & 
gg hg T> w ree ~~ ry i ale f . a 
ied a , 4 x , 7 - =. 
; , j “Ls ~ P- f Z eg: 
— Pe — - he 3 
; ie > c ‘ ike i f > iE . “ 
. | Di UM) I hfe ~~ ~~. | 
* =. . ~ ; Ab f ; sf iad 
5 fee 2 a ws 'g ; be 4 2 
aa. - babes SER oer 4 = ela ; = ; fi : ‘ re 
, re P) he j _— - “ 
x ; 3 hy ee” ie hd ‘ } 7? ~ ¥ xe 
. 2 ae . ie , == — — | 
| aie ; x - > al oo if ‘ ¥ #F £ : ine a 
18 0° Wl Lid i > | are 
ae ce an ee ee ee i St " piesa: r - = . : an . ts arene mee oe ‘Sa 2 paca 3 . 
Sees ee eee ee eee ee oe ee rer rte ae : * 


BR ERE, a 


ONE-SIX-TWO 5 


That’s the order in which Portland, Maine rates gz 


as a test market. . . . Ist in U. S. cities of 


TESTING 


~ 
Nescreme, a new 
product to the y 
family of Nestles, 
was first tested in 
the Portland, Maine 


market, the ideal 


150,000 pop. 6th in U. S. cities regardless of é 
population and 2nd in New England regardless 


of size of population*® é 
PORTLAND, MAINE 


ued NEWSPAPERS - aa ie ee 
' APPEAL TO WOMEN—P. Lorillard Co. in cooperation wit ademoiselle 
ESS HERALD + EVENING EXPRESS Sales M 3 3 ; : 
2 = ane SUNDAY TELEGRAM oe ee eee and Vogue, 265 retail stores and seven fashion designers, broke six 
* Ba ee we me eh “ ee Ed Ld bd  ) os ads April 15 in Vogue and newspapers in key cities featuring six 
2 100% coverage of city zone represented by the — dresses designed by Jerry Gilden tied in with the Kent slegan “What 
* 94% coverage of ABC retail zones Julius Mathews Special Agency, Inc. 


a wonderful feeling.” A similar campaign will break May 15 in Mad- 
emoiselle aimed at younger smokers tying-in Newport cigarets with 
oa creations by six manufacturers. 

The promotions were prepared for 

Lorillard by Chernow Advertis- 

ing Agency, specialist in fashion 

advertising, in cooperation with 

Lorillard’s advertising agency, 

Lennen & Newell. 


In the leadership spotlight Hungry, Lonesome 


Con Man Peddles 


. Account to Agency 
CuicaGo, April 15—A lonesome, 
ee WGN os radio ! hungry young man whose name at 


the moment may be Mike Hall or 
W. F. Breed or Duke Breen has 
been making the advertising agen- 
cy business in and around Chicago 
and Milwaukee more exciting—and 
more frustrating—in recent weeks. 


eile Mike, or Duke or whatever 
si WGN LEADS ALL OTHER CHICAGO MEDIA IN HOMES REACHED! nat enue Ok ta 
That’s why top-drawer advertisers buy WGN-radio in Chicago. walkaas ener gover aa 
And you will be in the best of company when you join the nation’s smart- Some aed eh - gh BAH, 

7 est time-buyers who select WGN with confidence year after year. Be- vertiser who is not very well sat- = 


isfied with his present agency and 
would like to talk to a new one. 

Mike, or Duke, has picked up 
a little background information on 
lowa Mfg. Co. of Cedar Rapids, a ‘ 
client of Russell T. Gray Inc. of 
Chicago, and variously poses as a 
son of the president (who has no 
children) or as a friend of the top 
echelon. His function, in calling on 
agencies, is to set up a meeting so 
the agency can solicit the “dissat- 
isfied” client. He has been known 
to hint that the Amana account is 
looking, too. 


cause WGN helps sell millions of dollars worth of goods for , aN 
these top-drawer clients. New, better-than-ever programming \ 
for ’58 is in keeping with WGN’s policy of top quality at the 
lowest possible cost. 


s Within the past few weeks, 
Duke, or Mike, has pulled the gag 
on Baker, Johnson & Dickinson As- 
sociates, in Milwaukee, and on the 
Chicago office of McCarty Co., with 
some resulting embarrassment but 
no serious damages. Thus far, 
Mike’s activities can be described 
only as petty chiseling; he has been 
satisfied with a lunch, or a modest 
night on the town, and hasn't even 
tried to cash a check. 

But Iowa Mfg. and Russell T. 
Gray Inc. would like agencies to 
know about Mike so they can both 
go back to work, and so other 
agencies can do the same. # 


Oliver 
does 
it! 

See page 140 
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"mf Live Shows Bump 
= ‘U.S. Films as BBC 
Battles for Viewers 


Lonpbon, April 15—A new phase 


jin the battle of the ratings be- 
jtween commercial television and 
| the British Broadcasting Corp. is in 
progress this month. And _ this 
|time the BBC is on the offensive. 
In recent months BBC has been 
winning back viewcrs from the 
Independent Television Authority 
network of commercial stations. In 
jareas where there is a choice be- 
itween the two services, the BBC 
won 28% of the viewers in De- 
cember as against the 72% for ITA. 
Now the ratio is 40% BBC and 
60% ITA. 
| The BBC is going all out to push 
jup its share of the audience. 
| One thing the BBC program 
planners have decided on is that 
they will be using fewer American 
filmed series and more new plays. 


}@ Not that the BBC is a big user 
| of American films. It is using 
labout five and one-half hours a 
week at present. After April, it in- 
tends to cut this to four and one- 
jhalf hours of its 55 hours of pro- 
igramming per week. One Ameri- 
lean series that is coming to an end 


Here’s how one agency settles problems like these... FAST! 


The clock rules, with an iron hand, the daily life of an 
advertising agency. And every second ticked off is counted 
in money value. 

Recognizing this, the Rumrill Company, of Rochester, 
Buffalo and Utica, N. Y., when building their brand-new 
Rochester offices, leased from us a communications sys- 
tem geared to their particular problems and needs. 

The agency occupies about 18,000 square feet of space 
and employs 104 people. For these workers, the following 
facilities are provided: 


DIAL-X* INTERCOM 

Private, internal telephone system, by dial. 40 executives 
and department heads have this second phone, entirely 
independent of the public utility switchboard. These 
Dial-X phones allow split-second intercommunication 
even when the switchboard’s swamped and one or both 
parties involved have an outside call, too. It’s completely 
private—and one unique feature is its use to set up con- 
ferences by phone, with every conferee staying right at 
his desk. 


PAGING AND ANNOUNCEMENTS 
The agency has 76 individual offices, a conference room, 
a kinchroom, a library, a small theater, several stock- 
rooms and long corridors on 3 levels. Location of person- 
nel could be a problem—but it’s solved by a Stromberg- 
Carlson Voice Paging System that can be clearly heard 
at any point in the office yet is not annoying. The same 
system is used for general announcements—including 


calling to meetings a large number of people by one call. 


THE OFFICE PARTY 
The voice paging system may be combined with a record 
player for broadcast of music . . . a good morale-builder 
at holiday time or during after-hours social events in the 
agency. 
Your local Stromberg-Carlson representative would be 
delighted to survey your premises and, without obligation, 


supply a proposal to put Sound to work for you. Just 
write us, as below. 


Left: 

The telephone operator-receptionist has control of microphone 
and amplifier. One extra good-will feature is that visitors and 
outside salesmen can also be quickly located for their offices. 


Right: 

DIAL-X telephones give instant private intercom, conference 
calls, automatic ring-back and (optional) paging and ‘‘execu- 
tive-right-of-way.’’ Entire equipment is in one compact cabinet. 


There is nothing finer than a Stromberg-Carlson* 


HIGH FIDELITY * SOUND SYSTEMS 
SCHOOL SYSTEMS + DIAL-X® INTERCOM 
AUTO RADIOS & SPEAKERS 8: 

PACKAGED PARTS = 


STROMBERCG-CARLSON 


A DOIVISION OF GENERAL DYNAMICS CORPORATION 


GD 


Spec. Prod. Div. * Electronics Center* 1415 N. Goodman Street * Rochester 3, N. Y. ‘@. 


Electronic and communication products for home, industry and defense 


jis “The Thin Man.” 

Kenneth Adam, BBC television 
program controller, told a news 
conference: “The heydey of the 
peddling film salesman is over. I 
have not bought an American tv 
film series for three months, and 
|in the future purchases will be 
only of the best.” 

One ambitious project the BBC 
has lined up is a weekly series of 
new plays under the title, “Tele- 
vision Playwright.” This will aim 
at encouraging new writing for tv. 


® Little news has come out of the 
commercial network so far about 
its spring programs. 

One surprise is that Associated 
TeleVision, weekend program con- 
tractor for the London area, has 
dropped the highly popular “Wyatt 
Earp” series. Another highly pop- 
ular program, also televised on Sat- 
urday evening, which ATV is drop- 
ping is O.S.S.” In the hour gap 
left by these two programs, ATV is 
putting on an hour-long Western 
series, “Cheyenne,” the first hour- 
long western to be seen regularly 
on British television. + 


-WVUE Appoints Terry Lee: 
McCoy Named Storer Director 

Terry H. Lee, formerly presi- 
dent and general manager of 
KOVR-TV, Stockton-Sacramento, 
Cal., has been named managing 
director of WVUE, Wilmington- 
Philadelphia tv station. He suc- 
ceeds J. Robert Kerns, who has 
| been transferred to the tv staff of 
Storer Broadcasting Co.’s home of- 
fice. Storer also has elected John 
| E. McCoy, vp and secretary, to its 
board of directors. 


\Y&R Appoints Harrison; 
Names Osburn, Glenn VPs 

Frederick H. Harrison has joined 
the contact department of Young 
|& Rubicam, Chicago. Mr. Harrison 
|formerly was district manager of 
{the truck and coach division of 
General Motors Corp. in the Chi- 
cago metropolitan area. 

Young & Rubicam, New York, 
has named Robert Osburn, an ac- 
count executive, and Norman 
Glenn, a radio and tv account su- 
pervisor, vps. 


Dunaway Opens Subsidiary 

Judson Dunaway Corp., Dover, 
N.H., has established a Canadian 
subsidiary, Judson Dunaway 
(Canada) Ltd., Toronto, following 
the acquisition of the business and 
products of the EZE Mfg. Co., To- 
ronto. The new unit is expected to 
simplify and speed deliveries of 
the company’s Vanish bubbling 
toilet bowl cleaner and bathroom 
deodorant in Canada. 
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NEW TEST MARKET SERVICE 
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THE THOMSON NEWSPAPERS ADVERTISING SERVICE 


Ay NW 


NATIONAL OR LOCAL / 
j 8600 EAST/77th st. i 
~" KANSAS CITY,:MO. = 


NorIeeD, MASS. ~/ 


| executive 


Grey Agency Appoints Three | 

Grey Advertising Agency, New | 
York, has appointed Russell Ford 
producer and Chuck) 
Kambourian associate producer. | 
Mr. Ford formerly was with Comp- 
ton Advertising; Mr. Kambourian 
previously was with H. K. Harri- 
son Associates. Grey also has 
named John T. Curry Jr., formerly 
a national account executive and 
manager of regional sales at the 
Radio Advertising Bureau, an ac- 
count executive. 


Morrison Joins KRON-TV 

William A. Morrison, formerly 
an account executive of KFRC, 
has joined the sales staff of KRON- 
TV, San Francisco. He succeeds 
Boyd Mullins, who has joined the 
San Francisco office of MCA-TV. 


Nathan Joins Stebbins 

Edward N. Nathan, formerly 
head of the agency bearing his 
name, has joined Barton A. Steb- 
|bins Advertising, Los Angeles, as 


vp and account executive. 


AVAILABLE IN CANADA 


A Kamloope 


| # assess properly the Canadian Market you 
must be able to test it in as many areas as the 
budget and plans permit . . . and through the 
new Thomson Canadian Test Market Service you 
can obtain a realistic sampling—an economical 
sampling of several areas by simply selecting 3 
or more Thomson newspapers. 

Test in 3 or 4 widely spread Thomson Markets 
at combined rates as low as the price of just one 
of the other metropolitan test markets. 

The Thomson Newspapers offer you your 
choice from a group of twenty-five active news- 
papers covering twenty-four diversified markets. 
These markets, in total and individually, truly 
represent Canada . . . they lie in different geo- 
graphic and economic areas . . . they all have 
growing, vital populations with different tastes 
and buying habits. From the pulp and paper 
economy of Nanaimo to agricultural, isolated 
Prince Edward Island, diversity is the keynote 
of the Thomson Canadian Test Market Service. 
And note the low lineage costs. 

The Thomson Test Market Service is one of 


the best ways to demonstrate what newspaper 
advertising can do that other media simply can’t 
match. The Thomson newspaper low-cost circu- 
lation, blanketing markets from coast to coast, 
gives you coverage that no other combination of 
media can at comparable cost. 

The Thomson people are prepared to help you 
in every possible way in solving your Test Cam- 
paign problems with almost any special service 
that may be necessary. You will get the benefit 
of expert “on-the-spot” market analysis by the 
local Thomson man, follow-through merchandis- 
ing service, distribution checks, effective retail 
co-operation and other services wherever they are 
needed and wherever it is possible to supply them. 

If you require additional information contact 
our American Representatives, Johnson, Kent, 
Gavin & Sinding, Inc., 250 Park Avenue, New 
York 17, N.Y., or any of the Thomson News- 
paper Advertising Service Offices. 


THOMSON NEWSPAPERS sarrie EXAMINER * BRAMPTON CONSERVATOR * CHARLOTTETOWN GUARDIAN-PATRIOT * 

CHATHAM DAILY NEWS * GALT EVENING REPORTER * GUELPH DAILY MERCURY * KAMLOOPS DAILY SENTINEL * KELOWNA COURIER 

* KIRKLAND LAKE NORTHERN DAILY NEWS * MOOSE JAW TIMES HERALD * NANAIMO FREE PRESS * OAKVILLE-TRAFALGAR 

JOURNAL * ORILLIA PACKET & TIMES * OSHAWA TIMES GAZETTE * PEMBROKE OBSERVER * PENTICTON HERALD * PORT ARTHUR 

NEWS CHRONICLE * PRINCE ALBERT HERALD * QUEBEC CHRONICLE-TELEGRAPH * SARNIA OBSERVER * SUDBURY DAILY STAR + 
TIMMINS DAILY PRESS * WELLAND EVENING TRIBUNE * WOODSTOCK SENTINEL REVIEW 


U.S. Representatives: Johnson, Kent, Gavin & Sinding, Inc., 250 Park Ave., New York 17, N.Y. 
Toronto: 44 King St. W. * Montreal: 640 Cathcart St. * Vancouver: 1030 W. Georgia St. * Londen, England: 63 Fleet St. E. C. 4 
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|BIG PUSH—This is the lead-off page 
in the photo industry’s six-page ad 
in the May 5 Life. 


Photo Industry 
Plans Coordinated 
“May Time’ Drive 


JacKSON, Micu., April 15—A 
campaign designed to include the 
month of May in the summer pic- 
ture-taking splurge is being spon- 
sored by the Master Photo Dealers’ 
& Finishers’ Assn. 

““May time is picture time” is the 
theme of the promotion, which 
will open with a six-page special 
section in the May 5 Life. A lead- 
off page featuring unit ads will 
be followed with pages by General 
Electric Co., Ansco, Eastman Kodak 
Co., Argus Cameras and Voight- 
lander cameras. All pages will be 
identified with a special “May 
time .. .” logotype in the margins 
—the first marginal logo in Life, 
the association says. 


r The separate advertisers plan 
further promotion using the theme, 
including commercials on Kodak's 
Ed Sullivan, “Ozzie & Harriet” and 
“Beat the Clock” shows. Life plans 
heavy merchandising support. 

Quantities of point of purchase 
and dealer advertising materials 
are being made available by the 
association to 3,500 camera stores 
and also distributed by 1,200 photo 
finishers to their 50,000 retail out- 
lets. 

The photographic industry, based 
on the value of photographic 
equipment shipped by U.S. pro- 
ducers, is estimated to be about a 
$1 billion market, with Kodak 
having by far the largest portion. 

The May promotion is the first 
coordinated campaign by the in- 
dustry. Bozell & Jacobs, Indianapo- 
lis, is the agency handling the 
campaign for the association. # 


Union Asbestos to Marsteller 

Union Asbestos & Rubber Co., 
Chicago, has named Marsteller, 
Rickard, Gebhardt & Reed to han- 
dle advertising for its transpor- 
tation equipment group and its 
materials handling division. The 
transportation equipment group in- 
cludes the Espro tubing division, 
the equipment steel products divi- 
sion and the Coldmobile division. 
The materials handling division, a 
new acquisition, produces the Stur- 
di-Bilt line of boltless storage 
racks. 
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60 Advertising Age, April 21, 1958 
, April Pages and Li inC M 
Current and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age & 
‘ae Gb ncn inten te tee 8 ar. = 1 = 
~ Mar. “Rar, ar ar Jan-Mar, = Jan-Mar. April April Jan.-April Jan.-April April April Jan.-Aprid.  Jan.-April 
1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 
Weeklies, Bi-Weeklies, Semi-Monthlies (March) Secrets Romance Froup: ‘ 
Revealing Romances ........ 167 188 71. 77.0 7,173 8,067 30,484 33,261 
tCommonweal ........... 006. 11.00 14.4 42.2 49.0 4,637 6,063 17,741 20,597 , ; , , 
ene edaaipeeaeiaetanaa 78.7 735 1939 1922 33,747 31,531 83,151 82,438 tConfidential Confessions ... 165 189 40.4 “Az 7,092 8,094 17,319 = 18,950 
SD ta ccc cantons 34.5 55.3 98.9 1235 14490 23,254 41,510 52,066 Secrets ..seeeeeseseeee vos =: 16.7 19.0 72.6 78.4 7,196 8,159 31,161 33,659 
i eaten em 29.2 33.6 76.1 88.8 29,225 33,553 76,137 88,800 aie posicipneacses 7 BS 6 57.5 3,294 6,552 17,924 24,657 
tices ksiei sacs ws. 3629 3767 801.0 9245 246,776 256,178 544,650 628,644 0 : 
Si thinbescenessskssee 118.9 138.7 280.2 3124 80,852 94316 190,536 212,432 Photoplay ...+.ssee+seees 35.9 419 80.9 1223 15,410 17,994 34,723 52,471 
New Yorker .........-. ‘aes. ©4652 4543 21,0426 1,005.3 199,545 194.882 447.275 431,281 True Experience .......... 3.7 62 49 58.3 5,861 7,790 19,668 24,991 
tNewsweek ..........0005 1. «6292.6 ©6278.2 «= 698.7 «= 739.5 122,892 116,844 293.454 310,590 True Love Stories ......... B6 V3 2 57.4 5,819 7,427 19,373 24,637 
§Presbyterian Life .......... 130 117 34.8 32.5 5,491 4,914 14,654 13,642 True Romance ............ 7 8618.2 46. 56.9 5,878 7,788 20,122 24,395 
The Reporter . po pene Ged m1 13.9 47.6 45.5 5,929 5,844 20,004 19,098 True Story Beet eereeerees 59.7 77.4 176.0 216.3 25,602 33,198 75,508 93,020 
The Saturday Evening Post .... 2785 3366 6499 7523 189,350 228872 441,953 511.592 TV-Radio Mirror ......... - 129 139 319 = SLL _ 5520 5,967 16,245 — 21,910 
— Saturday Review .........-. . 115.0 95.1 276.4 238.4 48,298 39,972 116,130 100,155 Total Group .........+.4.- 405.6 ~ 500.3 13552 1,776.7 “174056 212,467 581,560 753,254 
E Sporting NeWS .......-eese0- 18.4 26.1 63.6 69.7 19,955 28,314 69,051 75,633 NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include all advertising a a 
$*Sports Illustrated ......... 132.2 84.0 254.0 191.4 56,704 36,024 108,968 82,110 the group as a whole PLUS additional advertising carried by each individual publication. § No issue in aoe © 
i taucniesersess 298.4 2883 736.3 762.9 125,335 121,067 309,247 320,417 t Published bi-monthly; alternates with Daring Romances. ¢ Published bi-monthly; alternates with Screenlan 
eR icsitedsassescsee OllCUOC SCC 9,333 10,892 25,984 24,202 
{U.S News & World Report .. 2227 315.2 640.5 768.9 93,538 132,388 269,004 322,924 ’Business (April) 
Total Group .............. 2,536.4 26554 6,079.3 6,429.7 1,286,097 1,364,908 3,069,449 3,314,621 5 
t Four issues in March 1958; five issues in March 1957. + Five issues in March 1958; four issues in March 1957. § Two Dun’s Review & Modern Industry 104.7 926 295.7 3158 43,964 38,891 124,180 132,639 
issues im March 1958; three issues in March 1957. * Beginning with February advertising figures shown will have full Fortune ....0+.-sseeees sees 1608 213.0 6423 708.0 101,594 134,616 405,902 447,456 
national advertising, and regional advertising will be prorated, based on circulation. Nation’s Business ......... : 5L2 56.6 175.3 215.3 21,991 24,290 75,427 92,448 
nei . : Votes NE hid ceana ee ié.? “3622 Ti3S 127391 167549 197,797 ~605509 672,543 
ae ines ~ ecause current month li figures for several publications are not yet available this is broken i 
April April Jan-April Jan.-Aprii April April Jan.-Aprid.  Jan.-April pn A RR p y group ato on 
1958 1957 1958 1957 1958 1957 1958 1957 
» Payes ’ Lines — 
Women's March March Jan.-.Mar. Jan.-Mar. March March Jan. -Mar. Jan-Mar. 
§Bride & Home ............ 492 SL2 J1L7 98.7 31,110 32,355 70,589 62,426 1958 = 1957-1958 1957 1958 1957 1958 1957 
§Bride’s Magazine ...... necee 2149.4 156.4 357.3 349.5 94,421 98,845 225,792 219,884 . 
Pe GUND asccccccccccses 40.4 51.4 142.9 177.4 17,332 22,051 61,304 76,104 Business (March) 
Good Housekeeping ......... . 1246 1622 380.0 465.6 53,464 69,579 163,037 199,740 SIS once are 924 808 2120 2288 60,647 53,045 139,074 150,112 
Ladies’ Home Journal ........ 1127 1342 3668 427.0 76652 91,227 249,433 290,360 Business Week ............0. 438.8 6138 1,119.5 1,499.9 184,300 257,813 470,190 629,962 
McCall's .cccccccceccceceee 80.2 1169 260.0 353.7 54,565 79,495 176,769 240,533 Financial World ............ 50.5 655 1331 1830 #21195 27,514 55,893 76,865 
Modern Bride .......cc----. 2085 1189 2939 299.7 68,572 75,145 185,732 189,410 Sia aaivinisaksdens 61.8 732 1647 2165 #25972 30,769 69,217 90,910 
: 69.0 $819 220.1 240.9 29,683 35,253 94,712 = 103,698 er “C435 ~8333 16293 21282 292114 369,141 ~~ 734,374 ~947,849 
1224 1305 3733 419.3 83,214 88,717 253,890 285,127 ¢ Five issues in March 1958: four issues ta March 1957 
{Western Family ............ 180 243 66.5 81.2 7,708 10,413 28,065 34,322 ; . 


Women’s Day .......ss000e. 332 429 1253 1536 14210 18,392 53,761 65,909 . . 
The Werkbasket ............. 337 330 1625 1783 6,613 6,479 31,854 34,554 Magazine Linage Trend Fivres in thousands 


SN 5 cc ccsesesne 941.2 11038 28603 3.2449 537,544 627,951 1,594,938 1,802,067 
§ Published quarterly in January, April, July and October. ¢ Includes Shopping Scout Section linage. { Changed from 
a 429-line page to a 420-line page in October 1957. WEEKLIES GENERAL 
19 
General 58 1958 
American Artist ...... ccnaah 263 21 149 1052 11,054 11,786 48,267 44,118 MAR.| 1,286 | APR.| 863 | 
American Forests .......0+ 21.5 19.3 69.1 69.1 9,030 8,106 29,036 29,036 
American Legion .......+++++ 171 «(19.4 47.5 64.6 7,182 8,144 19,932 27,138 FEB.| 989 | MAR.| 762 | 
64.3 65.9 249.6 243.7 18,889 19,367 73,316 71,626 
Arvoay 24.2 23.0 90.5 83.0 10,403 9,876 38,864 35,592 1957 1957 
tlentie ....... sapuaseennce 40.8 32.8 143.3 136.2 17,122 13,769 60,212 57,224 MAR ee ee Apr. IPL 
Curitien STE cdansosenees 26.8 30.6 148.9 163.4 11,519 13,121 63,948 70,044 ° . 
TE cbdecedsaseseocses 10.2 81 37.5 29.0 4,302 3, 15,772 12,196 
SEE: shbeeuesssceoeses 45.0 45.0 168.5 174.0 8,100 8,100 30,330 31,320 
Cosmopol Saubaneeesneste 174 37.2 84.5 104.9 7,477 15,966 36,243 45,023 ' 
tt acitbeheadbeaesseess 69.7 81.6 249.7 257.9 47,456 55,555 169,857 175,387 WOMEN'S BUSINESS FASHION 
SLED ccccsseseccece 16.2 15.4 a 5.0 se 6,337 24,095 23,379 1958 1958 1958 
SEE dbasacéeconsecoeess 76.8 7L1 . 228.4 2,314 48,339 159,879 154,704 i538 si [292 | 
. ‘ 21.9 19.5 70.6 70.7 15,076 13,414 48,574 48,650 APR. | 538 MAR.| 292 | APR.| 278 
33.0 34.1 1215 106.2 14,159 14,634 52,122 45,542 
535 592 1498 155.4 23599 26,094 66,064 68,514 FEB. 
36.2 34.1 129.6 141.4 15,199 14,347 54,444 59,405 1957 
= s DT assdedeveseoss 75.8 7L6 292.3 322.5 31,836 30,072 122,766 135,446 
110.1 1211 361.5 366.9 74,839 82,361 245,799 249,458 VN 369 
27.4 219 94.8 76.2 11,522 9, 39,858 32,032 


147.9 148.7 659.6 662.7 86,951 87,416 387,947 389,202 oo =_- -— Soll Gaae “aoe Aarth a ~ fa: dhe 
19.5 13.2 69.1 43.1 8,176 5,558 29,022 18,130 r --Aprit Jan.-Apri pri pri an. -Apri an. -Apri 
29.7 24.2 91.6 75.0 11,088 10,150 37,086 31,500 1958 =—1957 1958 1957 1958 1957 1958 1957 
53.0 69.1 171.1 200.5 12,562 16,835 40,605 48,000 
a 13.6 13.6 52.5 45.5 5,721 5,712 21,650 19,138 Youth 
9 ae 4 ass yd ns fo ae asa 4 American Girl ...........0.- 27.4 241 1036 107.4 +«# 11,769 10,352 44,464 46,095 
sas 238 73.8 945 7967 11 068 31.835 36246 EN 60s igkGieekknous 30.9 33.0 107.1 110.8 20,985 22,405 72,839 75,374 
Promenade ...0eseseseeeeees ao 1988 108 12'576 8554 Pry 29120 Ree 2.4 18 6.0 4.5 1,036 768 2,566 1,931 
Reader's Digest .......+-++++ 68.0 123 53 08 5.000 5206 on 024 21.358 Scholastic Magazines ......... 47.8 39.2 179.3 170.8 20,054 16,471 75,307 71,716 
ROB cocccccccccccccccccess ys boy asi aaa8 .8487 aes a6 ons 51835 Scholastic Roto ............. 7.5 6.9 25.0 25.6 6,599 6,069 21,861 22,471 
— he Sateen 85 103 37.1 52.2 3,563 4.321 15,566 21.937 Total Group .........+++0+ 116.0 105.0 4210 419.12 60,443 56,065 217,037 217,587 
Sl diketinsn6se6eseecesons —_ —— 33.8 29.1 14,504 12,480 F 
TEM cccccsccccscce 60 (it 93.9 82.9 10,333 10,334 40,283 35,558 Mechanics & Science 
$T 9.4 8.3 41.8 42.9 4,040 3,442 17,814 17,971 Mechanix Illustrated ........ 73.6 75.1 297.1 310.3 16,487 16,831 66,552 69,503 
Town & 68.5 68.0 250.8 248.2 43,352 42,924 158,472 156,193 Popular Electronics .......... 58.5 66.3 2519 251.1 13,104 14,851 56,426 56,246 
True .. 405 396 1049 1061 17,383 16,990 44,995 45,502 Popular Mechanics .......... 127.1 140.2 4949 5226 28451 31,402 110,864 117,066 | 
Yachting 128.0 125.0 562.2 549.3 75,264 73,500 330,573 322,988 Popular Science ............ 116.4 =119.2 470.1 492.3 26,075 26,698 105,294 110,263 | 
Tetal Group 1,715.9 17007 6,031.4 6,190.1 “862,902 824,536 3,096,885 3,017,702 {Science & Mechanics ....... —_ 201.8 205.5 44,841 46,049 ff 
t January 1958 was a show issue. ¢ Published bi-monthly; cumulative figures shown are for combined March-April issue. Total Group ...........++- 375.6 4008 11,7158 1,781.8 84117 89,782 383,977 399,127 
§ Changed from a 414-line page te a 429-line page in May 1957. ¢ Published bi-monthly; cumulative figures shown are for combined March-April issue. 
Home Outdoor & Sport 
American Home ........ noes 59.5 92.8 224.5 271.1 37,580 58,630 141,879 171,294 American Rifleman .......... 54.1 48.9 200.2 188.7 23,204 20,969 85,884 80,949 f 
se Better Homes & Gardens ... 147.0 229.0 41.0 536.0 92,781 144,805 =. 259,999 338,770 Field & Stream ............. 87.4 938 299.3 287.8 37,502 40,255 128,395 123,449 i 
it Flower Grower .....se+esee0% 79.8 7L5 256.2 240.1 33,524 30,038 107,626 100,908 Fur-Fish-Game ...........+0 20.1 19.3 76.6 78.1 . 8,623 8,235 32,881 33,434 
119.4 118.6 257.5 280.4 75,475 74,943 162,742 177,185 Se - dubaweysitisedtacece 22.7 24.4 88.5 93.4 9,738 10,468 37,966 40,056 
128.7 157.7 284.9 348.2 81,318 99,698 180,048 220,056 Oo eee 94.4 98.0 297.0 306.2 40,521 42,035 127,428 131,362 
ie = = = = maes an708 a an re 79.5 91.1 250.8 253.0 34,095 39,063 107,599 108,543 
‘ Living for Young Homemakers . ° . . . ° ‘ aT he ——- ———- waa pecan 
yy! a > <8 9087 219.6 25,561 25,618 92°703 92.211 RS eccietadisenas 358.2 3755 12024 1,207.2 153,683 161,025 520,153 517,793 
Sunset Magazine .........-.- 160.0 159.1 454.9 480.3 67,235 66,805 191,141 201,727 Detective & Fiction 
Total Group ......... veces BOTS TOME 24088 2,785.1 478,966 584,617 1,305,445 1,528,608 Re ee oan 15.2 15.2 63.7 614 6,505 6,506 27,311 26,350 
Dell Men’s Group ........... 9.5 10.1 43.2 44.7 4,088 4,337 18,535 19,174 
Fashion Thrilling Fiction Group ...... 7.8 10.1 44.2 31.3 1,757 2,265 9,909 7,005 


CROPM cccccceccccsseceeee QSL 21125 2822 367.6 40,784 48,262 121,053 157,719 THON GEN hos cncscccoees mS i Wil “ae bio Die “Sr SrED 
Glamour ....ccccccccccceeee 933 MILL 3305 377.2 40,043 47,678 141,769 161,779 
BaraNe .ssssee-e+ 108.0 102.7 4089 396-4 = 66,415 64,929 © 258,409 250,467 Newspaper Sections (1) 
86,401 
15 


Mademoiselle ... > a 313.7 343.6 48,151 134,567 147,432 
WOUND cccccccccccccccccccee 1967 1960 S851 669.6 117,552 369,814 (Nationally distributed with Sunday newspapers.) 


The American Weekly ........ 646 541 269.4 235.2 54,940 46,003 228,976 199,931 
Total Group .......s00000. SOS 6285 T2004 21543 277 326,572 1,025,612 1,140,558 Family Weekly ..........+.. 53.2 43.1 2338 #1726 45,239 36,536 198,726 146,636 
; eo ieegr rae 76.2 7412 296.7 268.6 64,775 62,968 252,211 228,298 
; Movie-Romance-Radio This Week Magazine ......... 91.7 921 359.3 344.0 77,938 78,255 305,406 292,424 
§Dell Modern Group: rr 285.7 2634 T1592 10204 242892 223,762 985,319 867,289 
Modern Romances ......... 28.0 37.3 87.4 1169 12,010 16,018 37,493 50,161 
‘ Modern Screen .........--- 20.0 25.2 48.4 94.5 8.582 10,824 20,746 40,556 - Pages y Lines . 
x Soren Stories .......-+++- 14.0 19.6 40.3 75.5 6,004 8,421 17,290 32,400 March March Jan.-.Mar. Jan.-Mar. March March Jan.-Mar. Jan-Mar. 
4 Fawcett Women’s Group: 1958 1957 1958 1957 1958 1957 1958 1957 
Motion Picture.........-.. 140 17.4 47.9 66.9 6,004 7,454 20,533 28,716 
True Confessions .......... 224 263 75.5 95.0 9,603 11,283 32,404 40,752 Newspaper Sections (II) (March) 
Hillman Romance Group .....- 2.8 3.4 11.2 6.3 1,202 1,491 4,884 4,218 (All other newspaper sections and comics) 
Hiliman Women’s Group ...... 23.4 25.7 829 1044 10,066 8,852 35,648 33,832 #Chicago Tribune Magazine .. 171.7 166.0 4305 3741 145,955 141,072 365,919 317,987 
Ideal Women’s Group: First 3 Markets Group ........ 658 69.7 155.1 164.9 55,888 59,245 131,793 140,165 | 
Z Intimate Story .......-0055 13.6 16.5 57.3 75.9 5,830 7,070 24,597 32,557 New York Times Magazine .... 405.5 295.8 789.4 757.5 344,673 251,465 670,991 643,857 
q EEP sews 2 fe ee ee = (U|h|hU lo Total Group .........00++- 4713 3655 “SUS ~ 9224 M050 B0710 “B027es #8 Teaeze | 
Movie Star Parade .....-.- © 16.7 4 # Not included in totals as it is a member of the First 3 Markets Group. 
Personal Romances .......- 135 164 58.4 75.5 5,809 7,036 25,071 32,415 (Continued on Page 62) 
TV Star Parade .......---- WS 160 54.3 72.3 5,766 6,867 23,335 31,019 9 
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Pages , 4 
April Aprit Jan.-April Jan.-April April 
th 1958 1957 1958 
Fe Comics Magazines 54.0 56.0 
oe American Comics Group ...... 7.0 7.0 28.0 28.0 2,646 51.3 478 2215 190.5 9,328 8,691 40,313 34,671 
’ tArchie Comic Group ........ — oe 13.0 13.5 40.0 37.0 129.5 12L5 7,000 6,475 22,662 21,262 
tHarvey Comics Group ....... — es 16.6 18.7 78.0 63.5 261.5 243.0 14,508 11,811 48,639 45,198 
National Comics Group: 69.5 66.0 243.5 233.5 12,649 12,012 44,317 42,497 
Blue Unit ............... 5.0 7.0 21.5 28.5 1,890 55.0 63.0 173.3 166.8 9,350 10,710 29,452 28,347 
EE Sitka dan cethie-s , 6.0 7.0 215 30.0 2,268 35.0 aa 113.0 oan 6,370 
er 18.0 21.0 100.6 118.7 6,804 7,938 37,863 44,929 ere 23.0 19.0 66.0 61.0 4,278 3,534 12,276 11,346 
+ Published bi-monthly; cumulative figures shown are for combined March-April issue. CE cde ckigeuaes canes 120.0 114.0 385.0 361.0 22,750 19,950 67,375 63,175 
French Swiss ........... 30.0 28.0 90.0 77.5 5,250 4,900 15,750 13,563 
Canadian National Weekend Newspapers (Rotogravure Linage) German... 20. ee essen me 6006 U8 Ue Le EG 68ST 
tla Patri German Swiss .......... 31.0 31.0 90.5 90.0 5,642 5,642 15,471 16,380 
it hagetaeidesas ae 67.9 69.2 224.3 234.4 61,128 69,236 201,838 234,362 - - 
th aa 80.5 72.5 273.5 262.0 14,651 13,195 4,777 47,684 
SCs Gnds 5 6uees 72.0 64.3 221.4 217.8 64,723 64,298 217,784 199,246 : 
Re 50.0 45.0 222.0 196.0 9,100 8,190 40,404 35,672 
Sacks oe beeaee 116.8 95.3 184.0 167.0 102,216 83,344 161,019 146,087 Italian 955 105.0 297.0 290.5 16 426 18'060 51.084 49.966 
Westend Gagusinn ........... 109 16 32 SIS WIN WD _ SB FP) ee ......... 35.0 380 1445 146.0 5880 6384 24,276 24,528 
WOON GIGMD 2c ccccccccccce 249.8 257.1 812.9 840.1 232,922 254,123 777,622 811,827 ee ea 54.0 47.0 196.5 167.0 9,828 8,554 35,763 Y 
+ Changed from a 1,000-line page to a 900-line page in January 1958. # Not included in totals as April linage Military Overseas 42.0 44.0 156.0 71.0 7,644 10,374 28,392 12,922 
was not available when this issue went to press. New Zealand ..... 25.0 24.5 123.0 115.0 4,550 4,459 22,386 20,930 
Norwegian ........ 40.0 41.5 124.0 118.5 6,800 7,055 21,080 20,145 
Canadian Portuguese ......... 74.5 78.5 273.0 264.0 13.057 18.737 47,775 46,200 
; South African ....... 77.0 76.0 302.5 322.0 13,78 ,604 54,147 57,638 
Canadian Home Journal ....... 38.5 38.0 123.5 135.3 26,160 808 83,978 2,013 Sins Gulati... 30.0 285 135 117.0 5.460 5.187 20.657 21.294 
Canadian Homes & Gardens ... 58.7 39.9 143.4 136.4 39,912 27,127 7,505 92,768 B.A gia Bal 
eth ceceschsceses 50.2 60.7 1321 157.9 34,154 41,254 89,808 107,370 WIE vances spainse 1,509.8 1,407.2 51989 47361 288897 268858 975,921 887,970 
PE teS tiene deeds ees 35.7 32.3 112.1 113.2 15,314 13,848 48,103 48,563 | § Because current month linage figures for several publications are not yet available this group is broken into an 
EE te cecasseaxeneeese 89.0 1140 276.8 331.4 60,490 77,530 188,201 225,321 | April section and a March section. 
Se fee yeas es 41.7 46.0 134.1 139.3 28,406 31,262 91, 94,740 . 
ay wt 5 200 10,258 57,011 53,417 March March Jan.-.Mar. Jan. Mar. ‘March March ~~ Mar. dan Mar. 
English Edition ........... 100.0 1115 313.3 293. . 5 A F —e — — . 
French Edition ........... 108.5 101.3 3335 2845 19,747 18,428 60,697 51,779 1958 = 1957, 19581957 1958 1957 1958 1957 
Revue Moderne .......... 29.1 26.2 78.9 87.8 20,018 17,796 53,650 59,674 | Foreign (March) 
Revue Populaire .... 23.2 18.3 60.9 70.2 Pe py oS one Life International: 
re 19.6 31.2 57.1 99.4 13,7 ‘ r , ; tien 
Saturday Night .... 53.9 31.8 109.6 75.0 22,646 13,369 46,039 31,558 _— — ees = = = =e pe = ——_ —— 
H#tTime-Canadian ........... 166.1 153.3 359.0 373.8 69,755 64,365 150,780 156,940 t Newsweek: 7 3 i . 4 ‘ 7 
TEED ecesicescccces 594.2 619.4 1,765.7 18489 292,432 297,978 852,825 944,576 Pacific Edition .. 66.2 69.2 174.9 170.2 27,804 29,064 73,445 71,484 
§ Effective Feb. 1, 1958, Samedi carries advertising in two of its four issues; two issues in April 1958; four issues in European Edition . 78.9 70.4 194.4 166.9 33,138 29,568 81,613 70,063 
April 1957. 2 Not included in totals; figures shown are for March issues as April figures were unavailable as this issue | Semana .......... 35.0 35.3 110.3 118.5 14,700 14,840 46,340 49,770 
went to press. ¢ Five issues in March 1958; four issues in March 1957. {Time International: 
Time-Atiantic 109.1 116.6 296.6 289.1 46,165 48,930 124,530 121,765 
SForeign (April) Time-Latin American 112.4 107.3 280.2 277.9 47,180 45,045 117,670 116,655 
wap 19.8 18.5 49.7 45.6 16,590 15,530 41,748 38,346 Time-Pacific ..... 83.7 88.2 = 224.7 222.4 35,105 37,030 94,325 93,380 
Popular Mechanics: Vision: 7 
Populaer Mekanik (Danish) .. 10.5 8.0 32.0 25.8 2.352 1,792 7,168 5,775 |{|Visao (Portuguese Edition) 117.7 = 120.5 301.3 270.3 49,420 50,610 126,560 113,540 
Mecanique Populaire (French) 31.7 26.0 1094 103.5 7,112 5,824 24,516 23,184 *Mexican Edition ........ 10.3 15.0 29.3 30.0 4,340 6,300 12,320 12,600 
Populare Mechanik (German) 6.2 21 22.0 6.0 1,400 476 4,939 1,362 *Spanish Edition .......... 64.4 69.3 169.1 159.1 27,055 29,120 71,015 66,815 
Mecanica Popular (Spanish) . 43.3 36.3 122.0 118.1 9,703 8,128 27,339 26,452 ee er 816.4 827.4 2,132.0 2,081.0 379,342 381,817 986,668 972,262 
: Popular Mekanik (Swedish) 10.0 10.5 35.0 37.3 2,240 2,352 7,840 8,363 t Three issues in March 1958; two issues in March 1957. t+ Five issues in March 1958; four isues in March 1957. 
eee Reader's Digest: ||| Became a weekly with the July 5, 1957 issue; four issues in March 1958; three issues in March 1957. * Two issues 
DE ccveuséwhoewsdanes 36.0 40.0 120.0 132.0 5,904 6,560 19,680 21,648 in March 1958; three issues in March 1957. 


Wood Joins Coy Agency 


Mr. Wood, who will supervise copy, |tion in Detroit. 


|production and merchandising de-|Weiiz Moves Office 

James F. Wood has been named |partments, previously was an ac- 
vp and creative director of Coy &|count executive with the Sidney | rector and designer, has moved his | 
Associates, Detroit, a new agency.|Bielfield public relations organiza-| office to 400 Madison Ave., New | 


Joseph Weitz, consultant art di- 


| York. 


(1) Snap it... see it! (2) Slip it into a mount, and (3) project it as big as you want. 
P .) ig as y' 


Polaroid Corporation Announces 


QUICK, EASY WAY TO MAKE SLIDES 


Now with a standard Polaroid Land Camera, you can make 
slides for Sales Meetings, and project them immediately. 


Polaroid Corporation has perfected a film 
eis which produces black-and-white slides right in 
a a regular Polaroid Land Camera. Just click 
the shutter and two minutes later you have a 
slide ready for projection. 


These on-the-spot slides can help you tell 
a picture story to everyone—prospects, exist- 
ing customers, the field selling force, manage- 
ment. A versatile Copymaker is available to 
make slides from any text, existing photo- 
graphs, charts, graphs or titles. Or, if you 
wish, you can take the camera into the field to 
photograph products, displays, and other 
material. 

Two sizes are available—2% x 2%, and 
3\4 x 4 for use in existing “lantern slide” 
projectors. 


a 


These slides cost about '4 as much as cons 
ventional slides. But the real saving is in the 
time and effort that it takes to put any 
picture on the screen. Send in this coupon 
for detailed information, plus booklet, “On 
Your Feet,” loaded with hints for your 
next speech. 


Polaroid Corporation 
Dept. A21 Cambridge 39, Mass. 
Please send me detailed information on the 
new Polaroid transparcocy system. 


'Branham Sets Up Two Awards 
to Mark 50th Anniversary 
Branham Co., newspaper, radio 
and tv station representative, has 
set up a John M. Branham memori- 
al scholarship award and a John 
Petrie memorial scholarship award 
in commemoration of its 50th an- 
niversary. Recipients must be ei- 
ther employes or children or grand- 
children of employes of a Branham 
| represented newspaper, radio or tv 
'station. Applicants will be judged 
by a Columbia University board, 
and winners will be announced on 
lor about Sept. 10, 1958. Winners 
|may use the scholarships at an 
|accredited college of their choos- 
|ing, in the fall of 1958. 
| The scholarships were named 
after the company’s late president, 
John M. Branham, who founded 
the company, and the late John 
Petrie, who succeeded Mr. Bran- 


ham as president in 1935 and later 
became chairman of the board. 


Financial Assn. Publishes 
2 New Reports on Bank Ads 


The Financial Public Relations 
Assn. has published two more re- 
ports by its research committee, 
and distributed copies to its mem- 
bers. The booklets are “A Study 
of Bank Advertising Accounting 
Methods” by Sam F. DiCara, direc- 
tor of the organization division of 
the National Assn. of Bank Audi- 
tors & Comptrollers, Chicago, and 
“The Value of Television as a 
Medium for Bank Advertising” by 
Granville S. Carrel, vp of the First 
National City Bank, New York. 

Copies of both reports may be 
purchased for $1 each from the 
Financial Public Relations Assn., 
231 S. LaSalle St., Chicago. 


the 


simplest 


way 


to gain a reputation 


for 


leadership, 


is to do the finest job 


in your field, 


and keep on doing it 


year after year 


and decade after decade. 


In photoengraving, 


as in advertising, 


there’s no short-cut 


to quality. 
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LETTERPRESS + 


GRAVURE 


COLLINS, MILLER & HUTCHINGS, INC. 
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ONE OF THE NATION'S RICHEST AREAS 


RESIDENTIAL AND INDUSTRIAL 
UNION COUNTY 


* 


COLOR TOO! Modern qual 
ity full 
day for ¢ 
scheduling. 


color 


CIRCULATION OVER 
53,000 


ETAIL GRO 


ompletely flexible 


ABC CITY ZONE — 254,526 


& 
NATIONALLY — E.B. 
- $8,206 per 


1957 FOOD 
1957 R 


family 


1,618,718 lines 


facilities every 


SALES — $173,559,000 
CERY LINAGE 


WEATHER 


= 


The Elizabeth Daily Journal 
Sells It Best! 


Journal has only one 
It is the newspaper 


Elizabeth Daily 
reason for being. 


i news 0! 
that publishes cvunty. Therefore 


ge enjoys a climate 
of interested local readers. 


Elizabeth Baily 


ELIZABETH, NEW JERSEY 


people of Union 
your sales messa 


= 


THE MAJ 


f and about the 


OR MEDIUM 


WING 
WEALTHY, a d Griffith Co 
- UNION COUNTY War Notional! 


Representatives 


Yohe Joins McKinney Agency 

Cleon Yohe has joined Harris D. 
McKinney Inc., Philadelphia, to 
supervise the agency’s media ac- 
tivities. He formerly was advertis- 
ing and sales promotion manager 
of Hotpoint Appliance Sales Co. 


Esterhai Heads USTA 

John Esterhai, counsel of Philco 
Corp., has been elected president 
of the U.S. Trademark Assn. He 
has been a vp for the past four 
years. Dorothy Fey was reelected 
secretary. 


Standard Oil Promotes Hardy 

Harry H. Hardy has been pro- 
moted to director of field services 
in the public relations department 
of Standard Oil Co. (Indiana). He 
has been manager of field services 
since 1955. 


Asch Moves New York Office 

A. Asch Inc., New York agency, 
will move its New York office to 
750 Third Ave., New York, on May 
9. 
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KTVH, pioneer TV in Kansas, gives YOU a rich Central Kansas market with an estimated $1,000,000,000 effective 
buying power...more than 290,000 TV families! And most important — ALL KANSAS FAMILIES, viewing TV | 


programed for Kansans. All selling is local—So are TV viewing habits.. AND only KTVH delivers 100% |Company, has moved its Philadel- 
Kansas coverage. 


WICHITA PLUS 14 OTHER IMPORTANT COMMUNITIES OF KANSAS ~~“ 


KTVH dominates the hub of this rich Central Kansas area — WICHITA, plus coverage over 14 other important | 
Kansas communities with 100% unduplicated CBS programing. To sell Kansas 


- buy KTVH! 


Howard 0. Peterson, General Manager e Represented Nationally by H-R Television, Inc. 


Advertising Age, April 21, 1958 


Gamut Will Handle 
Soft Sell for Junk— 
the Sea-Going Kind 


HEMPSTEAD, N. Y., April 15—Ray 
Henry is going into the junk busi- 
ness, and Gamut Inc., of Garden 
|City, has been named to handle 
|junk advertising and promotion. 

“If you have a flair for the un- 
usual and want to be differeni, this 
is for you,” says Ray. To be dif- 
\ferent this way will cost you from 
some $2,500 to $5,000—or more— 
depending what kind of junk you 
buy. 

Mr. Henry isn’t kidding. He’s 
planning to sell authentic Chinese 
junks—sailing vessels—and, he 
says, he isn’t concerned about the 
potential profit involved. 

“Advertising will be kept at a 
minimum to keep demand down,” 
he says. “This is just a toy, but of 
course it’s a natural feature story, 
so I guess we'll get some promo- 
tion that way.” 
| Mr. Henry operates Woodbridge 
Enterprises, maker and _ erector 
of prefabricated buildings—‘My 
main interest.” The idea for selling 
junks came from friends of Mr. 
Henry who live in Hong Kong. 


|}@ The junks are to go on public 
| display in a few weeks. Three al- 
ready on hand, transported from 
Hong Kong by freighter, will be 
anchored off Stamford, Conn.; 
Huntington, L. I., and in Taconic 
Bay, off Long Island. Later an- 
lother junk may be displayed off 
City Island, New York. 

| A brochure describing the ves- 
sels, prepared by Gamut, will be 
distributed to authorized dealers, 
but no other media will be used, 
according to Mr. Henry, “because 
we’re busy with other things and 
we don’t want excessive demand.” 

Mr. Henry says he gets more of a 
kick out of sailing his own junk 
than he does from operating his 
yacht, and he feels other boating 
enthusiasts will like junks, too. 

The Dragon, a 30’ job, will sell 
for $4,500 to $5,000. The Shark, a 
25’ craft, will be priced at about 
$3,500; the Surfmaster, at 23’, will 
retail at about $2,500. Larger— 
custom made—junks also will be 
available. 


@ The brochure describes the craft 
as “modified” to make it a “true 
pleasure” vessel. Each junk will 
have space for two outboard mo- 
tors. 

Furnishings and fittings in the 
junks are said to be Chinese made, 


jand with each purchase there will 


be included “an authentic Chinese 


m™ idol to keep away evil sea spirits.” 


Cozzens Joins TV Art 

Irwin K. Cozzens has joined TV 
Art Inc., St. Louis, to direct a new 
consulting service for users of au- 
dio-visuals in merchandising and 
sales promotion. He formerly was 
district manager of the daylighting 
products division of Owens-Illi- 
nois Glass Co., St. Louis. 


Abruzzi Moves Office 


Ray Abruzzi, advertising art 


phia office to the Philadelphia 


at “dy 


THE BRIGHT 
NEW APPROACH 
he TO CONSUMER 
ADVERTISING BY 


WHIRLPOOL & PILLSBURY 


IN THE MAY ISSUE 


OF HOUSEHOLD 
MAGAZINE 


, FRAN 


c A 
.—l or ee 

| 3 | 4 

TO SELL KANSAS --- BUY KIVH | 

“4 | ; 

| # 

| mn. Pp | 

r nn Fund Society Bldg. : 

= i ae 

KIWVH 5 | — 

Cha el | 

ee | 


Sain oa 


o 


{Ate my a vas No ie bee Aer meee ae, tf Te ct ea ae ea, - Se a Re IY eee ie oS. ¥ om) Sine Bee ad ims on 
fer : ee ieee Be ee eee ee a a : Pee its. “ a Pee i Lah ee + Seti) i 
: ‘ a % a re ae gle : see ite > | ie Mees 
yi ic eo . 5 x 1 fg pee ‘coup ie mamea vigieomn ec @ te ees. leet: agile 4 é ma Co ‘ ee yen gee pr ae a ies te Jae, Ta te 
giz q Te aie De ee oe 1 ee. : ore gs Meise Biden cg MOR a ree : ; ae aoe : fn Bc ae al a Lee ; by + pe ar ie a ee me 
ei as ce ee “ate ‘ ae ee ea sea ae gee Pe a bet ei oh f 1 ee Pepe ee og EE ge ey ie ee eee ON ets eg Si eager ee ee ea 
BN ir, ie am at aR 7 — ie ier urea ane =u a — a Ue pee ca i ae ro grice Li ae Pee a Lae ae Eee eee eee eee Sue ee Ae ee, © a le, | aN se ae 
ERS See aaa Mh Ree ta i: ee ee ae eg nl es ee eke eT ee a i See ie ee eae =e Eo oe ASF eee Mead eka Gute al Si a a pie Van Pa TM Ae DS a e Be ge eee Tol OM ao 
% Dr ae aba 2 eee pO See ee ee hee =. 5 lane RR TRH Sa ie Pee ce ee co ee. aaa ee as. ghia: ane Ghat ei uk aot ee aaa a oe ai ee My ee eB ae 
2 Ses. eee ee ae eee ee ie Si ae Se er oe |S, tang ae ee tie SO URE RS Rc aie WR i oR gine EN 
re ea a ‘ aes 
2 eee) e weg é a ee 7 : ps 
oe ey ai me kth Cis ees ne, : ‘ % Bear ate a «ees Lace . 4 $ é cee 
i: : - * * i as line Baa. “Tt oa Pe as * va? « a = dye ae ee 3 E ded 4 “= 
x ui, "ees le a a are She Oy z ra ea = 7 . ET ii alll re i . 4 a 
| 4 ieee : eth 'o: 3 Deseret ta a Bi isms 1 UN Be ss etre. Ha a : ma 
| nN a C rIOre | : 3 agains | | | | - 
& ™ “2 si ‘ eee 
; oi Se oe i erin ee : one ’ oe. sere i ae nee ead =~ oy 
(Re 28: a a RS MRE Ae Hin perme i se ag — a 
ia. Vay ~ aaa 3 Seige ori, lease sw hldntig inte eta: era aa ee 
ke 
i5 mete - ; ; Baie > 
a . - < erat hey 
apa heme mee ae 
: : 2 : ee j eee: 
; ‘ oe eee by: ks eee . ie 
Toy" oe! at oe ay ; 
Be a Se $ ey ih tent Ss ude ae do i et ‘ bald 
? ee ed a * $ pares : od ; peat: 
a oe a: ‘ Po 
fe ae sco Fig) eee ae ie es: : e ie ee . oan i Et 
ae eee Oa “ # wit ie ee Pe oo ag Ra “3 me 32 gear seaports) Pi , eal a Fy 
ian = es : re : eee ies a. el eee eS eS elie aie lene Aig 2 
? 5 & Hee ‘, ae ai te eR a Se Ae ere tia pote i t a 
t a A : Guia Bene ee na a as me x Raut. ad . =e = 
| oe 2 oe se eS : Sj a. ae arale < view . ey ee : $ hei 
sini Fe) Cee Pat erie eae gee Pris cee ea eta ih cee ; eed Petree ey ipa ie ee ea eR ot SS pa aa fees ‘ ee 
; nis ene Whee 2 sy ee ‘ 2S ee ee ee, cone Pear : 44 cone : ‘ Bate 
a i ae oS nt ee . LN fits ; : ; yee hae 
’ 9 a "4 : igh . 3 jikstate . 4 cette 
eal a ; . ary 
| : = , y fae RL aa oe igor 
H ; ES pee cn | eee Sia hls : ae ee 
| PS ae eey en nr nr eee, RAT Setar ee Mn a ane Sia Se be Bee ee Se ‘aul at 5 ae ane Pee 
| ‘ ae cae F wi 
es 3 
Bee : 
4 hy a > S 7 ; 2 é i ie : y" 5 a ee ie 1% 
ety eh ? ~ : i : Soya 
: Pie ie te a i ‘ P an 
pee gt. eee 7 Me ‘ ; wesw Etec 
pcs, 4 > eo. ae ge 9 ; ni hae 
| a> . te ers. “a ie pes 
| : a A eh ee ee chee * : ed = : : a 
ave SST EE Spe enh es ey Mle gt pia 
pet ee ee li Ree eR Og ee, ets : ; ; a ay ane a 
3 oe a Ree 6 sa bad ua? a ‘ EE feo ie : c r v : * Meee 
tag Bk “. i ee cit oy 8 ta ae a : ae ee Seth : pee 
i ee i Sees VO Se a ee ee lee Re A ty hg ; ee 
4 5 —e i ghee ae teers - Ue et acce erect} Ki a eee Ck Ces a. 
: Bs. | GPagies oF ‘ Re oe Ne cy Hae SM eee eet ag ren Get Be id 
oy eee ee * we ¥ # % UAE Bab pro meas = Tor ye Pe i. Mawes i es 
. * e — ere “amie § ¥ - iy Pa ek hes ae — nA mel el get lS og =i 7 a 
; 2 oR ey : ae : ert ee ee Br Manta e . : 6 ee om 
. - “a nf II Sos i z is ee Re we ae anaes oak ae Mt SS . : a oo ae 
os ¥ ie ae i tale eet i Mico : ve mee are Ors oo jeter ete eee ge Boe — 
- ; ‘ oe, Pes resten ae ae ¥ FS tia : ee iat Ce ee a ee me sc peta i 
. b ze at eo we ee : we oes ng ok ey. ; y ‘eaeatnentr a.) as 
7 Br ee % : = ee cs eo * ae ; Ue ae 
. a ae A th ao Pag 1s re en Be Ser ne. ee bate : 
i ie sige ee é Pag J te aay “ <i Bo, Sieg: a aS Py Sige i ‘ 
B. wi ae 6, 1 Pe — See =a —— ae tes ee = i! - taal hinge 
4 is mn, : pe 3 ; oe ot ie ») “i gy eee afie® 5 Pay 
; 5 ¢ <2 3 ris : ca y ie Por + ae Aa eee es ome 
1 s a ‘ ae ah eae ARE ee + ne ge i see Bees fe: : * ; ae. 
: ty +8 on es ‘ ot a Sateen ee Se eae See — 
2 if Eos er ae ; fa te py, Se Becere i, ne Flea = 3 ss Bas 
eye oles 4 tae Sd ‘i ‘ aa Se denas ei Me akese at ns a F ng a ae = “etal is 
= sath #4 : a 4 Bsa ma in ee Ee f hog a A “ae Pay on ji = . 
: Se Ah age Bh : +e pore Le ert: sb pS ae Pa oo . eS aes oF 4 ee i 
OE «a COs ss aa ae ee ares ie: af hie nee + we. 27 ot Ch. a ee ‘* e oe ce = = 
: ony F 3 oe ian! 3 oe 2 Se ae oe ee a - ; ee == : an : oid di - : ‘ 
* a iube ‘ Oy ei ig at yo oe e hk aa ar hee, ae a Loe, ee x : 8 4 bn : 
an ne rue = wag 2 leah RNC anne Wee . ms saga at - = " fae be ae. 7 
% NN ed I a a eel ei Sa se ‘s , ; Laas M i i. ‘ a) n ‘2 
. we % ¥ a Oe Se ee r i 2 mee — ae fs 7 oe ra We ‘oe - * ae Mg . * ‘e 
seh 3 Duy OP ae + & "The ~ ae eo - Ss ' Seiad Pe ae aa De ei ‘one Gee ie z pe Mi aI “§ 
: api th : * q ~ oad . peas a : “ ‘ 24 a f i ite Se os . eae, 3 sy 
" : ; aie a i one iyi . a sa . ; és is ee ee " Pa 
4 id . ra ae a Jos =; Sli a “ pete "% 
; L rr ete, Lee x e Seis a ee tg er ers Bey - a> " ; Cae 
j E z eee cays priate Yor re aire Bees ees. et eae pal i eee 4 F as 
Se at Shin re * ° i es, er eI ae ae as - ae ee m0 es j Pet 
“ : a Gel tei me Oe ee a ee i ee ee ee ea a oe Ey rt a tae 
Pye. x Gee. Neel “5 2 ee : ¢ Pee i ee ape hed « ia es 
= — Be! = ee 9 they ag eg a rc se Se 
is a - ~~ 2 oo oh ae ; agile : . Lt sags . aay Me NE ack pee onnedie zi Sue ah ae" Gate 
. —— — ; rt es a Steet ai AME nee at or Si oa pate Eee pee 
6 — ‘ee aes bs ae a Pett a ad mes ie ee ee eae j Wea baene 
B : “3 —— = ou; ; in er wo ns nn » ee SF eoietcraennac kag a2 Be a * eS ne .& ve ec. ae 3 bg 
‘a 2 ——_ OS ik i ee ge Peis a as ) Sate % nr ee : =a % Ag es a g at 
A ee ‘e — | a a ’ ao, Eee ‘f ee ie “ire Fao oe 3 has - : . ro Se 
BA a — Me la Mii ees! pees : ee eee eee ee te oe . a 
- am eer a oa Re ins a ae ieee we tyre. AES ae aa, "ee ae" oes 
5 aa P: E ua Ags “~ — i a tpt © ee ry NK igh ‘ ae 
é oe. ee : ea ? os a aaa r. Yao ee Ce 7 " ie 
: rere q ae i. : ? ae ane Lm A PS a aM me = ee : : Me Se Pe : 
oe 3 & 8 fies ae eee me Bin, ee a eee Nig Zz eat 
: oe nm = ye ak. " Bas ——— ae: _ 
: ~ . Rs in ™ = Re oe : ‘ : a 
‘ . ' ie eK a : ve 
zi . Es ae a al ease — ee : cacy be ee “a pa i A Pore es x ae Ay age: 
F .. eS oa os eae Pe ee hea ee i z ee ae eee Ge ere . Pr xs ee 
‘ . 2 & ae Be te 3 eer Ore Say a at. Sale The a if: Meee ae ; ‘oe ; ‘ies a2 ; sige 
* : = Ba ee cee ae, pauline ree a oath gS = a Mes ae. bs is ay." ae eee oe a. F 2h Pier 
sl : . yaees ace a ae 26" (ae an A ase a ae. a a Sarr oie ot ere ‘ - - i f 
e = en eBay s: - : ae here Se is ae, : aoe oe z me : whey 
: 4 se ey atin ee ‘ ee a ee seta : Poa Fa gears oa wae oe Pag eee aie’ ee eee 3 aug? cn : ae 
* r d ¢ : {hin aes he ot: 4 x se ai 8% te Shae ee Be, aa = é ae De i tae ar ae 
; . oa Bess i ee Bee sae = gh a eel ia ae iz Sees ee aA te ai ec oo 
: a a aoe tee : ae rere a ii 3 aera aieeaty: cab aa * : as oe ee: phat 
i ae ee ee eee et ees F a oo 4 eee i ig he ee sabes ee 
; . Ps ta hae * 7 eee Sei - t easy gover AG ae oe ee eee, ae 
& ei = 23 eo 7 "ez ES a. ie 4 oe - tar Se ae ke re i cal 
: — ee is te oe r: a le ae ae ate ; wu ee 
‘ a . q es. ~ gti. Riis eae or ie Sa yarn ine ad oes Peapeean . ee eae ade 8S Re, 
Se | cae A me i oes wee a Loot es ae cma iit ew eer st a oie 
q < =a my erty ie ee atl => eee fe ee Pe ee ape Pe tthe Oe 
Bis = = ae a wd 7 Sy gna A: am R ix tO a ee ee 4 
4 . Be + A ee 7 cers, Pes Re j rs Aas eerie etal Wem 58 aa 3 
| p er ee F “ OG a 3 . Ss _ i Be ik a oe a ie = ‘ - 
| = ae 2 eo a a — a an bio 
t . i <8 = " : ae ee a j = Sean tala : ’ 
' ; £ re ? oe — t = 
a3 4 — 
= s a “ =a : ’ 
¥, . 7 - 
: a J» 
iA a ders . - 
a : 7 F aie 
clip j = 9 a ik . 
; -_— 4 : ‘ : 
Be a sy . i 
is — 3 ee a ; Big ws 7 
7 - ip i ae 4 + ss . a: a ¥, 4 _ ‘oe 
4 4 he — i i - : o ee co fe wa 
‘ 4 i 2 - ‘ ie nee : Beg | a % er ae a - a = gS % eg ae Bk 
; : 4 ns 7 eater tbe j oe Z i at ee sea eS ae Sead “a . a ada Soe Ul 
ZS g ; ; eer Per ee Pane ue aa ee woe ae ae ie 4 - i 
_* * ee . wg ee gr * z= ane iy Cee ay Pe ee rae oe 2 ; ae p= a PP en: s er — 
Gee Ee oa a te oe =] - a e ae eS aa oe i ea ee 
‘i : : » ae a Ara is bs Nee : x _ = fo eee ‘ ace 
% f 4 = a a Aig Pe ie sae? Bis r i a cm j ei Pee a ‘8 — a ae 
eg . " aoe Pi “ oor " eo. , é — L 
a . = é. 3 ~ 2 ee . * ee is acl 
oe Ue aa ee ig . ee <ee 
ah ; 3 ae ee EE: ‘3 : va . a Fie — 
_ ee i fs hie ae S sd oe : i a 
_ ; é [ee ie : i. a : : ; eS ee ; 
ra ; cial yo yoeamanemed seas 2 5 a = oe = 
i - S i ae pemeclie < ea a: a2 me, ‘ : a 2 pee 
: aa e ee Pe ss : ee vite ; Fit sa we : ere ; ‘eects 
ee % oes ae be Se Coke so ‘ Hae es : : bis 
1 « 5 “ See Seo Peet J & se oe ety bie < a a 7 & ot ee Z : ? 5 eo 
fe. aes « ge ae Seer z ae 5% £ #3 : Pa es ; “4 : aa 
ut ie ars 7 ne “a ee ie “ Be a ae eS B a Pe E ie : P fe + Eal - e ns. = pen oh 
x bas oo Sam : vs es ‘ vee oe 24 < a ? ; “tie, Ve ‘tes he a oe ra 
Bap E 3. ier Ge A 4 i Revi, os] eee we 9 oa , Vxbe, ae F at hs ee be ies ei 
* Lies oe ae ae - Celia IE, AS 4 . Th, mas pee a oa 
; ’ : : gu ang ee ee a eee * < Bah : : ‘ 
- “ Bae ’ - eae ae : 4 je a E i" ‘ a ae <: 
i 4 7 oy ie ee oe s : _ es 
| — ea _o - f 4qdDDper 
‘ ‘ Pa bs = =s ‘ i a 
eo - s = a eee 
= ae . ~ * ; . “ “baled aoe z pe ae 
> ... fie rose i =e 2 . 
— } 3 , he. er 
_ Me ale Y " r 5 - ¥ € - 
: og te 2 m As tig é uh = ae k F 
ae E eae a ¢- t a r at ae oe an 2 S bie Jee a eee eats : 
a ee ‘~ < = - ice ities es : ar al + imme sig NO 9 eck agg eae. Sines ie 
ies heey oe 7 oa ie é saad sie: ; .) ms me ‘a patch wees = cd ce 
$ a. A es: te s A ie Fin. ; f 2 f Satie E 
are ght soak ats eect es Ws tic art ir — = es a Eo. ao jy See “a Ra 
oo : 0 saa as ee Bs a dr as ee Bers = yack tye a if ieee a : oo fe ee ey eas — ee eee ae ae gene 
TT Oe tee i wah ey Ny A E amr ticket noe as. r i kak gee os eee ee eae oes | Ba - sg adores Bae yn een ete Ami MEAN eon re iets gles ease: po ere oo Se Pe ie ac ES; see aaa ee joe Saunt 
7. es ee : oH See ee eee ae ean eee ae ee gr za. | ae : aan ee ae ie ee es Se ee ee ee: Pee 


Lesa, Be 


66 


H-R Names Friedman in 
S.F., Bradley, Eason in Chicago 
Joseph M. Friedman, formerly 
administrative sales manager of 
KPIX, San Francisco, has been ap- 
pointed to the San Francisco sales 
staff of H-R Television. Mr. Fried- 
man succeeds John T. Bradley, who 


£00000006000000000000004 
Sts a Mans World! 


That’s What Advertisers Reach in 


he Sporting News 


National Baseball Weekly —St. Louis, Mo. 
280,000 Copies Weekly 
With 98% Male Readership 
Largest Newsstand Sale of Any Sports Weekly 
Published Weekly Since 1886—70 Continuous Yeors 
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|; was promoted to midwestern sales) Frozen Goodies 


manager of the tv station repre- 
sentative, with offices in Chicago. 
Frank Eason, formerly with 
WLS, Chicago, has been named 
midwestern sales manager for ra- 
dio at H-R Representatives. Both 
the Chicago positions are new, “re- 
\flecting the expansion of H-R’s 
midwestern operation.” 


_MGM-TV Appoints Bower 
Jack Bower, former motion pic- 
{ture consultant for W. J. German 


sales and service representative 
|for the commercial and industrial 
film division of MGM-TV, New 
York, television film producer and 
|distributor. Mr. Bower replaces 
|Dick Brand, who resigned. 


of Wifely Talents 


made by Idle Wild Farm Inc. 
A frozen foods buyer for a major 
New York chain—a man whose 
May Cause Atrophy girth indicated his dedication to 
duty—was observed sitting down 
‘to a sampling consisting, in the 
New York, April 15—A frozen/| following order, of: 
foods menu that taxed many an} Manhattan clam chowder (Mrs. 
alimentary canal highlighted the|Paul’s Kitchens); blintzes with 
fourth annual new products lunch-|sour cream and potato pancakes 
eon conducted today by the East- | with apple sauce (Milady Food 
ern Frosted Foods Assn. |Products Inc.); turkey sticks 
More than 300 guests, represent- | (Downyflake Foods Inc.); beef in 
ing the trade and the press, were|red wine sauce (Seabrook Farms 


, |treated to their choice of 45 dif-|Co.); party pizza (Roman Products 
|Inc., has been appointed eastern | 


ferent prepared frozen food items|Corp.); a second pizza (Original 
produced by about 30 manufactur-|Crispy Pizza Crust Co.); coconut 
ers and ranging from a noodle|custard pie (Campbell-Swanson 
pudding casserole made by Mrs. Sales Co.); Chilean langostino meat 
Kornberg’s Food Prods. Corp. to| (Continental Seafoods Inc.); hors 
boneless Rock Cornish game hen/d’oeuvres (Holfra Co.), and veal 
with wild rice and cognac sauce, | cutiet Parmigiana (V. La Rosa & 


Markets change. So does marketing. To sell effectively, 
an advertiser and his sales vehicle must have flexibility. 


TV GUIDE’s got it. So do the 1007 advertisers who 
“buy” TV GUIDE. They turn to TV GUIDE to take 
advantage of changing market situations, and do so 


effectively thanks to 50 regional editions sold singly 


or in combination to 


fit sectional selling. 


What makes this flexibility even more attractive to 
advertisers is TV GUIDE’s heavy per copy readership 
(five times per day per person), and low ($2) cost per thousand. 


Investigate TV GUIDE. It’s worth looking into. 


Advertising Age, April 21, 1958 


Sons). 

He passed up servings of Cornish 
hen, deviled crabs and hamburger 
patties with a casual, “No thanks, 
I've already had some.” 


s The luncheon was the biggest 
sampling exhibit of its kind ever 
held, according to E. W. Williams, 
publisher of Quick Frozen Foods 
and program chairman. 

According to the association, 
“Sales of prepared frozen foods, 
meals, main courses, desserts and 
nationality dishes are running 10% 
to 20% ahead of last year; no 
curb—but possible lack of grocery 
store freezer cabinet space—can 
slow down this ‘boomlet’ in the 
nation’s $80 billion dollar busi- 
ness.” 

Mr. Williams went on to say, 
“Prepared frozen foods which are 
ready to ‘heat and eat’ are being 
mass produced today by both large 
and small companies, but they are 
a different class of foods than any- 
thing that has hit the market so 
far. 

“They are different because they 
are custom cooked foods prepared 
by expert chefs, according to spe- 
cial recipes, but they are still pro- 
duced in great volume at low 
prices. This is a feat which has 
never before been accomplished in 
the food business.” 


s Last year, he continued, more 
than 400,000,000 pot pies were pro- 
duced; better than 80,000,000 com- 
plete dinners and more than 85,- 
000,000 fruit pies were turned out, 
as well as some 200 different 
types of entrees, casserole dishes, 
meat, fish and poultry items, na- 
tionality dishes, etc. 

The fond hope of the frozen food 
men is that within the next ten 
years many of the kitchen’s “slav- 
ing accoutrements, such as pots, 
pans and cooking ingredients, will 
become antiquated.” The master of 
the household may have different 
sentiments, but the frozen food 
makers will have really arrived, 
they say, when “the housewife of 
the future will ask her husband, 
‘What shall I reheat tonight?’ in- 
stead of, ‘What shall I cook?’” # 


Garfield Names Goebel; 
Names Exec Committee 

Garfield Advertising, San Fran- 
cisco, has appointed Richard E. 
Goebel an ac- 
count supervisor 
and a member of 
its new executive 
management 
committee. Mr. 
Goebel formerly 
was southwestern 
manager and a 
member of the 
national plans 
board of Arthur 
Meyerhoff & Co., 
Chicago. He also 
has headed his own agency in 
Phoenix and San Francisco. 

Garfield’s new management 
committee also will include Sid- 
ney Garfield, president; Alan Con- 
ner, exec vp; W. C. Anderson, vp, 
and Dex Briggs, vp and art direc- 
tor. The agency in June will move 
to new offices at Sansome and 
Broadway. 


Richard Goebel 


Black Moves Office 

A. S. Black & Co., Houston agen- 
cy, has moved to larger quarters 
at 1705 W. Gray Ave. 


Everett 
does 
it! 


See page 140 
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NATA Elects Prechter 

George W. Prechter Jr., presi- 
dent of Transportation Advertisers 
Inc., New Orleans, has been elected 
president of the National Assn. of 
Transportation Advertising, New 
York. Other officers elected include 


tation Advertising Co., Detroit, vp; 
N. Gist Lamdin Jr., vp, Nation 
Wide Bus Advertising, New York, 
treasurer, and Philip J. Everest, 
vp, Transportation Displays, New 
York, secretary. 


re c 


HAND LETTERING 12345 Desig 


Joseph E. Wellman, vp, Transpor- Department Store Sales an 


WASHINGTON, April 17—Depart- 
ment store sales in the U.S. tum- 
bled during the week ending April 
12, running 16% behind the similar 
week of 1957, the Federal Reserve 
Board reported today. 

Part of this lag, according to the 
board, is due to the fact that last 


isales broke down as follows: 


Sales Lag 16% in April 12 Week | 


and San Francisco, 6%. 

A detailed breakdown of these 
sales will not be available until 
next week. For the two weeks prior 


% Change from ‘57’ 
Week Ending 


Your industrial customers are on a searching spree 
today. They're looking for better ways to improve 
product performance . . 
make their products more salable, seeking better 
tools and equipment to offset rising production costs. 
“Getting Your Product Seen and Sold, Now” 

a new booklet just off the press . . . tells exactly how 


to put your products across in today’s selling climate. 


. hunting for new ways to 


A [ PENTON | Publication, Penton Blidg., Cleveland 13, Ohio 


Write today for your free copy of “Getting Your 
Product SEEN and SOLD Now’! 


NOW OVER 80,000 COPIES (Total Distribution) IN OVER 43,800 INDUSTRIAL PLANTS 


Here’s why: 
When you put your product story in a vehicle that meets 
these information needs . 


Result: no other magazine delivers such intensive readership 
tia A produces such fast returns on a low-cost investment. 


| 2QUIPMENT 
V/LIGEST 


.. you have a headstart in your 
campaign for new orders. This new booklet details how and 
why NEW EQUIPMENT DIGEST is the one magazine that 
gets your product seen and sold in today’s economy. 


- Federal Reserve Mar. Apr. 
year Easter fell later than this year.) pistrict, Area, and City 29 5 
For this reason, the board says that | UNITED STATES .......... ae +11 
an allowance of 6% should be made Bo*ten District ....... +12 «+11 
A " Metropolitan Areas 
in comparing sales. Reston 413 412 
Downtown Boston + 8 + 1 
s For the four weeks ending April Suburban Boston + ~ +38 
12 sales were 2% behind the pre- oo ane = er 
vious year as were year-to-date ton... $10 433 
sales. City 
All 12 FRB districts reported a a oe one cu re 
losses for the week: Boston, 25% ; Metrepeliten Asees 
New York, 19%; Philadelphia, (a r+ 4 $25 
|25%; Cleveland, 21%; Richmond, New York-N.E. 
17%; Atlanta, 14%; Chicago, 17%; New Jersey ........ +1300 (4-17 
\St. Louis, 16%; Minneapolis, 10%;| NEWS wenn Pe ae 
a bya pols, o> New York ..... +5 + 8 
{Kansas City, 10%; Dallas, 10%, Rochester r+ 3 +23 
new booklet... 
NEW ORDERS, NOW! 


& 


BPA 


Syracuse . a + 1 +18 
Philadelphia District + 2 +1 
Metropolitan Areas 
Wilmington —2 +15 
OUTED. denen r+ 4 + 5 
Lancaster ........ r+ 447 
Philadelphia a | + 7 
Reading .. . +8 +19 
Seranton  ...ccccccorss +25 +33 
Wilkes-Barre—Hazleton .. + 9 424 
Cleveland District —2 + 9 
Metropolitan Areas 
Lexington 4+ 7 +20 
Akron —4 +9 
Canton ...... 0 +20 
Cincinnati .. 3 $22 
Cleveland . vial + 1 4-13 
Downtown Cleveland 2 + 5 
Columbus - 6 4-18 
Springfield . +23 +30 
Youngstown . —24 + 1 
Erie .... -_—4 +16 
Pittsburgh ‘ —a ol 0 
Wheeling-Steubenville .. — 8 +16 
Richmond District ............... r4+ 2 +14 
Metropolitan Areas 
Washington ner r+ 4 +19 
Downtown Washington r+ 1 +14 
ND idinmcimninnion OO +15 
Downtown Baltimore ... r+ 2 +3 
I ii icrertitiniennetsrnces —7 +5 
Atlanta District ................ —3 F418 
Metropolitan Areas 
Birmingham _............. a | +3 
Mobile . teaipessidiieininn. ae +18 
Jacksonville ... ; -_ —3 ° 
0 es r— 6 4-15 
Downtown Miami ..... r—l1 + 8 
GE easiittsnisncantpenennsiccmeanecamnens r—1 +9 
Augusta ........ Se +1 
New Orleans ........ men ae ® 4-15 
Knoxville ........ - +2 ° 
City 
a - +16 +9 
Chicago District ................ — 3 +2 
Metropolitan Areas 
ee —1 +11 
Indianapolis —10 +3 
Detroit 2 —7 —16 
Grand Rapids ..... an aoe 9 
Milwaukee ee +8 
St. Louis District .... —1 + 6 
Metropolitan Areas 
Little Rock ieeniinen + 6 +11 
Louisville ........ : 4+ 2 4-14 
St. Louis ........... 0 +4 
Memphis ......... an — 2 + 9 
Minneapolis . +1 #423 
Metropolitan Areas 
Mpls.-St. Paul . +1 +24 
Mpls. and Suburbs . + 4-22 
St. Paul . , = +29 
Cities 
Duluth-Superior oe - 6 
Kansas City District ... r+ 6 +20 
Metropolitan Areas 
Denver —2 +31 
Topeka +11 +20 
Wichita + 2 + 8 
Kansas City + 2 +16 
St. Joseph +11 4-29 
Albuquerque 4-18 +14 
Oklahoma City +2 +8 
Tulsa ..... : +14 +40 
City 
Joplin + 8 +21 
Dallas District ; — 3 +18 
Metropolitan Areas 
Dallas 8 +30 
El Paso nepeveteeniones 6 + 28 
oe + 2 +20 
Houston 2.0.0.0... wes ~~ —4 +10 
San Antonio ........ —<1 + 20 
San Francisco District ......... — 2 0 
Metropolitan Areas 
Los Angeles-Long Beach — 3 + 7 
Downtown Los Angeles —14 +13 
Westside Los Angeles ... — 2 —3 
Sacramento - +19 32 
San Diego . —5 3 
San Francisco-Oakland . 4 2 +10 
San Francisco City ........ + 1 10 
INES - sentuncsbinnintininenn — 9 —1 
Portland : + 6 48 
Salt Lake City —4 11 
Seattle 5 9 
Spokane 5 3 
Tacoma 6 7 
r—Revised. *Data not available 
During March and April changes from 


a year ago reflect in part the fact that 
last year Easter was on April 21 while 
this year it was on April 6. For this rea- 
son it is estimated that in comparison 
with last year an allowance should be 
made for an increase in sales of about 6 
per cent for the month of March as a 
whole and a corresponding decrease for 
the month of April. These allowances ap- 
ply to the figures for the United States 


Seiden Joins Gravenson 

Arthur Seiden, formerly a free 
lance designer, has joined Ted 
Gravenson Inc., New York agency, 
as consultant art director. 


SEE 
THE BRIGHT 
NEW APPROACH 
TO CONSUMER 
ADVERTISING BY 


WHIRLPOOL & PILLSBURY 


IN THE MAY ISSUE 


OF HOUSEHOLD 
MAGAZINE 
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Simmonds Changes Name 

The name of Illinois Simmonds 
& Simmonds, Chicago, has been 
changed to Tobias, O’Neil & Gallay. 
The change was made to give rec- 
ognition to the principals; Phil W. | 
Tobias Jr. has been president and | 
Harry O’Neil, vp, since the agency 
was founded in 1954. S. J. Gallay, | 


\a New York advertising executive, 


The agency has opened a New 
York office at 67 W. 44th St. 


Ted Workman Names Two VPs 

Emerson H. Mook, account ex- 
ecutive, and Evans W. Wyatt, also 
an account executive, have been 
named vps of Ted Workman Ad- 


who recently joined the agency, is| vertising, Dallas. 


| 


There’s a powerful lot of growing going on in 


LU BBOC KK es 


Projected population growth, 1950-1960: UP 88x 
Projected income growth, 1950-1960; WP 147x 


SM, Nov. 10, 1957 


Only the Lubbock AVALANCHE-JOURNAL 
Sells the Lubbock market! CIRCULATION OVER 63,000 


SEE YOUR NEAREST TEXAS DAILY PRESS LEAGUE OFFICE 


of network executives compelled to 
testify before numerous Washing- 
|ton committees were described by 


lof the Ohio Assn. of Broadcasters. 


|peared in formal hearings 15 dif-| 


Nets Are Probed 
Because They're 


Successful: Salant 


Cut U. S. Activity by 
PR at Home, CBS VP 
Tells Ohio Broadcasters 


CLEVELAND, April 15—The woes 


Dargusch Wagner 


OHIO ELECTS—New officers of the 


Richard S. Salant, vp of CBS, in a 
talk before the spring convention 


His talk was titled “ “Where Did, 


You Go?’ ‘Washington.’ ‘What Did|ferent times as witnesses before 
You Do?’ ‘Nothing’.” 


|nine different federal investigating 
“Between May, 1954, and March, | groups,” he said. “And the end is 

1958, eight CBS officers have ap- | not in sight.” 

“Where have we failed?” he 


Young, vibrantly alive and loaded—with everything it takes to knock 
life for a loop!—To buy a house, buy a car, have a baby—have a ball 
That's really LIVING! 


For young homemakers, LIVING is like that today—and more... It's 
the promise and the fulfillment. The dream come true... 


It’s true. Today's young couples have the incomes, the yens, the press- 
ing needs—they just need the know-how; and LIVING provides that. 


LIVING provides the thrilling ideas, what to buy—where, and for how 
much. It’s down to earth. It’s heaven, too... 


It's heaven for advertisers because young homemakers are today’s 


LYUY UN © 


T.0.P.% market— They buy more, because they need more. They’re in 
the “must buy” years. That's why, today, they’re buying more houses, 
more furniture, food and appliances than all the other people in this 
country put together. 


...Meet the market that needs no coaxing. 


* T.0.P. means Time of Purchase... greatest when: 


2. Families are expanding 
3. Families are moving 


rf 7 
| ! 
; 1. New families are being formed 
| | 
| | 
LIVING's readers are in these stages. 

J 


FOR YOUNG HOMEMAKERS 


575 MADISON AVENUE, NEW YORK 22, N.Y. 
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Land Rogers 
Ohio Assn. of Broadcasters were 


elected at the spring convention in Cleveland last week. President is 

Jay E. Wagner, WLEC, Sandusky. Others elected were Allan Land, 

WHIZ-TV, Zanesville, vp for television; Tom Rogers, WCIT, New- 
ark, vp for radio; and Carlton Dargusch Jr., secretary-treasurer. 


asked, referring to the frequency 
of probes of the networks. “We 
haven’t failed; the trouble is we’ve 
succeeded. Washington doesn’t 
normally investigate failures; it in- 
vestigates successes.” 

He said some of the difficulties 
arise because “we haven’t yet 
found how to tell our story, or 
even what our story really is. I 
suspect that’s one of our chief dif- 
ficulties. 


es “We emphasize all our good 
deeds—and there are many of them 
—in the fields of information, re- 
ligion and education. We get so 
carried along with this defense that 
when we do get around to the real 
backbone of broadcasting—enter- 
tainment—we say it in a whisper 
if we say it at all. We act as if we 
are ashamed of it. And we rarely 
seem prepared to admit out loud 
that ours is a business which de- 
pends on revenues from advertisers 
for survival. 

“I’m not suggesting that we turn 
our backs on our functions in the 
non-entertainment fields,” he said. 
“But I do suggest that there may 
be some merit in redefining our 
functions in our own minds so that 
all of us can make it clear that our 
system of free competitive enter- 
prise in broadcasting means just 
that—free competition for audience 
and advertisers.” 


s As a final suggestion, Mr. Sal- 
ant said: “If our Washington prob- 
lems are ever to be solved, it won’t 
be the networks in New York that 
do it. It has to be done by each of 
you as individual broadcasters, as 
human beings. It has to be done by 
you in your own communities, on 
a personal basis—with your fellow 
business leaders, with your fellow 
opinion leaders, and with your own 
legislature.” = 


Wiegand Appoints McLean 

T. A. McLean, formerly assistant 
to the director of advertising and 
sales promotion, has been appoint- 
ed advertising and sales promotion 
|manager of Edwin L. Wiegand 
Co., Pittsburgh manufacturer of 
Chromalox electric heating equip- 
ment. He succeeds George Sowash, 
who has resigned to establish a 
direct mail creative service. 


Blair-TV Appointed 

Blair-TV, New York, has been 
appointed to represent WHNC-TV, 
New Haven, Conn. Katz Agency 
|formerly was the station’s repre- 
| sentative. 


Donald 
does 
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See page 140 
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Reckitt & Colman (Canada) treal, will continue to handle the;in the Los Angeles area for 12) . 
Shuftles Agency Lineup leompeny’s Colman’s & Keen’s| years, is a past president of we Copy Rules Apply to Industrial Ads 
Reckitt & Colman (Canada) Ltd |Blues; Reckitt’s Blue; Brasso, |Los Angeles chapter of the Nation- 
, |Silvo, Zebra & Sultana stove pol- | 


Montreal, has appointed Young & al Industrial Advertisers Assn. T B ° T ll NI A A S . 
ishes; Brook’ d foods 
ee Too, Brickman Tells ession 


Rubicam Ltd., Montreal, to handle 
its French’s prepared mustard, |Haloid Inc. Changes Name 
sauces, spices, extracts and other | | Haloid Co., Rochester, N. Y., 
food products plus its Dettol anti- Johnson Joins Kellogg Co. manufacturer of Xerox photo- trade papers, she added. marketing concept in agencies has 
septic, Steradent denture cleaner | Edward S. Kellogg Co., Los An-| graphic equipment, has changed In a discussion about the in-|led to the inclusion of more agen- 
and Nuggent shoe polishes. McKim | geles agency, has appointed Ed-|its name to Haloid Xerox Inc. to|creasing number of people having|cy departments in media discus- 
Advertising, Montreal, previously | ward Johnson to head its industrial|increase the association between/a voice in media selection, John | sions. 
handled these products. | department. Mr. Johnson, who has|the company name and its chief Klatt, executive director and me-| At the same time, he pointed 
McConnell, Eastman & Co., Mon- | been active in industrial marketing | trade name. dia consultant of Media/scope,|out, the same concept has re- 
sulted in media departments hav- 
- , —— — ' ee ees - ing a greater voice in the basic 
AY ee es Pee : aA campaign planning and in other 
| |areas outside its immediate prov- 
| | ince. 


(Continued from Page 3) \said the growing acceptance of a 


F é s Some of the discussion in the 
; " research seminar centered on cor- 
| porate images, and Harry Sturla, 
| market research manager of Jo- 
| seph T. Ryerson & Son, steel fab- 
|ricator, made the point that com- 
panies have to worry about their 
industry’s image as well as their 
own corporate image. 

He explained that a_ recent 
study of the Ryerson image 
throughout the country reflected 
a generally favorable picture in 
most parts of the country, but that 
in the Philadelphia area the com- 
pany image was markedly less fa- 
vorable than elsewhere. Further 
examination revealed, Mr. Sturla 
said, that the whole steel indus- 
try was not very highly thought 
of in the Philadelphia area at that 
time, and the prestige of its indi- 
vidual companies suffered.in pro- 
portion. 


A.C. ALLYN AND COMPANY 


I ORPORATED 


INVESTMENT Srovnrries 


ey Office of the Chairman 198 South La Salle Street 
SS Chicago a.m 


a oe aa 


= |s Meanwhile, in the sales promo- 
tion seminar, Stuart Standish, 
consultant with E. F. MacDonald 
& Co., specialist in sales meeting 
and sales contest management, 
said that the best kind of sales 
contest is one in which salesmen 
are rewarded, not for sales vol- 
ume alone, but for carrying on 
activity that creates more sales— 
more calls, more letters, more pro- 
: | posals, etc. 


December 2, 1957 
~ 
Mr. Jules Herbuveaux, Vice President 
National Broadcasting Company 


Merchandise Mart Plaza 
Chicago, Illinois 


. SS 


My dear Jules: 


Recently we made a decision 
to ; 
to certain cities whaee te tien extend our radio advertising 


branch offices and thi 
was based on our success in us 8 decision 
over the past two years. ing your radio station WMAQ 


s The Chicago chapter of NIAA 
has not yet decided which way it 
will go on the controversial ques- 
ltion of converting NIAA into the 
International Society for Indus- 
trial Marketing (AA, April 14). 
A special evening meeting is 
slated for April 21 when the chap- 
ter membership will hear an ex- 
}|planation of the ISIM plan by 
| |Robert C. Myers, marketing di- 
}|rector of U. S. Steel Corp., who 
| |headed the NIAA group recom- 
mending the change. The mem- 
me bership will have a chance to ask 
questions about the plan. At a 
later date they will be asked to 
vote on the idea. Their vote will 
guide the Chicago chapter’s vote 
at NIAA’s national meeting in 
St. Louis June 3, according to 


cperetttttt tt ee ono 
A. C. Allyn \ ff \ a 
tp 


The inquiries developed on our daily five-minute 


and Stock Market 


On October 1, 1957, we 
other midwestern cities, 
radio will be our principal 


expanded with the same format to seven 


For the past year and again 
in 195 
advertising vehicle. Ps > 


te Kt 


es 6 Ee Very truly yours, 


Colburn Names Kreer & Co. 
John Colburn Associates, Chi- 
cago producer of commercial films 
and slides, has appointed Henry B. 
Kreer & Co., Chicago, to handle its 
advertising and sales promotion. 
The company recently changed its 
= mame from Colburn Film Services 
a7 ; mae «Inc. and elected John E. Colburn 
J president. Henry Ushijima was 
elected vp and executive producer. 


THE BRIGHT 
N NEW APPROACH 


TO CONSUMER 
ADVERTISING BY 


« a |} WHIRLPOOL & PILLSBURY 
F | ah 2 IN THE MAY ISSUE 


OF HOUSEHOLD 
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Martin Lyons Wood 


NO RECESSION HERE—Talking over business prospects (“Only 7,500 
Americans can get a new Jaguar this year,” says current copy) at 


the International Automobile Show in New York are Sir William 
Lyons, chairman of Jaguar Cars Ltd., Coventry, England, Everett 


T. Martin, vp in charge of Jaguar advertising and public relations 
in the U.S., and the ubiquitous Cunningham & Walsh man, Walter 


Wood, Jaguar account executive. 


— 


Libhart Newton Menne 


WINNER— Bill Libhart, Sawyer-Ferguson-Walker Co., won the annual 
Dutch Bannister memorial trophy at an outing of the Southern Cal- 
ifornia Advertising Golfers’ Assn. Shown here with him are Bill 
Menne, Menne Co., and Jim Newton, Hearst Advertising Service, 
president and secretary respectively of the SCAGA. 


ee ee - —* 


Advertising Age, April 21, 1958 


't).% 


iy . 


Gurney 


Nelson 

ARTISTS AND FATHERS—Top winners at Cunningham & 
Walsh’s eighth annual Children’s Art Show pose 
with their fathers and paintings: Eric Gurney, free 
lance artist for C&W, holds “Turquoise, My Cat,” 
painted by his absent daughter, Lassie, who won 


4\" 
—_— - 
te bf 
ds _— 
Chips Chips 
a prize for the fifth consecutive year; Mary Nelson 
displays “Vase with Two Oranges,” beside her father, 
Joe Nelson, vp and account supervisor; while Art 


Director Ervin Chips and daughter Lori pose with 
Lori’s abstract interpretation of “Indians.” 


Nelson 


BEER WITH KNACK—Jacob Ruppert, New York brewer, has adopted as 
its advertising theme for 1958 “Knick Has the Knack.” The slogan 
will be featured in about 250 outdoor displays in the New York met- 
ropolitan area, in newspapers and on point of sale material, in addi- 


Ce ON 
we SMH; 


" 


fis 


tion to tv commercials. Compton Advertising is the agency. 


NO FAT HERE—Ainy Reyes of Brook- 
lyn serves as No-Cal hostess at New 
York exhibit celebrating Carib- 
bean-American Friendship Week. 
Kirsch Beverages, maker of No- 
Cal, “is expanding its franchise 
into Latin American countries. 


«lief y 
Fait 


Wilkey Claggett 


Carlson 


HAUTE COUTURE—A panel of Chicago advertising and 
broadcasting experts will comment on the chemise, 
sack dress, trapeze and other fashions April 25, when 
the Junior Women’s Advertising Club of Chicago 


Williams 


Swanson 

presents its Fashionaire, spring fashion show. 
Among the models will be Norine Swanson, Modern 
Hospital Publishing Co.; Alex Williams, Buchen Co., 
and Scott Carlson, Methodist Publishing Co. 


ONWARD & UPWARD—Mrs. Thelma Lison, retiring head of the home 
economics department at Gardner Advertising Co., St. Louis, passes 
the badge of office to Sara Wilkey as Charles E. Claggett, agency 
president, ties on the new director’s apron. Mrs. Lison started the 
department at Gardner in 1932—five years after joining the agency. 
Miss Wilkey has been Mrs. Lison’s assistant since February, 1956. 
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THE 


LANDING 


STRIP 


as seen by 
JOHN BURGOYNE 


Experience is many things to many 
people. To the beginner seeking em- 
ployment it is a word with an un- 
pleasant hiss. To the employer it is 
something he pays to develop, or 
prefers to buy in prepared form, 
with either crew-cut or flare lift. 


Disagreement about its value is one 
of the things that keeps employment 
agencies going. 


HAP ANY 8 
EU ERIEMCE So 


Experience of an organization is 
another consideration. In the case of 
the Burgoyne organization the list of 
clients and their advertising agencies 
served is both lengthy and impres- 
sive. Because experience in this or- 
ganization is a guidepost rather than 
a hitching post the list continues to 
grow and expand, as does the quality 
of service rendered. 


x * * 


Specifically, experience in the drug 
field may be a factor where your 
considerations of sales research are 
concerned. Burgoyne’s organization 
has studied sales of toothpastes, hand 
creams, sanitary napkins, cold rem- 
edies, soaps, laxatives, antacids, ad- 
hesive bandages, deodorants, baby 
oils, first aid ointments, home per- 
manents, hair tonics and shampoos 
... to name some products studied. 


x * *& 


Burgoyne has studied sales of prod- 
ucts for fast-acting headache relief, 
too. But he doesn’t give you a fast- 
acting headache by promising the 
sun and delivering a flashlight. He 
delivers exactly what he says he will 
deliver! 


e 2: 2 


Sales facts are gathered with thor- 
oughness and accuracy from perma- 
nent panels of drug stores in two 
dozen representative test markets 
from coast to coast . . . by experi- 
enced field research people living in 
those markets. Clients get true sales 
facts about their products faster .. . 
and they pay only for research—not 
for getting organized to do research! 
Because these markets offered by 
Burgoyne run the gamut of existing 
conditions, national advertisers can 
safely project from the sales facts 
presented. 


x * * 


If your experience with research 
leaves something to be desired... 
why not grab your telephone and 
give Burgoyne 
Do it... NOW 


a ring? Why wait? 


Nielsen Network TV 
Two Weeks Ending March 22, 1958 


Copyright by A. C. Nielsen Co. 


Nielsen Total Audience“ 
TOTAL HOMES REACHED 

Homes 

Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..............00c0000000. 19,125 

2 Tales of Wells Fargo (American Tobacco, Buick, NBC) .......0...0000000000.. 16,703 

3 Perry Como Show (Several sponsors, NBC) ..........ccccc00ece0eee 16,023 

4 nD TRIE TIT, TED hecenccicntnscccctiincessocerecnssenseneccevectnstbobentbi 15,938 

5 Danny Thomas Show (General Foods, CBS) .o..............ccccccccccseeeeeeeee 15,725 

6 I've Got A Secret (R. J. Reynolds, CBS) ............c0cccccsscsssseressesessserenes 15,640 

7 Wagon Train (Drackett, Edsel, Lewis Howe, NBC) ....0..00000000000.... 15,555 

aq Have Gun, Will Travel (Whitehall, Lever, CBS) 0.000.000.0000... 15,513 

9 Ed Sullivan Show (Mercury, Eastman Kodak, CBS) ..........0..000000... 15,088 

10 Restless Gun (Warner-Lambert, NBC) .o.........ccccccccccccccceeccescerseneeeeees 14,790 


PROGRAM POPULARITY? 


Rank Program 


1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ................ 46.0 
2 Tales of Wells Fargo (American Tobacco, Buick, NBC) ... 40.4 
3 Cheyenne (General Electric, ABC) oo........cccccccccceecesseeeenes 39.8 
4 Perry Como Show (Several sponsors, NBC) ..........0.cccccceeeeeeccceeceseeees 38.9 
5 Wagon Train (Drackett, Edsel, Lewis Howe, NBC) 200........0..0.0506ccecees 38.2 
6 Have Gun, Will Travel (Whitehall, Lever, CBS) ................ 37.7 
7 Danny Thomas Show (General Foods, CBS) ....................... ; 37.6 
8 I've Got A Secret (R. J. Reynolds, CBS) 0.0.0... 37.2 
9 Restless Gun (Warner-Lambert, NBC) ..........ccccccccccsccsssesecsceeeeenveee 36.5 
10 Ed Sullivan Show (Mercury, Eastman Kodak, CBS) ............ 36.0 
Nielsen Average Audience** 
Homes 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ...... 18,615 
2 Tales of Wells Fargo (American Tobacco, Buick, NBC) ..... 15,768 
3 Have Gun, Will Travel (Whitehall, Lever, CBS) ................. 14,960 
4 Danny Thomas Show (General Foods, CBS) ....................... 14,918 
5 Fee ee A SRUIUE GEE, Bi, TI, GD even sccnccnesscesccnsseseessenesnsttonosessoneevones 14,578 
6 Restless Gun (Warner-Lambert, NBC) .....00.....0......6ccccccceeee eis Sad 13,940 
7 Wyatt Earp (General Mills, Procter & Gamble, ABC) 200.00..........0.cccceees 13,898 
8 Pe I I I, II UII 22s. ssc cisespadpepnnesonsonnisnnassosenainahebevenad 13,345 
9 GE Theater (General Electric, CBS) 
10 Cheyenne (General Electric, ABC) 
PROGRAM POPULARITY * 
Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .2...........0cccccccccseseseeeseneeees 44.8 
2 Tales of Wells Fargo (American Tobacco, Buick, NBC) oo... cece 38.1 
3 Have Gun, Will Travel (Whitehall, Lever, CBS) .............0.0.c.ccccccccccerecceteenees 36.4 
4 Danny Thomas Show (General Foods, CBS) ..........cccccccccccsccssesseeeesseenseeeseeeeeee 35.7 
5 I've Got A Secret (R. J. Reynolds, CBS) ‘ 
6 pene Garte CIVPOPRIOIE, DET) sescrcnscacsceccctccscccccssccnsscscncncoscectesconerconese 34.4 
7 Wyatt Earp (General Mills, Procter & Gamble, ABC) ........0.00.0..ccccceescctseeeeeee 33.8 
8 Cs CURRIE TI IIR aceite cenccscrnoscdcsonnesercceneenscensscoestnecsinssive Siena . 326 
9 en IE IIE oss sen bnctsadibtiaensbennssabuneisceunebueies 32.5 
10 ee Ie I I CED piricentsconencitcenscecsassnsanepsebivesnstasndsreineoesons 32.0 


* Homes reached by all or any part of program except for homes viewing only one to 
five minutes. 
** Homes reached during average minute of the program. 

Tt Percented ratings based on ty homes within reach of station facilities and by each 
program. 


MANUFACTURERS OF BATTERY AD-X2 
ADDITIVE SEEK ONE NATIONAL 


DISTRIBUTOR 
to take over all sales rights in 48 states 


Hawaii and possessions overseas 


A $500,000.00 a year income potential to start 
. « » backed by manufacturer-sponsored salesman 
and distributor recruiting program 


This is a unique offer to a man or organization with $75,000 in realizable 
assets who is Interested in taking over an exclusive national distributorship 
for BATTERY AD-X2 Additive. Investment secured by inventory. Divided 
interests and lack of sales knowledge cause us to want to divest ourselves of 
all sales responsibility in reference to our product. Our National Distributor 
will select his own channels of distribution, write his own advertising, and 
make all his own policy decisions. However, we will participate financially 
in an initial salesman and sub-distributor recruiting program according to 
a plan to be revealed to qualified applicants. 


This is an opportunity to make a half million dollars in profits based on 
a “new industry” which is just now in its ——-, A sound and well 
financed promoter can now capitalize on the feverish public interest in 
battery additives. BATTERY AD-.X2 is the only proven additive on the mar- 
ket today . .. preven before the Federal Government in 109 sessions 
of hearings in eleven states and thirteen cities from Boston, Massachusetts 
to Oakland, California. Conclusions: “That Mr. Ritchie’s advertising is 
= ta and that his product does just exactly what his advertising 
claims.” 


BATTERY AD-X2 CAUSES AUTO AND INDUSTRIAL BATTERIES TO 
LAST TWO TO THREE TIMES LONGER THAN NORMAL, saving 50 per- 
cent and more on annual battery costs. BATTERY AD-X2 treated batteries 
use less water and have larger capacities for much greater time than 
batteries not treated with AD-X2. GIVES OLD BATTERIES NEW LIFE .. . 
NEW BATTERIES LONGER LIFE. It is an easy-to-use powder which is 
poured in a battery like sugar into coffee. 


BATTERY AD-X2 retails for $3.00 per treatment. BATTERY AD-X2 is 
internationally known and accepted. Battery AD-X2 is an ethical product 
which can be sold for a lifetime—not an “in-and-out” gimmick. 


We have carried Product Insurance for over ten years with the same 
company. We have no other connect Beware of imitations. 


If qualified and interested, write Jess M. Ritchie, President 


PIONEERS, INC., Dept. AAS 1026-16th Street, N.W. 
2411 Grove Street, Oakland 12, Calif. Washington 6, D.C. 
Phone: noaks 3-6044 Phone: MEtropolitan 8-6400 


or 


ur 


Advertising Age, April 21, 1958 


Trendex TV Ratings 
April 1-7, 1958 


Rank Program Rating” 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .................cccccccccccenesceeeesnes 34.9 
2 Restless Gun (Warner-Lambert, NBC) . 33.4 
3 Perry Como Show (Several sponsors, N&C) 27.8 
7 Bob Hope (Plymouth, Johnson Motors, NBC) 2.00 ooccccccceceeeeeene 28.8 
5 RE ee ee ee er Ae Ee 28.0 
) Price Is Right (Speidel, RCA, NBC)... r 27.5 
7 Tales of Wells Fargo (American Tobacco, Buick, NBC) ............. 27.4 
8 I’ve Got A Secret (R. J. Reynolds, CBS) ...........ccccccccecesesesssesneessesenees i 258 
9 What's My Line (Helene Curtis, Florida Citrus, CBS) oo... 253 
10 Wyatt Earp (Procter & Gamble, General Mills, ABC) ............. : 248 
* Ratings are based on one “live” broadcast during the week of April 1-7, 1958. 

Glenn Launches Tabutrex |Mohr & Eicoff, Chicago, handles 


Glenn Chemical Co., Chicago, is | the account. 

spending $180,000 this year in a 

radio, tv, magazine and newspaper | Monett to Lykke Wilkin 
campaign introducing Tabutrex, an Negley Monett has been named 
ingredient for insect repellent for- account executive of Lykke Wilkin 
mulations. The drive, being aimed & Associates, San Francisco, and 
at dairy farmers, urges use of | will work on the Shipstad & John- 
repellents containing Tabutrex for | son Ice Follies account and several 
the greater contentment of—and industrial shows. He formerly was 
milk production by—their cows. editor of Pacific Factory. 


AN OPEN MARKET 
BECKONS 


Me BE Sweden is not only 
a country with one of the lowest 


customs tariffs—its people 
are also notably receptive 
to new products and ideas 


® Maybe we could help you take advantage of these favorable 
factors. Two of our executives who are visiting the United States 
will be glad to discuss the possibilities with you. 


GUNNAR JOOS 
head of the S. Sweden branch, 
located in Malmé, will be in 
New York May 15 - June 15, 
visiting also Chicago, San 
Francisco and Los Angeles. 


7. 

AKE EVANS 
head of the Stockholm office, 
will be available April 20-24 
at Clark Hotel, Los Angeles; 
April 26-29 at Sir Francis 


Drake, San Francisco; May 
3-6 at Palmer House, Chicago 
and May 10-18 at Hotel Com- 
modore, New York. 


|® Giinther & Biick* is a leading Swedish advertising agency, 
which among its clients can already count some large American 


advertisers in the consumer-goods field. We will be glad to place 


_at your disposal our experience in advertising all types of prod- 


ucts in Sweden. 


Call or wr. us at any of the addresses given. Every effort wil] 
be made to arrange a meeting where it is convenient for you. 


i 


GUNTHER & BACK AB 


Advertising and Marketing in Sweden 


Guill by leh 


" hov, Stockholm—Cable: Adveragency, Stockholm 


*Pronounced Ginter & Beck 
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Kaus Joins Wexton McIntyre Moves Office 

Tyler Kaus, formerly with Mc- O. E. McIntyre Inc., direct mail 
Call's, has joined the copy staff of |\company, has moved its office to 
Wexton Co., New York. \375 Park Ave., New York. 


MONTREAL 


Canada's Largest Urban Market 


Number of Families 


460,111 


(Post Office Census 1958) 


In this two-language city, The Montreal Star has 
powerful, near-saturation coverage of the English 
speaking population. 

Write for Market Data 


Che Montreal Star 


Represented nationally by O'Mara and Ormsbee Inc. 


Sets Largest Ad Campaign 
Thos. D. Richardson Co., Phil- 

adelphia, a division of Beatrice 

Foods Co., has scheduled the larg- 


jest single merchandising and pro- 


motion campaign in its 60-year his- 
tory for this spring for its entire 
line of pulled cream mints and 
candies. From April 30 through 
June, its mints and candies will 


“Breakfast Club” (ABC Radio). A 


“How to Give Parties with a Per- 
sonality,” will be offered on the 
program. Trade publications, dis- 
plays and point of purchase aids 
will also be used. Chew, Harvey 
& Thomas, Philadelphia, is the 
jagency. 


‘Brieted’ Adds Sponsor 
“Briefed,” a digest of business 
ideas published by Brief Publica- 
tions Inc., New York, has added 
the Miami News as its newest 
sponsor. The newspaper will dis- 


in the Miami area. 


be advertised on Don McNeill’s | 


specially prepared 48-page book, | 


tribute the magazine to executives 


Leo Fletcher, 61, 


President of Gage 
Publishing Co., Dies 


New York, April 15—Leo C. 
Fletcher, 61, president and treas- 
urer of Gage Publishing Co., pub- 
lisher of Electrical Manufacturing, 
died April 12 of a heart ailment 
at New York Hospital. 

Born in Utica, N.Y., Mr. Fletcher 
started his career in 1915 with Na- 
tional Electrical Contractors Assn. 
and became editor and manager 
|of its official publication, Nation- 
jal Electrical Contractor. During 
|World War I he served with the 
|Army, and in 1919 he joined Gage 
'Publishing as assistant advertising 
|manager. He served as advertising 


manager from 1922 to 1931; as vP, | 


|secretary and a director of the 
|company from 1931 to 1941 and 
ho elected president in 1941. 
Mr. Fletcher was one of the 
founders of both Controlled Cir- 
culation Audit, now Business Pub- 


oe A gate-fold insert can add a lot of extra 
interest to any booklet or catalog. But 
getting a gate-fold to work right isn’t 
always an open and shut case. 


Your experienced printer, lithographer 
or silk screen representative can help 
you plan a gate-fold successfully. He’s 
seen plenty of difficult folds. He’s 
solved plenty of difficult problems. He 
can save you time and money in many 


ways. That’s why it’s so important to 
talk with him before you start work on 


any job. 


You'll like working closely with your 
printer, lithographer or silk screener. We 
know because we've done it for years 
in bringing printers the quality papers 
they need to serve you best — the most 
complete line in the world! The Mead 


Corporation, Dayton 2, Ohio. 


2 


F 
“(> 
e 


Sales Offices: Mead Papers, Inc., 118 West First Street, Dayton 2, Ohio * New York + Chicago + Boston + Philadelphia + Atlanta 
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lications Audit, and National Busi- 
ness Publications. During the 1930s 
he served as a director and treas- 
urer of CCA, and during the early 
1950s he was vp and a member of 
the executive committee of NBP. 
He also was a former director and 
treasurer of the Garden City Coun- 
try Club and a member of the New 
| York Athletic Club. 


O. A. Keyser, Adman 
for 54 Years, Dies 
at 76 in Car Crash 


| Dayton, April 15—O. A. (Oak) 
Keyser, 76, recently retired ac- 
count executive and media director 
of Parker Advertising Co., was 
|killed in an automobile accident 
|near Renfro Valley, Ky., April 7. 
Mr. Keyser began a colorful 54- 
| year career in advertising in 1903 
at the Dover Mfg. Co., Dover, O., 
where he worked his way up to the 
post of advertising manager. He 
was next associated with N. K. 
Fairbanks Co., Chicago, as sales 
|promotion and publicity specialist 
on Gold Dust. He also was sales 
promotion manager at Hygienic 
Products Co., Canton, O., maker of 
Sani-F lush. 

In 1927 Mr. Keyser joined Geyer 
Advertising in Dayton, where he 
was a copywriter for 13 years. Af- 
ter several years with Standard 
Register Co. he joined Parker Ad- 
vertising in 1944. He was a charter 
member of both the Dayton Ad- 
vertising Club and Miami Valley 
Industrial Marketers. 


WILLIAM ROSENTHAL 

New York, April 15—William 
Rosenthal, 76, president and chair- 
man of Maiden Form Brassiere Co., 
died April 12 of a heart attack at 
his home in Bayville, N.Y. 

Coming to the U.S. from Russia 
in 1900, Mr. Rosenthal was in the 
wholesale dress business for many 
years and operated a dressmaking 
plant here before starting in the 
brassiere business with his wife 
Ida in 1922. The company is now 
one of the largest manufacturers 
in its field. It has 4,000 employes 
and operates plants in New York, 
New Jersey, West Virginia, Illinois. 
California, Puerto Rico, Trinidad, 
England and Canada. It is also a 
leading advertiser in its field. 

A sculptor by avocation, Mr. 
Rosenthal’s works are on perma- 
nent exhibit at the Marcus Military 
Library in Israel and at the Jewish 
Museum here. He established a 
fellowship in Judaica and Hebraica 
at New York University and re- 
cently was honored by the univer- 
sity for his support of its Jewish 
Cultural Foundation. He was ac- 
tive in many philanthropic and 
business organizations and was one 
of the founders of the Albert Ein- 
stein college of medicine at Yeshiva 
University. 


WILLIAM D. POE 

RALEIGH, N.C., April 15—Will-am 
D. Poe, editor of Progressive Farm- 
er’s Carolinas-Delaware-Virginia- 
Maryland edition, died of a heart 
attack April 1 while on an airplane 
trip. Mr. Poe had been on the edi- 
torial staff of Progressive Farmer 
since 1942, and was a director of 
the publication. He was the son of 
Dr. Clarence S. Poe, board chair- 
man of the farm magazine. 


Kraft Promotes Three 

Kraft Foods Co., Chicdgo, has 
promoted three to product sales 
promotion managers. George 
Mitchell, a member of the general 
sales promotion staff, becomes 
product sales promotion manager 
for confections and special prod- 
ucts. William Kruse, who has 
supervised Kraft grocery trade 
publication advertising, becomes 
product sales promotion manager 
for cheese products. Robert Prenz- 
no, with the sales promotion staff, 
becomes product sales promotion 
manager for institutional and in- 
| dustrial products. 
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‘Sharpshooting’ Concept of Ads in 
Marketing Is Told at ABP Session 


Business Paper Men 
Hear Panelists Analyze 
Modern Marketing Scene 


New York, April 15—“The 
extent that non-food products are 
handled by supermarkets’ will 
depend on how well a manufac- 
turer can pre-sell his product to 
fit the pattern of self-service 
merchandising in food chains. 
That means national advertising 
on a big scale...” 

“Advertising today needs less 
gimmicks and more recognition 
that there are basic differences 
in people. It calls for more sharp- 
shooting with specific ideas for 
particular groups and less shot 
gun blasts of mass appeal ~ 


s These are some of the things 
said yesterday by panelists at a 
seminar on changing patterns in 
marketing and merchandising 
sponsored by Associated Business 
Publications. The pane] session 
preceded a luncheon at which 
advertising awards in seven divi- 
sions were given for outstanding 
advertising in merchandising pub- 
lications during 1957 (AA, April 
14). 

In the panel discussion, Ralph 
Head, vp and marketing director, 
Batten, Barton, Durstine & Os- 
born, emphasized that advertising 
agencies must do more planning 
and research with and for clients 
today if advertising campaigns to 
pre-sell consumers are to be effec- 
tive. 

“It is more vital than ever 
Mr. Head said, “to make sure 
that customers are getting what 
they want, when they want it 
and where they want it.” There 
has been too much _ hidebound 
thinking in the past about chan- 


” 
, 


New ‘Magazine’ to 
Offer $7 in Coupons, 


‘No Entertainment’ 


(Continued from Page 2) 
hints, beauty and baby care. We 
believe intelligent advertisers will 
realize the most effective job for 
their products can be done with 
the personal or family service 
type article. 

“It is because the advertiser 
knows best how to treat his own 
product, its taboos and special 
emphasis, that the ‘editorial’ is 
allowed to fall into his province. 
However, we will be glad to sup- 
ply editorial material and ideas, 
and we shall retain the final de- 
cision on the ‘editorial’ content.” 

The magazine will be delivered 
directly to a supermarket’s cen- 
tral warehouse by the printer. 


s Consumers will be furnished en- 
velopes inserted in each magazine 
for mailing coupons to the clear- 
ing house. The stores will not 
have to handle them. Proof of 


purchase, however, will have to | 


be attached to each coupon. It is 
estimated that each magazine will 
contain at least $7.40 worth of 


| with 


coupons. When the consumer 
turns them in she will receive a 
check for the amount sent in. 

Roy Ald, a former editor of 
Fawcett Publications and a pub- 
lisher of reference books, is pres-| 
ident and publisher of Coupon| 
Magazine, which has an office in 
the Belmont-Plaza Hotel. Asso- 
ciated with him are Stanley Ack- 
er, an attorney and accountant; 
Henry Wertheimer, sales manag- 
er, Schwab Latex Co.; Alfred 
Wertheimer, an artist and com- 
mercial photographer, and Lor- 


nels of distribution, he said. 
“There should be more concern 
the consumer than with 
traditional outlets. Most people,” 
he said, “don’t care particularly 


where they buy a product. They | 


are interested in convenience, 
product and price. That’s why the 
discount house has become a 
major factor in modern retailing. 
That’s also why pre-selling the 
consumer by advertising and 
helping him to make up his mind 
in advance of shopping has become 
so vital in modern merchandising.” 


# Myer B. Marcus, exec vp, Food 
Fair Stores, said the development 
of supermarkets was based on a 
preconceived idea of more efficient 
and economical merchandising. 
The development of supermarkets, 
he said, “was a simplification of 
distribution which brought to the 
customer more for less.” 

On the sale of non-food items 
in food chains, Mr. Marcus said 
“The extent that non-food prod- 
ucts are handled by supermar- 
kets will depend on how well a 
manufacturer can pre-sell his 
product to fit the pattern of self- 
service merchandising in food 
chains. That means advertising on 


a big scale by manufacturers able | 


to adapt their products to super- 
market mass selling methods.” 


® Franklin Bell, marketing con- 


sultant, George Fry & Associates, | 


stressed that since the advent of 
tv, 


and instruct. “But,” he = said, 
“advertising needs less gimmicks 
and more recognition that there 
are basic differences in people. It 


‘calls for more sharpshooting with 


specific ideas for particular groups 
and less shot gun blasts of mass 


appeal.” # 


associate. In addition, Mr. Ald 
said, a group of manufacturers in 
the women’s apparel field are 
stockholders in the venture. 


es Mr. Ald said five manufactur- 
ers have signed contracts for the 


advertising has been called} 
upon more than ever to entertain | 


FATBER KELLER 


Parents As 
Teachers 


One commaenity in 
Long lelaod bas come 
vp with s pew wer to 

D solve the short 
eee of teachers. Sixty 
College-train ed pe- 
rents of Pisinedge L. 


to teach one limited WORTH 
desis. 


Ove individus! etert 
ed the whole idea, de 
veloped it, aod serves 


ee ivetructor io giviog and 1 paper innerseal 


NESCAFE jars. 
priceipal in the Piaio 
edge Elementary 


' 
The idea came to | 
| 
i 


stitute was evailable 
to replace be absent 
teecher. Furtbermore 
she found that thee iF AL. 
7° only five carti T 
substitutes for 
the 4,800 pupils iv 
the district's ive 
seboole. | cerry 
This novel approsch j 
may prove practical 
ie more weve than 
one. It will belp bob 
to relleve the teacher 
shortage and to give 


WITH THIS DE LUXE 


NESCAFE 


COFFEE MAKER 


$6.95 
YOURS FOR ONLY $2.50 : 


large «ze (6 oz.) or 3 innerseals 
from the small size (2 ounce) 


ENJOY PIPING = 
HOT COFFEE —<""“ 


} 
X aay 
4 Lae 


—-. ‘en — 


from the . . 
oe. A Nescate exclusive... 


parents & unique op 
portunity tosre 2am 


close range the 
workings of t247r 
They 


To Accomodate Uur 


Advertizer 
to belp tee . 
mp eives of 
into the! The wousual sizes of the columns 
on this poge tcdev are io order to 
sccommodate the advertizement 
for Instant Coffee warmer epich 
Facts) pveare bereon. We earnestly hope} 
. jthat this ad will get results for 
w bite this client as all ade which appear! 
d inter-|ia our columns resily do. When re-| 
pb eiripiving to the ad, se» you sew it 
ob) Tne Wert End News, 
Pe | 


| 


| Try thie with left = as | 
over cooked cereal:|_ A F® soFnicg asked os! 
peck while werm into] 7>¥ we did not cerry more informe | 
a clean lost pen, cool) “°° about tne cmtidish prenk which 
thoroughly; remove| 7° pulled off io the Legisiature 
frem pan, slice ond by the Usity Group. This group 
peo try. bee eo discredited itvel'in the 


eyes of the thinking pec cle of this 
community, itis feit it would be 
like bitting @ man when he's ai-! 
ready on the canves, 


Indivoa became the 
19th stete.to center 
the Usios. 


a non-fitting ad by rejuggling its 
ing the action 
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Aanounciag To The Public The Services Of 


: Bhe St. Croix Construction Coporation 


{A Bonded Corporation) 

m vlan to Repsir — Remodel — or Modernize your 

t bulidiny see us — or plan to build we will erect 
Be your home or buildiog of avy kind on contract. 
traction Guaranteed To Meet Government Specilacations 
oniset Our Buliders:— 
Mr. Peter Jackson - Mr. Ezekiel King 
Or get in touch with 

MR. J. L. STEVENS — St. Croix Leandry Company 

King Street No. 12 C'sted Tel. 308 


Card Of Thanks 
+ 


—— 

'maioland do hereby express 

| thet deepest gratitude and 

j 2ooreciation for all tokens of 
ki tor 

All members oi the Urgent feotae 7 , aaa = 

temily io St. Croix and on the} husband, father & grandfather 


‘ACCOMMODATING’—A Virgin Islands newspaper solved the problem of 


columns to fit—carefully explain- 
to its readers. 


"weeks. 

The coupon clearing house to 
| be used, he said, has not been de- 
cided on, but he indicated the 
A. C. Nielsen Co. facility as a like- 
ly possibility. 

“Coupon Magazine,” he pointed 
out, “is not a magazine in the 
sense that Family Circle, Wom- 


| 


|publications are. It will not be 
|purchased for entertainment. Pri- 
|marily, it is intended as a shop- 
per’s aid—an accessory she will 
|pick up in the store, at the point 


lan’s Day and other supermarket! 


the housewife.” 

Mr. Ald said that Kable Printing 
Co., which prints Family Circle, 
| will print the new magazine; the 
same quality of paper and four- 
color printing will be used for 
Coupon Magazine, he said. # 


Sylvania Promotes Canning 
James F. Canning has been 
named sales promotion manager of 
Sylvania Lighting Products divi- 
sion of Sylvania Electric Products 
Inc., Salem, Mass. He has been a 
member of the division’s advertis- 


September issue, but he declined | Of purchase—and save $7 or more | ing and sales promotion depart- 


to name them at this time. So 
far, he said, six supermarket 
chains have agreed to try out the 
new idea. Although he refused to 
name them, he said as soon as he 
had all of his contracts lined up 
he would be glad to release the 


names. He emphasized that soli-| 


citations of contracts have been 
in progress for only about two 


' when she shops. 


|s “Actually, Coupon Magazine is 
|intended to be a coupon shopping 
|list. In that sense, it is more of 
|a merchandising tool than a publi- 
cation. That is why we will accept 
advertising of known 
jonly, to establish the magazine as 
|a valuable shopping accessory for 


ARB Network TV Ratings 
Week of March 1-7, 1958 


Copyright by American Research Bureau 
PROGRAM POPULARITY 


Rank Program Rating* 
1 Gunsmoke (Liggett & Myers, Sperry-.Rand, CBS) ................. 49.8 
2 Perry Como Show (Several sponsors, NBC) ............... r i 42.1 
3 Bob Hope (Plymouth, Johnson Motors, NBC) .......... 41.2 
4 ieee CI, ED cictetusinhiahsiitiannniaanniibinemnsinnenentiiien 40.0 
5 I've Got A Secret (R. J. Reynolds, CBS) ..........ccccccccseeenenes ss cosatiinneneistabehinind 39.8 
6 Restless Gun (Warner-Lambert, NBC) 39.5 
7 Peien te Right (Gpoidel, REA, PBC). .....cccrccrccccscccrscccccssccsseccecsesocsecsesrecsecosesscees 38.4 
8 Have Gun, Will Travel (Whitehall, Lever, CBS) .......... Fs! ee a 37.8 

Tales of Wells Fargo (American Tobacco, Buick, NBC) ............. 37.8 

10 Danny Thomas (General Foods, CBS) ...........:cccccssecseereseenenes 37.2 

TOTAL VIEWERS REACHED 

Rank Program (000)** 

1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .......cccccceceeeeeeeee 52,100 
Perry Como Show (Several sponsors, NBC) ......... iigpetaldaubttinntnbeencatennin 47,360 

3 Bob Hope (Plymouth, Johnson Motors, NBC) ........... 41,240 
4 Have Gun, Will Travel (Whitehall, Lever, CBS) ....... ; 38,710 
5 Cpattens Garp CUPICRCIIOIE, FEIGD cicecenintccsccctsencetsoszecnsseseesccscosscesserssesee 37,920 
6 Tales of Wells Fargo (American Tobacco, Buick, NBC) o............60.cccccsee 37,580 
7 a ee ee 
8 Danny Thomas (General Foods, CBS) ...........cccsessssssesensenssenseneecerseresennee 


9 I've Got A Secret (R. J. Reynolds, CBS) 


10 Steve Allen (Several sponsors, NBC) 


* Percentage of homes reached in markets where show appeared. 
raine Gratz, a writer and editorial | ** Total number of persons viewing program. 


brands | 


ment since 1955. 


| Ritchie Changes Name 

Stone Container Corp., W. C. 
| Ritchie division, is the new desig- 
jnation for the Chicago package- 
j|making operation which has been 
| known as W. C. Ritchie & Co., sub- 


| 


|sidiary of Stone Container Corp. 


‘Live Stock’ Rates Up 

National Live Stock Producer 
has announced increased rates, ef- 
fective with the August, 1958, is- 
|sue. Single line cost is up from 
$2.25 to $2.50. Page cost goes from 
$1,638 to $1,820. 


JAMES H. CARMINE, formerly presi- 
dent of Philco Corp., has been 
named special consultant in sales, 
advertising, merchandising and 
marketing of Fram Corp., Provi- 
dence, R.I., maker of automotive 


and industrial filters. 
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Ciba Quiz Hints 


Exclusivity to Be 
Agency Criterion 


(Continued from Page 3) 
William Douglas McAdams, where 
he was exec vp and account super- 
visor on Ciba (AA, March 3). 
| While McAdams handles all Ciba 
advertising, Sudler & Hennessey 
produces “Medical News” for the 
company. This is a_ bi-weekly 
newspaper mailed to doctors. It 
was started in September, 1956. 


® Doherty, Clifford is regarded 
widely as a leading contender be- 
cause of its proprietary drug ex- 
perience. Ciba is becoming an ac- 
tive consumer advertiser this year 
for the first time, through its pro- 
motion of Antivy, a poison ivy 
remedy (AA, March 24). 

Ciba, subsidiary of the 74-year- 
old Swiss company, Ciba Ltd., has 
marketed in this country since 
1920. It built its factory here in 
1936. Its main product lines today 
are hypertension drugs and tran- 
quilizers. It has one of the leading 
tranquilizers in Serpasil. It is also 
an important producer of hor- 
mones, antihistamines and nasal 
congestion treatments. 

The following is the complete 
Ciba questionnaire: 


1. Under which type of owner- 
ship does your agency operate: 
(A) private proprietorship, (B) 
partnership, (C) corporation? 
(Please give details for clarifica- 
tion.) 


2. What were the billings of your 
agency last year? 


3. Please list the companies for 
/whom you do work and the prod- 
ucts you handle for each. 


4. In which five product areas 
have you had the most experience 
and consider yourself particularly 
well qualified to handle? (For ex- 
ample: antibiotics, antihistamines, 
sedatives, etc.) 


5. In which of these product 
areas (Question 4 above) would 
you be willing to handle our prod- 
uct or products exclusively? 


6. What special facilities does 
your agency offer? 


7. Please give the number of 
fulltime personnel you employ and 
the type of work they do. 


8. Who would be responsible for 
servicing our account? 


9. What other people would work 
on our account, and what would 
they do? 


10. How do you determine the 
cost of your agency’s service to 
your clients? 


11. Explain in detail the basis 
on which your agency would han- 
dle our account. (Please give an 
explanation of your charges for 
space, art, production, engravings, 
etc.) 


12. Please submit six samples of 
recent advertisements you have 
prepared, showing various copy 
and art techniques developed by 
your agency. 


13. What marketing services can 
you provide? + 


Executive Names Berns 


Roland (Ron) Berns has been 
appointed vp of Executive Adver- 
tising, new Chicago agency. Mr. 
Berns was formerly vp of Allan 
David Advertising Agency, Chi- 
cago. 


Stackhouse to Cole & Weber 

Lloyd Stackhouse, formerly a vp 
in the Seattle office of Bozell & 
| Jacobs, has been appointed direc- 
tor of the public relations depart- 


| ment of Cole & Weber, Seattle. 
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Misleading Layout 
Techniques in Ads 


|among the most annoying types of 
|advertising, says A. B. Johnston, 
vp of Chicago Better Business Bu- 
reau. 
Cited by BBB “The advertisement shown here,” 
he says, “demonstrates the urge on 
Cuicaco, April 15—Misleading | the part of the advertiser to create 
layout techniques—which associate | the illusion he is giving a big value 
special features or price with an/for little money. 
illustrated model which does not! “Contrary to what anyone would 


sell at the associated price—are | have a right to believe, the Hot- 
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One low cost — estimates free 
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NEW YORK: 100 SIXTH AVENUE, NEW YORK 13, N.Y. WOrth 6.27 
=a BOSTON: 566 ATLANTIC AVENUE, BOSTON, MASS. Liberty 2-5365 
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NOT AVAILABLE—The illustrated washer does not sell for the price 

shown, and no stores seem to have washers at this price, says the 

Better Business Bureau. What does this kind of advertising do to 
public confidence? 


| point washer illustrated, gery poe of $188.88. Such descriptions 
| LW45, cannot be purchased at|/would appear to relate to the 
$188.88. As a matter of fact, we| $188.88 figure.” + 

shopped 11 of the stores named in| 

this ad without finding the illus- | Jrving Davis Adds Account 
trated model LW45 on the floor or | Irving Davis Advertising Agency, 


_available for examination. Three | vow York, has been appointed to | 
different prices were quoted OM/)andle advertising for Standard 
this model—$257.52, $262 and | Credit Corp., New York, which 
$263.95. No Hotpoint washers were | onerates a service for businesses 
shown in any store at $188.88. requiring factoring, financing or 
= “We recognize that in smaller | !0@ns. Plans for the account, which 
type adjacent to the price were | has been inactive for some time, 
the words, ‘Hotpoint washers are|°#!! for space in newspapers and 
priced from’—nevertheless, read- for a direct mail campaign. 

ers of advertising would have the 

lright to expect, and we know that Donato Joins Telepix Movies 
j|many of them did expect, to find Nat V. Donato has been named | 
the illustrated washer at the fea-| director of national sales of Tele- 
| tured price. pix Movies Ltd., Toronto. Mr. Do- 
| “Note the features designated by | nato formerly was Canadian sales | 
the asterisk, as well as the text! manager of ABC Film Syndication 
|matter, immediately above the | Inc., New York. 
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Along the Media Path 


Blair-TV, 415 Madison Ave.,| 
New York 17, is mailing the first 
of a series of direct mail promo- | 
tion pieces highlighting the teen- | 


The most 


LOOKED AT 


tv station 
in 


age market and its significance to 
tv advertisers. The first booklet, 
“Who is this charming couple... ,” 
points out that teen-agers buy over 
70% of phonograph records... 
take one of every four snapshots 
... that 49% of all first brides are 
in their teens. 


e A new ad and promotion cam- 
paign by the American Broadcast- 
ing Co. television network has the 
theme “You get them at the Get 
Age on ABC-TV.” According to 
ABC, the network’s dominant 
group of viewers (75%) are young 
families in the 16-49 age bracket. 
Batten, Barton, Durstine & Osborn, 
New York, is the agency. 


e The entire September issue of 
Scientific American will be de- 


118 SOUTH CLINTON STREET 


spark 


duction men 


do the rest! 


|voted to “The Creative Process.” 
|About its special issue the maga- 
zine says, “...a scientific dis- 
|covery must be the individual cre- 
jation of the scientist, no less than 
| the work of art is the exr-ession of 
the artist ...Considering the enor- 
|mous role that the creative process 
‘of science has assumed in the life 
of civilization...we have urgent 
need to understand it better...” 


e The Reporter, in a new booklet, 
reports on an informal study of 
the magazine’s press readers. Ac- 
cording to the Reporter, “The 
working press ranks (it) with 
America’s big three news weeklies 
in terms of its usefulness in daily 
|work.” Copies of “The Reporter 
jand the Working Press” are avail- 
able from Shirley Katzander, di- 
|rector of promotion, the Reporter, 
136 E. 57th St., New York 22. 


e The May issue cover of Pageant 
is the first offset application of 
Day-Glo litho ink on any national 


good engravings 


readership... 


help initiate 
sales-action 


A better ad calls for a better engrav- 
ing, whether it’s a simple zinc or a 
complex four-color R.O.P. engraving. 
Advertising managers and agency pro- 


know that specifying 


““Engravings by Washington’’ will re- 
sult in better engravings. To add 
SPARKle to your ads and to SPARK 
sales-action, just give us a call. We'll 


Skillful, dependeble service, always. R.O.P. color, too! — 
HOTO ENGRAVING COMPANY 


‘ CHICAGO 6, ILLINOIS ° 


FRANKLIN 2-6343 


ie. | 


magazine cover, the magazine re- 
ports. The Day-Glo ink will make 
the magazine stand out “like a 
neon sign,” according to Alex L. 
Hillman, editor and publisher. 


|s Plastics Technology, 386 Fourth 
|Ave., New York 16, has inaugu- 
|rated a program of “Achievement 
|Awards in Plastics Technology.” 
|Competition entries will be re- 
| ceived in two categories: (1) new 
| developments in plastics processing 
and (2) new developments in plas- 
tics fabricating. For details, write 
the magazine. 


|e The Denver Post will be the 
|eighth metropolitan newspaper to 
include a separate page of Alcoa 
wrap aluminum foil which can be 
|removed and used by the subscri- 
ber. The Post and the Aluminum 
|\Co. of America have planned a 
|citywide promotion to focus atten- 
tion on the foil insert and its ac- 
companying color page, scheduled 
for April 28. 


° WTVD, Durham, N. C., will erect 

a new antenna, 1,500’ tall, which 
‘it says will be one of the tallest 
man-made structures in the world. 
The tower will be located near 
Auburn, about 10 miles southeast 
of Raleigh. 


e Life was amused by an ingenious 
—if slightly unethical—promotion 
by McCosh, near-campus book- 
|store operator, as reported in the 
Minneapolis Tribune. Mr. McCosh 
has had a sign in his window since 


PROMOTER—KXOK, St. Louis radio station, promoted its new pro- 

gramming, “The Big Listen,” with an elephant—shown here with 

C. L. Thomas (left), vp and general manager, and Elzey Roberts, 

president—an “Ears Ahead” contest, a spot campaign, newspaper, 
outdoor, taxi and direct mail advertising. 


: Roanoke, Virginia | 


1st IN THE NATION IN 


percent gain in DEPT. 
STORE SALES IN 1957 


The Roanoke Metropolitan Area ranks 


ROANOKE INCREASE 29% 


TIMES and WORLD-NEWS 


Population 
Households 
Income 


Tee eee eee eee ee 


16-COUNTY MARKET 


pei ua asen eae 137,490 
eee $604 Million 
Waidakad $440 Million 


copies among 


duplication. 


paper circulation rose 68%! 


partners serving Roanoke and a 16-county market, isolated from the 
influence of newspapers in Virginia's three other markets. 


MINIMUM DUPLICATION—The morning Times has 78% of its total 
circulation reaching outside the Roanoke City Zone . 
Roanoke shoppers in counties 
“Capital” of Western Virginia. In contrast, the evening World-News con- 
centrates 83% of its circulation in the City Zone... 35,552 daily copies— 
only 17% is distributed to families outside the City Zone. Maximum 
duplication between morning and evening readers is less than 20%. Few 
newspaper combinations in America are able to match this minimum of 


clustered around 


MARKET GROWTH ABOVE NATIONAL AVERAGE 
Between 1900 and 1956, U. S. population increased 63%—Roanoke in- 
creased 150%, one of the nation’s leading young cities. In the 16 years of 
1940-1956, total daily newspaper circulation was up 39%—Roanoke news- 


. « 36,682 morning 


Ist in the nation in percent gain in 
department store sales for 1957 AVERAGE U.S. GAIN 1% 
Combined Daily Circulation ........... 89,697 
y INAGE GAIN IN JANUARY 
19% _RETAM 100% Coverage of City Zone 
ROANOKE TIMES & WORLD-NEWS SERVES WESTERN 61% Family Coverage of 16 Counties 
VIRGINIA’S $1/. BILLION MARKET Source: SRDS Consumer Markets Data, Jon. 1958 
The Roanoke Times and The Roanoke World-News .. . two active 


the 


TIMES AND 


ROANOKE 


ABC 6/30/57. Department store data from 
of Governors, Federal Reserve System, Report G. 7.2 


ROANOKE, 


E Represented by SAWYER - FERGUSON - WALKER co? 


Boord 


VIRGINIA 


the first of the year: “Watch for 
feature article on McCosh’s book- 
store in Life.” So far as Mr. Mc- 
Cosh knows, no article is planned. 
He defends himself in this way: 
“TI didn’t say there was going to be 
a feature on McCosh’s book store 
in Life. I just said watch for one.” 


e The second annual “Mother of 
the Year” contest is being conduct- 
ed among military personnel in 
Europe, North Africa and the Mid- 
dle East by American Weekend, a 
newspaper published in Germany 
for Americans abroad by Army 
Times Publishing Co., Washington. 
The winner of the contest will be 
announced on Mother’s Day, May 
11. She will be flown to New York 
for radio and tv appearances. 


e Look will expand its annual 
summer drug promotion this year 
to encompass the sale of all prod- 
ucts sold in drug stores. The cam- 
paign will be built around the 
theme, “Enjoy one-stop shopping 
for summer health and fun.” More 
than 3,500 chain and independent 
drug stores are expected to partic- 
ipate in the nationwide event 
which is scheduled to break on 
June 16 and continue through the 
summer. 


e KITE, San Antonio radio sta- 
tion, is passing out 3% x 5%” “Of- 
ficial U. S. Government ‘:ax Pay- 
er” placards as a “condolence” to 
those who do not like “to suffer 
unnoticed.” 


e Storer Broadcasting Co., 1177 
Kane Concourse, Miami Beach 54, 
has devoted an entire issue of its 
monthly employe publication to 
reporting public service and com- 
munity projects activities of its ra- 
dio and tv stations. 


e A page in the April 17 Look is 
believed to be the first ad in a na- 
tional magazine by a tv syndicator 
on its licensed items. The ad, fea- 
turing Popeye programs and toys, 
was placed by Associated Artists 
Enterprises, a subsidiary of Asso- 
ciated Artists Productions, New 
York. Redfield & Johnstone is the 
agency. 


@ Department of New Laurels: 

Sports Illustrated reports 228 na- 
tional ad pages and 152 regional 
pages for the first quarter of 1958— 
30% more than the first quarter of 
1957. The magazine also says that 
for the second quarter, not yet 
closed, more pages have been 
scheduled than in the whole sec- 
ond quarter of last year. 

The April issues of Automotive 
World and Automotive World en 
Espanol had advertising revenue 
24% greater than the same issues a 
year ago—in both cases the annual 
Buyers Guide issue. 
| Ad volume of the Saturday Re- 
view for the first quarter of 1958 
| reached the highest point in its 34- 
| year history—a total of 276 pages, 
16% ahead of the corresponding 
period last year. 
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Anthropologist Classities Buyers by Social Class 
And Finds ‘Upper-Middle’ Is Lush, Key Target 


By Dr. Margaret C. Pirie 
University of Toronto 


For the sake of argument and discus- 
sion we’ve taken the entire community 
and divided it into groups. Generally, we 
can say that people you mix with only 
at conventions and banquets and nowhere 
else are not necessarily in your social 
class; for this study, those people whom 
you entertain in your home and at whose 
homes you visit are in your social class. 

Upper-class the world over are oriented 
toward the past. They are interested in 
the past; they have several generations of 
money and social position behind them; 
and they get their status from their fam- 
ily name on both sides of the family. 
They keep their genealogy and have oil 
paintings of all their ancestors on the wall, 
and, as a rule, it’s a closed community ... 
When the upper class people spend mon- 
ey, if they do, you never see the results of 
it unless you belong to their group, be- 
cause they spend their money on art ob- 
jects to add to their collections or they 
give to charity or they sponsor the arts as 
patrons. 

These people are the most secure of any 
that our society produces. They are the 
most tolerant because they’ve got every- 
thing. They’ve got family and position, 
security and money, and they are among 
the few who can afford tolerance because 
they have security. . . 

As consumers, unfortunately, these peo- 
ple go in for what anthropologists call 
conspicuous non-consumption. They tend 
to wear the same style of hats they wore 
40 years ago, they don’t trade in their 
cars often enough to suit the car manu- 
facturers, because their social position is 
so secure they don’t have to make a show 
of their purchases. Unfortunately, from 
the marketing standpoint, these people 
are non-consumers because they’re not in- 
terested in keeping up; they’re interested 
in family and history background, and 
tradition especially. 


s Also, from the standpoint of the mar- 
keting man, you must know that every- 
body belongs to a group and he does what 
other people in the group do, but in his 
mind’s eye, he’s got what we call a refer- 
ence group. He’s got some group deep in 
mind that he’d like to be like, some group 
in mind that he unconsciously copies; so, 
when you’re aiming something at a con- 
sumer, you’ve got to know not only the 
group he belongs to but what is his ref- 
erence group—what group has he in mind 
that he would like to be like. 

The next group—the middle class—are 
the people who run this country, who keep 
it going. If it weren’t for the middle class, 
everything, I’m afraid, would grind to a 
stop. I’m going to make a sort of analogy 
here; there are two kinds of middle class 
people, one of which I’m going to discuss 
now and the other, as a very important 
group, I’m going to save till later. We'll 


For marketing men, a social class is important not only for its own 
buying habits but for those of a higher class that the first class is try- 
ing to imitate and crash into, believes anthropologist Margaret C. 
Pirie. So the advertiser must get his product accepted as high on the 
social ladder as possible and then marketing “is done by a process 
of trickling down.” This provocative view and some thoughtful side 
comments were offered by Dr. Pirie in an address to the fifth annual 
seminar of the American Marketing Assn. in Toronto last January. 
Excerpts from the address are presented here. 


think of society as the human body. Most 
of the middle class people I’m discussing 
are the muscles and the hands of the so- 
ciety—that is, the white collar workers, 
the skilled workers, the blue collar work- 
ers, the salesmen; these are the muscles 
and the hands of our society. The second 
group of middle class people that I will 
save till later are the professional people, 
whom I call the brains and the eyes of 
society. 


Middle Class Buys the Best 
—in a Budget Class Store 

I'd like to tell you now about the mid- 
dle class person. He’s the guy who... 
plays canasta, rummy, poker, whereas the 
upper class man plays backgammon. He 
drinks beer, highballs, rum and Cokes, rye 
and ginger ale—definitely not cocktails— 
if he drinks at all, that is. Middle class 
people don’t do much drinking, because 
the middle class person is probably the 
most inhibited person this culture pro- 
duces. He lives by the slogans—“Honesty 
is the best policy”; “Cleanliness is next to 
godliness.” He raises his kids by these 
slogans. He’s the man who has wooden 
sculpture in the front yard—you know, 
little girl with a parasol or ducks fol- 
lowing one another across the lawn. He 
has a very strong moral code and is very, 
very susceptible to shame and to gossip. 

These people, if I had to put a label on 
them, are those who go through their 
lives worrying about what the neighbors 
think. Upper class people couldn’t care 
less but middle class people do—very 
strongly. They have a great pride in their 
own independence and they pride them- 
selves on buying the best. Now, the best 
may not be what you think is the best 
nor what I think is the best, but the best 
in middle class terms is the most expen- 
sive item carried in the stores in which 
they deal. That may be the Danforth 
Furniture Store, and if they carry a $500 
bed or bedroom suite, they'll sell it all 
right. It may be awful, but it will sell, be- 
cause these people buy the best and the 
best to them is the best in the store in 
which they deal. These people would 
never buy stuff at auctions or second- 
hand or hand-me-downs of any sort, be- 
cause ef the tremendous pride that they 
have in their own independence. 


The kitchen is the best equipped room 
in the house; it compares favorably with 
kitchens in any group above them because 
this is something that they pride them- 
selves on—not stinting on food and the 
best of everything. Mostly, middle class 
people are oriented toward the future. 
They put off everything for tomorrow. 
They work like the devil now so that, 
in the future, they will be a success. They 
put off marriage, sex—all of these things 
are put off until they graduate (in the 
future)—and everything they do is predi- 
cated toward some future date. Their 
orientation is tomorrow; always they are 
working toward what they are going to be 
and what they are now is just a sort of 
limbo, but it’s tomorrow that’s important. 

Consequently, education is the most 
important thing to these people, and the 
middle class sections of our towns have 
the best schools, because education is im- 
portant. It is so important that, in the 
middle class, if Junior gets in trouble at 
school, parents side with the teachers 


against the child. This aoesn’t happen in 
the other two groups, but in the middle 
class, the teacher and the parent are just 
like that because they are preparing the 
child for the future. 


® This is a problem for little kids grow- 
ing up in the middle class, because the 
parent doesn’t serve as a model in the 
way that the upper class parent does. They 
are not educating the kid to do what they 
do—they are going to give him ali the 
advantages that they never had... 

The reference groups of the middle 
elass, who are the muscles and hands of 
the society, are the group right above 
them, the brains and eyes, the professional 
people. Whatever a middle class person 
does and whatever he buys and whatever 
he thinks about—in his mind’s eye is this 
professional group that he wants to be 
like and that he wants his children to be- 
come part of; so the reference group for 
them is the upper middle class, the intel- 
lectual that I’m going to talk about later. 


Lower Class Buys on Impulse, 
Doesn't Give Hoot About Ads 

The lower class person who is unskilled 
is the last hired and the first fired. He’s 
oriented to the present because he has to 
be. He hasn’t got job possibilities in the 
future because he isn’t trained. The rea- 
son he isn’t trained is that he didn’t like 
school and he didn’t stay there because 
either his parents needed the money that 
he would make, or he was washed out of 
school. 

The people in the lower class are ori- 


What They're Doing Today 


ED (“THIS IS ARCHIE”) GARDNER— 
who became a fond, familiar figure to radio 
listeners of 15 or 20 years ago as Archie on 
the old Blue Network comedy show, “Duf- 
fy’s Tavern”? 

Archie became noted 
for his “New Yorkese” 
lingo and his oft-re- 
peated, near-classic re- 
ply to the telephone, 
‘Duffy’s Tavern, 
where the elite meet to 
eat. Today’s_ special, 
pickled pigs’ feet.’’ The 
show’s creator and star, 
Ed (ward Frederic) 
Gardner, sold the show 


Ed Gardner 


to Schick Razor Co. in 1941 and could 
claim 7,000,000 steady listeners by 1942- 


WHAT'S BECOME OF ... 


43—a handsome total in those days of 
broadcasting. 

“Mr. Gardner spent his early years as a 
salesman, clowning his way (as in every- 
thing he did) through selling many things 
from paint to pianos. He met and married 
actress Shirley Booth (they were divorced 
later and he remarried) and his interests 
finally led him into show business and 
then radio writing and producing. Last 
October he quit work as a tv copywriter 
at J. Walter Thompson Co., where he had 
worked on a contract basis, and in Janu- 
ary announced that he and fellow tv writ- 
er Jerry Devine had formed Gardner-De- 
vine Productions to make a movie out of 
“The Hidden Persuaders,” Vance Pack- 
ard’s novel panning the ad world. It’s to be 
a comedy. + 
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ented toward the present; they live for 
today, they don’t plan ahead, they don’t 
Save much. Upper class people then are 
“family successful,” middle class “educa- 
tion successful,” and for lower class peo- 
ple, the way to succeed is the “lucky 
break.” 


s Lower class people tend to succeed 
most in sports (where you can get by on 
the equipment that nature gave you, or if 
you just train it a little bit) or in enter- 
tainment. It’s no accident that these types 
of people make their way up through 
sports or entertainment because this in- 
volves no preparation for tomorrow, no 
planning ahead, but just living from day 
to day. These kids hate school... 
They’re not literate people—they don’t 
read, they don’t think in a paper-and-pen- 
cil way at all. When they come to do their 
shopping, they don’t read the ads, they’re 
not interested in the ads. What they are 
interested in is what they see in a shop 
window and what I call impulse buying. 
This is because most lower class people 
are impulsive and they spend their money 
when they have it because, tomorrow, they 
might not have it. Consequently, it’s no 
accident that the cut-rate clothing stores 
on Queen Street have everything but the 
kitchen sink in the window, because they 
know their market; they know that these 
people are impulse buyers and they'll just 
walk by and they’ll see something and 
they’ll go in and buy it—Jjust like that. 


® These people, very unfortunately, are 
failure-conditioned by their surroundings. 
Kids can see how their parents are treated 
and all they want out of life is a steady 
job with a pension at the end of it and 
not to be hired and fired according to the 
whims of the market. Consequently, the 
group that they look up to—their refer- 
ence group—is the middle class man who 
lives out in the east end and has a steady 
job, who works as a clerk for $45 or $50 a 
week and he’s going to get a pension at 
the end of it. 


Upper Middle—No Tradition, 
Has to Spend to Get Status 

Now we come to the most important 
group in terms of marketing, and that is 
the upper middle class—business and 
professional persons—the brains and eyes 
of our society. I would hazard the guess 
that everybody in [advertising and mar- 
keting] belongs to the upper middle class, 
so we are talking about us from now on. 

This man belongs to the Granite Club, 
the local yacht club, the golf club and he 
lives almost overwhelmingly in Forest 
Hills. This, by the way, is something that 
is important in terms of marketing, for 
these business and professional people 
didn’t use to live in one community, but 
now, since World War II, are collecting in 
communities that are almost entirely made 
up of the upper middle class group. You 
find these communities outside New York, 
Detroit and Los Angeles, and Toronto. 
These people come from the middle class 
for, say a generation or so back, so they 
haven't got inherited income and they 
haven't got family traditions. Most of the 
people in the upper middle class don’t 
know what their ancestors did for a living, 
say four generations back; they don’t even 
know where they were and so they have 
no family background. 


@ They have, through education, gone 
into business and professional appoint- 
ments. The only thing these upper mid- 
dle class people have to sell is brains. 

These people read Time, Life and For- 
tune; they read Harper’s and Vogue, and 
they read The New Yorker. These are the 
people who have to be up to date—if it’s 
new, they’ve got it. 


@ The thing that is important about these 
people is that their possessions are new to 
them; that is, they don’t have many things 
in their house that belonged to their fam- 
ily three generations ago, or even two. 


Usually what happens, since they are new 
to them, is that they are quite anxious 
to discard them for something better. You 
find when somebody moves from one 
place in which the house he lived was 
Spanish Mission architecture, that they 
got rid of all that carved. back stuff be- 
cause the house they moved into was Cape 
Cod, and the next thing you know they’ve 
got all maple furniture to go with the 
Cape Cod; so possessions are there to cre- 
ate a setting. These people are discarding 
things constantly. 

The reference group for these people is 
the upper class, but it’s pretty hard to get 
into that upper class unless you’re born 
into it. The best an upper middle class 
person can hope for is that his children 
will get into it, or his grandchildren. In 
the meantime, he has a reference group 
that he can see only in public; he doesn’t 
get invited to their homes, he doesn’t see 
what they do too much—he can only guess. 
That is a very difficult thing—to have a 
reference group that you can’t have any 
contact with. 


# Upper middle class people are the most 
insecure people in that very insecure 
group—the middle class—for several rea- 
sons. One is that, economically, these men 
all have high-salaried jobs but very sel- 
dom is there room in it for their son, so 
they have to worry about what they are 
going to do with the kid, what’s going to 
happen to him. Another thing, most of 
the men in this group are living pretty 
close to the end of their income, much 
more so than anyone else. What happens 
when they move from $10,000 a year to 
$20,000? They don’t save more, they 
spend more. There is an economic insecur- 
ity and one uses the family he was born 
in, not as a security mechanism the way 
the upper class does, but as a marker, so 
he can see how far he has come. 

It’s my contention that this is the key 
group in the marketing problem. These 
people are the taste-makers of this gen- 
eration. It used to be the millionaires, but 
in this generation, it’s the Forest Hill man 
who is the taste-maker for our society. 
Not only because he does the most buy- 
ing, but because he also works in the mass 
media and he tells the rest of the people 
what they want. 


Marketing: a Trickling Down 

Now, marketing, as I see it, is done by 
a process of trickling down. Things trickle 
down and you start them as high up as you 
can, get them accepted as far up the social 
ladder as you can and then it trickles down 
because no one will take up something 
that is being done by inferiors—only by 
those whom you are using as a reference 
group. The man in England who first got 
King George VI to appear in a tartan din- 
ner jacket was a smart merchandiser, be- 
cause it then trickled down. If he had put 
it out in the East End of London, it 
wouldn’t have gone anywhere. 


® These people are the people you've got 
to get to take up what you want. It’s not 
easy; you can’t just put it in a book be- 
cause, in the upper middle class, you take 
standards from your friends in a very 
subtle process. You want to get approval 
from all your friends. You want to get 
their envy if at all possible and, there- 
fore, there are lots of people to judge 
what you've done, what you’ve bought for 
your house, or any object that you’ve 
bought. But there is no book for you to 
look it up in, and there’s no one to tell 
you what is correct, because the upper 
class people that you are trying to imi- 
tate don’t tell you these things. 

You have to be very sensitive to what 
is acceptable and that’s the reason that 
the regional stigmata go down the street 
like wildfire; once the flagstone patio 
goes in and everybody likes it, then it’s 
safe; fine, so we'll all get it. And so ad- 
vertising aimed at people in this group 
has to be very subtle because you’re not 
going to be hit over the head—that would 
do no good. 


Shining symbol of individual success 
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in their advertising? 
We wonder. . 
they allow their new agencies. + 
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By the time this column appears, the Lincoln account, we fervently hope, 
will have been placed. [Kenyon & Eckhardt, AA, March 10.] Just as fervently 
we hope that the new agency will have and display the imagination and guts 
to tell its newly acquired client that you don’t sell the Lincoln as a substitute 


We find ourselves wistfully wishing that we were with the agency that 
gets the Lincoln account. We’d probably lose it for that agency within two 
weeks. Anyway, we'd like to tell the Lincoln people our feeling and belief 
that there’s a way to sell the car completely outside the Cadillac tradition. 
In fact, somebody at the former agency almost stumbled upon it—when he 
wrote, “the finest materials to be found in the market places of the world.” 
But he never illustrated this or proved it. He went on with the kind of Detroit 
drivel that you find in most luxury car ads: “uncompromising craftsmanship 
lavished on every stitch and fitting... clean and classic and enduring design.” 

When one considers the number of agency changes that have taken place 
within recent weeks in the automotive field, one is led to wonder why these 
changes took place. Do the automobile companies really want a new approach 


- and we wait with interest to find out how much liberty 


I must make my main point right here. 
Property in this group is consumed as a 
prestige value; it’s important. The stuff 
you take home is important socially—not 
that it makes any contribution to your 
physical well-being—so you have sweat- 
ers that are made in England preferred 
over sweaters that are made here. The 
way you consume is a prestige value, and 
these people, the upper middle class, have 
the most spendable income per family, the 
highest purchasing power. 

They are most responsive to what mer- 
chandisers call the quality line and the 
postponable purchase. They spend to cre- 
ate the illusion of social status; that’s why 
we do spend. We haven’t got social status 
that we inherited from our family so we 
buy possessions to give us status. 


Where Wife Comes In: 
Shows Off Buying Power 

Where does the woman come into all 
this? You have heard lots of anthropolo- 
gists say that North America is becoming 
a feminine dictatorship and the man is 
being pushed out; I don’t see it that way. 

I’ll tell you just what I think the wom- 
an’s role is: we used to have an economic 
function—you had to weave the cloth 
and make the butter or people didn’t eat. 
That’s gone, so we've lost our economic 
function. We used to have a great scarcity 
value in this frontier country, but the last 
census I saw, there were as many women 
around as men, so we aren’t scarce any 
more—so this is gone. We’re not very im- 
portant in this culture as producers of 


children—as much as we would like to tell 
ourselves that we are—because this cul- 
ture doesn’t care much for kids. 


# I know you're going to argue with me, 
but let me tell you one thing; in most 
primitive societies, you can get a divorce 
from your wife if she’s barren. In many 
primitive societies, you don’t get en- 
gaged to the girl until you’ve proved that 
she can have children by getting her preg- 
nant and then she becomes that much 
more desirable; she’s a wonderful wife 
and you immediately grab her up and 
marry her because she has proved that 
she can have children. 

We have a pretty different view about 
children in this society; in fact, as long as 
you have one so that you can live vicar- 
iously through the poor little character, 
it doesn’t matter whether you have one 
or two or three. One's just as good, so the 
female lost her value as a child producer. 


® She has one value left and that is: she 
is the vehicle for the display of her hus- 
band’s buying power; that’s what he mar- 
ried her for. She is the vehicle that shows 
what his buying power is, first of all as a 
cosmetic creation, makeup and clothes, 
and that sort of thing. 

These are expensive and that’s why the 
woman has such a tremendous drive to 
stay young. Her husband, if he’s in ad- 
vertising, entertains other business men, 
especially company men. If you’re not up 
to date, you’re letting your husband down 
—so you have to keep up with your cos- 
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metics and your clothes to do your hus- 
band proud. If you “let yourself go,” 
you're disappointing him because he 
wants you as a vehicle to show how his 
buying power is, and the woman is the 
conspicuous consumer. She is the buyer 
who shows what her husband can do 
and the more possessions she can buy on 
your salary, then the more she’s doing you 
proud by illustrating your buying power. 

Consequently, a woman has to run a 
house that can compete with her neigh- 
bor’s, she has to seem to do it very easily; 
she has to get all sorts of things that you 
wouldn’t think she could afford on your 
salary, because this makes people think 
you make more money and that you have 
more buying power. 


# A man in the upper middle class group 
gets married, he gets himself a wife (not 
to preserve family tradition as the upper 
class man does), but a woman who can 
help him go where he’s going, a woman 
who can help him buy the right things 
and be a vehicle for his buying power; 
the one way the middle class assigns sta- 
tus is: what is your buying power. You get 
a lift if you’re a college professor—they 
don’t expect to have as much buying 
power. In general, it’s monetary, so that 
these men in the upper middle class marry 
superior girls—girls who can help them 
go where they’re going and who can act as 
a consumer for the family. He’s too busy 
making the money. She has to show what 
kind of buying power he has. 

Consequently, important changes in 
buying power, in buying patterns around 
the country begin with this upper middle 
class woman—she’s the key. If you can 
get her to buy it, then it trickles down 
and everybody else buys it. 


s The funny part of it 13 that these girls 
have to appear to have thought up all 
these brilliant ideas out of their own pret- 
ty little heads; you wouldn't catch one 
of them dead reading House & Garden. 
Once you're secure in the upper middle 
class and you have that kind of book in 
the house, you hide it because you’re sup- 
posed to know how to live graciously on 
your own and out of your own head. 
These women’s magazines only appeal 
to the new person who’s just arrived in 
the upper middle class—the older person 
has got to do it out of her head, so how 


are we going to reach her? 

These [upper middle} consumers as 
people have several problems; they have 
their upper class reference group that they 
want to be like, but they never see these 
people in their own homes. So they may 
read the ads avidly and wonder what the 
upper class person is buying. In general, 
consumers see the externals of life of the 
people they would like to imitate, but 
they don’t see how things work inside the 
home. Therefore, these “do-it-yourself” 
books are a great help to middle class and 
lower class women because they see how 
these people live but they don’t know how 
the things work, so the do-it-yourself tells 
them. This is an interesting thing, that 
people tend to buy the things that they 
see their reference group using. 

I don’t know whether you've ever no- 
ticed, but where there is a large Negro 
population as in the U.S., they are seldom 
entertained in white people’s homes and 
so they only see the white person when 
he’s walking around the street. Conse- 
quently, Negroes in purchasing have two 
things that they’ll really buy; one is the 
big car and the other is what they call 
“the big suit.” The Negro will buy a big, 
flashy car and a $200 handmade suit be- 
cause he sees only the externals of the 
group that he wants to imitate; he doesn’t 
see what really goes on. That’s one thing 
that you always have to remember—that 
your consumer has a reference group that 
he likes to imitate. He doesn’t know how 
things work there and, if you can tell him, 
you can sell him, because he doesn’t know. 


® That’s the first reason why the Man of 
Distinction ad, for example, is an excellent 
ad. It picks out these men of distinction 
and always shows them in a background 
so you can see how things are arranged 
in the house. You’re not preaching, you're 
not saying, “How to arrange things in a 
house,” so this is a very subtle ad that 
will work on the upper middle class wom- 
an. She wouldn't be caught dead reading 
a how-to magazine, but she'll look at the 
man of distinction and she'll look at “Per- 
son to Person” when Ed Murrow visits 
somebody's house, because this way, she 
can get ideas that she wouldn’t admit. In 
order to sell a person, then, you have 
to know what his reference group is and 
what he needs to know to make him more 
lke that reference group. = 


Looking at Radio and Television ... 


Still Plenty of Plug-Uglies 


By the Eye and Ear Man 

Despite all the alleged controls, the 
“free loaders” are still with us. It is im- 
possible to let up on the campaign to take 
the grifters off the backs of the honest 
tv advertisers. While the networks give 
lip service to the abolition of the evil 
practice of bribing to get free advertising, 
the oily procurers of free spots go on 
blithely without so much as a reprimand. 

The devices used are sometimes ingen- 
ious and sometimes crass. For example, 
here are some of the juicy offerings to 
respectable people if a mention of a prod- 
uct is given on a television program: 


2s 1. A perfume company offered free 
office space to the producer of a popular 
tv show in exchange for a credit line. 

2. Every assistant director and director 
and producer of a live or film show gets 
a mimeographed list which clearly states 
how much cash is paid for the mention 
in the show of specific products which 
are clients of a particular scoundrel. 

3. A case of scotch for an integration of 
a product by the writers or any member 
of the staff is commonplace. 

4. Bonds are issued to the wives or 
children of the cooperating staff member. 

5. Trips, cars and lavish supplies of the 


product plugged also are offered. 


® As a matter of fact, the plugs are so 
competitive and so lavish it would seem 
cheaper for these free loaders to crawl 
out, stand erect with chin held high, and 
buy a spot or a participation from the 
network or local station and do the com- 
mercial right. 

Ponder this little case: A network owns 
or controls a number of panel 
which fly contestants, courtesy of various 
airlines that get prominent mention on 
the air. This network has vowed to stamp 
out this kind of practice. Now these fel- 
lows running the network have done 
several things. 

First, because the shows are very pop- 


shows, 


ular, they have jacked the price up in 
one case and are about to in another case 
—to the point where the estimated clear 
profit to the network is in the neighbor- 
hood of from $20,000 to $30,000. And what 
happened to the airline plugs, now that 
the network is rich and can afford the 
measly $1,000 a show it might take to pay 
for tickets? Still there, Jack. 


s Naturally, if the networks refuse either 
to set an example or to police the situa- 
tion, no one else is going to bother except 
the honest advertisers who pay their own 
way. Since many programs are now run 
by networks in which part ownership or 
participation is the policy, the part-time 
advertiser is going to have a real tough 
time blotting out the parasite who com- 
petes for his audience without paying 
card rates for the privilege. 

Take the case of the daytime: All three 
networks have quiz shows which give 
many prizes. In some, the prizes are so 
many and so powerfully plugged it is 
hard to know who the advertiser is when 
the paying customer appears. The an- 
nouncer, apparently the happy recipient 
of duplicates of most of the prizes he 
gives away, more often than not sells the 
prizes harder than the product that na- 
ively assumes that “you pay your money 
and you get your exclusive sell.” 

The day will rapidly come, due to the 
increase in quiz and giveaway shows, 
when commercials will equal program 
time, but only a small percentage will 
have paid for the privilege. 


Advertising Age, April 21, 1958 


The baffling part of this dilemma is 
the attitude of stations and networks. 
Either could eliminate the free loaders. 
Each has the last word in policing this 
vice. Each has much to gain by wiping it 
out, but neither does much about it. 


s With all the investigations going on, 
this particular practice looks bad be- 
cause the method is that of subornation 
of officials. If we just “tut, tut” that act 
of subornation, the whole social struc- 
ture will be weakened. Hence the keen 
interest on the part of the investigators. 

Free pluggers are so firmly entrenched 
in the business that it looks as if the net- 
works and stations have little or no in- 
terest in society and morals, but they 
certainly have a keen interest in money. 
Every time a free plug gets on the air, 
they lose a potential customer. If the 
retail price of plane rides were applied 
to paid television advertising, every air- 
line could afford a network show of its 
own. 


s And how about the unpopular Bureau 
of Internal Revenue? Do these characters 
who give and receive bribes declare them 
as income or as a business expense? Hah! 
Let’s have a little more reporting of 
these cases, and let the pluggers pay re- 
tail for the payola on their tax. 

Come on now, broadcasters! Are you 
going to wipe out this racket, or don’t 
you care? If something isn’t done soon, 
one might even be bold enough to suspect 
that the policemen also run the racket. = 


Looking at the Retail Ads 


os i, 


THAT CORNER OF YOUR SHED 
CAN EARN YOU 


Sy 


PER SQUARE YARD 
THIS WINTER 


There's a rebate of 25/- on every ton of 


Led , 


based S.A.L. C 
delivered on your farm in October. 


SCOTTISH AGRICULTURAL INDUSTRIES LIMITED Neu 


d Fertiliser 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


We have quipped at British advertising 
occasionally in this great religious week- 
ly. But here is a British ad that puts many 
a good American ad to shame. I would 
like it better, as I would like all “part 
way” ads better, if this set out to do as 
much selling as possible in the space. 

However, how could anyone use a curi- 
osity appeal better? 

Here is the vacant interior of a shed. 
And the headline flatly states, “That cor- 
ner of your shed can earn you 25 shillings 
per square yard this winter.” 

The idea apparently is that S.A.I. fer- 


tilizer delivered in October gets a dis- 
count to that extent, per ton. And appar- 
ently a square yard stores a ton. 

The quick, forthright way to tell a story 
usually hits home to the mark intended. 


®s What could make the ad stronger? I 
think there could be something in the ad 
in the way of an informative and persua- 
sive paragraph that would say a few good 
words for superphosphate-based S.A.I. 
Compound fertilizer. 

How many prospects are on the fence— 
about fertilizer at all—or about this par- 
ticular fertilizer—who might be won over 
and into action, by good copy? Anyone 
with extensive selling experience knows 
that added persuasion is what adds sales 
and profits. + 
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Salesense in Advertising .. . 


What to Say Is More Important 
Than How to Say It 


By James D. Woolf 

It has consistently been my contention 
that what an ad says is of greater conse- 
quence than how the message is expressed. 
The all-important consideration is the 
»romised benefit. If what is promised has 
no appeal to the read- 
er, “clever” copy will 
have little motivating 
impact. 

“Baker’s Dozen,” a 
newsletter published by 
Lynn Baker Inc., New 
York agency, deals 
with this matter in its 
March-April issue. It 
comments at some 
length on an article by 
Clarence E. Eldridge in the Journal of 
Marketing for January, 1958. Says “Bak- 
er’s Dozen” in part: 

“In his article in the Journal of Mar- 
keting, Mr. Eldridge begins by making 
an important distinction. In the creation 
of any advertisement, there are two prob- 
lems: what to say, and how to say it. 
He finds that we have made great pro- 
gress in the how. Layout treatments, 
headlines, copy styles, television com- 
mercial programming, have all shown 
great technical advances in recent years. 
But, he says, there is less evidence of 
progress in what we say to the consumer. 
Are we writing ads with greater believ- 
ability, with more convincing claims on 
points which are really important to the 
reader or listener? 


James D. Woolf 


* 


“Mr. Eldridge is personally convinced 
that creative people have become so 
preoccupied with the manner of pre- 
senting an advertising story that they 
often underestimate the importance of 
the advertising story itself. He writes: 
‘In far too many instances, advertising 
has forgotten its original and primary 
function—that of providing information— 
in favor of shouting, of superlatives, of 
adjectives, and of clever writing. In other 
words, much of it is no longer informa- 
tion. It is merely claimant.’ (Emphasis 
in the original.) 

“This distinction between the how and 
the what leads Mr. Eldridge to another 
distinction. He says that research services 
have made great progress in measuring 
the how, but we have yet no yardstick 
for measuring the what. Such services 
as Starch or Gallup & Robinson tell us 
pretty well whether our ad was read or 
heard, and whether or not it registered 
with readers, giving them a clear and 
memorable understanding of the ‘product 
attributes and sales appeals.’ But such 
measuring services do not tell us whether 
the advertised product-attributes are 
those which ‘are, or can be made to be, 
important to those whom the advertising 
is intended to influence’.” 

Today, in my opinion, there is far too 
much preoccupation with how to say it, 
and far too little on what ought to be 
said for the strongest possible motivating 
impact on the reader. + 


a 


Mr. Woolf's articles are available in a handsomely bound 383-page book for per- 
manent reference. Price $5.95. Write Advertising Publications, 200 E. Illinois St., 
Chicago 11, Ill., for “Salesense in Advertising,” available on five days’ approval. 


Mail Order and Direct Mail Advertising .. . 


How Well Do You Handle Your Inquiries? 


By Elon G. Borton 


The prime purpose of mail order adver- 
tising is to draw a reply, an inquiry or an 
order. You labor over your offer and your 
copy, you spend good money for space, 
you watch eagerly for the coupons or 
letters to come in and 
then, far too often, 
you fail to handle the 
reply to good advan- 
tage. 

You turn them over 
to a lowly clerk or you 
run them “through the 
hopper” and trust to 
luck. The experienced 
mail order man puts 
just as expert talent on 
handling inquiries as he does on getting 
them, but many advertisers waste much 
of their value by poor handling. 


— 


Elon G. Borton 


s Wanting to check this as of 1958, I 
answered 32 mail order advertisements in 
the first two weeks of January. The ads 
were from varied fields—books, schools, 
insurance, home furnishings, travel, nurs- 
eries, etc.—and appeared in magazines and 
newspapers of all types. Some were small 
ads but most were one-half page or 
larger. Most of them carried coupons 
which I sent and almost all were from 
the eastern half of the U.S. 

Of the 32, two advertisers never an- 
swered at all, even though their ads were 
expensive page ads with coupons in a 


Sunday magazine supplement. Why did 
they ask for replies if they were not going 
to answer them? If I had been a serious 
inquirer, their silence would have left a 
bad taste with me. 

Of the 30 answers, ten arrived within 
ten days from my mailing date; 17 others 
reached me between the 10th and 14th 
days, two took just three weeks and one 
used up a month. It seems to me that this 
is quite prompt handling, considering the 
weather and mail delays during the pe- 
riod. 


@ Eighteen advertisers have sent only 
one mailing in the two months, ten wrote 
me twice, and two have sent me three 
mailings. My experience is that too many 
advertisers fail to follow up often enough. 
If a man is interested enough to send in 
an inquiry, it usually will pay to keep 
after him. His conditions may change or 
his interest may build up with repeated 
solicitations. 

In only two cases did a salesman phone 
or call—which does not surprise me, since 
I am in a small town off the beaten path 
and used a P.O. Box number for my ad- 
dress. If I had been in a large city, I am 
sure I would have many more personal 
replies. 


s Sixteen replies came by first class mail. 
Here again I was not surprised, since a 
number of the replies carried booklets. 
Nor do I think the class of mailing—first 


class or third class—makes too much dif- 
ference. 


# But I was surprised that only 20 of the 
30 contained any letter, either personal- 
ized or form. And I was even more sur- 
prised that 15 enclosed no order blank or 
reply form. They seem never to have 
heard that you should make it just as 
easy as possibie for the recipient to act 


Tips for the Production Man... 


Advertising Age, April 21, 1958 


on your solicitation. 

In most cases there was enclosed a 
wealth of material about the product or 
service. Several had five or six enclo- 
sures and one had nine enclosures. This 
kind of handling agrees with my own ex- 
perience that it usually pays to answer 
all possible questions in the first mailing 
and then to keep reiterating from differ- 
ent angles in succeeding mailings. + 


Objective Proofreading 


By Kenneth B. Butler 

The art of proofreading is one for which 
I have the highest respect. When all is 
said and done, a proofreader may catch an 
error that would be devastating were it 
allowed to creep into print. Good proof- 
readers have saved the skins of many of 
us. 

To be practical, however, we know that 
a great deal of the proofreading done to- 
day is on a “do-it-yourself” basis. Here, 
the harried production man and his har- 
ried Girl Friday toss off this chore with 
part of the brain working on sentence 
construction and clarity rather than on 
pure proofreading. We mean, catching the 
errors. 


s Much of the development of skill in 
proofreading is being aborted to details 
that really are a part of the writer’s job, 
or at least of office style. Questions like: 
should it be spelled “pompom”’ or hyphen- 
ated “pom-pom.” 

I seldom read a book (leisurely pro- 


On the Merchandising Front... 


duction should make for accuracy) in 
which I do not find several mistakes of 
the kindergarten variety, such as “it” for 
“a”... “our” for “out” oe. 

Every production should be read at 
least once by someone who had no hand 
in the writing or editing. This proof- 
reading should be objective ... to de- 
termine if each sentence makes complete 
sense. 


* * * 


There is a new periodical for proof- 
readers, known as First to Final. It is 
released every three months by the Proof- 
readers Club of New York, whose address 
is 62 W. 14th St., New York 11. 

At present the publication is four pages, 
punched for a three-ring binder. The 
club plans to enlarge it and to attempt 
monthly publication later. Non-members 
may procure copies at 10¢ each. The editor 
is Fred Nesson, proofroom chief at 
Howard O. Bullard Inc., New York 
typographer. + 


Spotting Areas of Neglected Demand 


By E. B. Weiss 


In his remarks at a stockholders’ meet- 
ing, George Romney, president of Ameri- 
can Motors Corp., remarked that he is 
convinced that “neglected areas of con- 
sumer demand” exist in the appliance 
field similar to the 
neglected area of small 
cars in the domestic 
auto industry that he is 
so successfully exploit- 
ing with his Rambler 
line. His company is 
concentrating its ef- 
forts, in the appliance 
industry, on the goal of 
locating neglected op- 
portunities and, with- 
out being specific (obviously, the time for 
disclosures was not yet) he remarked, 
“We are currently exploring promising 
possibilities of this general character.” 

His comment is pertinent because there 
is an amazing sameness in the lines of so 
many major manufacturers in so many 
fields. When you walk into an appliance 
store displaying a considerable number of 
brands—as in the Polk Bros. stores in Chi- 
cago where most major appliance brands 
are on display—the design and feature 
similarity is self-evident. Practically none 
stands out as unique in an important way 
that is importantly unique in function, 
in design, in feature as, for example, the 
Rambler is unique on the domestic auto 
front in a year in which the Big Three 
among the auto-producers have reached 
the end of the line so far as mile-long 
monsters are concerned. 

Much the same is true with respect to 
television sets. This year each of the ma- 
jor companies is featuring the thin model. 
Perhaps the only exception in this peas- 


in-a-pod similarity in the tv set field has 
been Zenith; time and again Zenith (as it 
tries to do with all of its line) has come 
out with a design, construction, or func- 
tional feature that has given its television 
receivers a certain degree of distinctive- 
ness. 


® But this observation concerning the Ike 
and Mike similarity in merchandise need 
not be limited to the so-called consumer 
durables. It applies as well to many soft 
lines—and to the infinite variations in be- 
tween soft and hard. From furniture to 
rugs to linens and domestics, from in- 
numerable packaged food items to in- 
numerable drug and cosmetic items, there 
is a vast similarity right down to the 
packaging. 

It would appear as though the same 
conformity that is the cancerous affliction 
in our business society evidences itself 
in the broad tendency to plan competing 
merchandise with as little major differ- 
ence as possible. 

This trend toward design, construction, 
packaging, pricing conformity would be 
less than desirable in an age in which 
selling on the retail floor was at an all- 
time peak of professional proficiency. 
But it so happens that retail floor selling 
today is primarily a matter of display. 
This is a self-service, self-selection age in 
retailing, whether or not a store is fix- 
tured for this type of merchandising, and 
whether or not a store (with limited ex- 
ceptions) has so-called salespeople on the 
selling floor. Under the existing circum- 
stances of open display, the dreariness of 
meticulously stacked merchandise dis- 
plays is still further accentuated by the 
monotonous similarity of so much com- 
peting merchandise. 
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There has always been merchandising 
opportunity in the smart spotting of areas 
of neglected demand, and then in smartly 
exploiting the neglected area. Mr. Rom- 
ney did not offer anything new historical- 
Iv'in his observation, but he most certainly 
did offer something quite extraordinary 
for this particular day and age 

Of course, it takes a keen intuition to 
spot a neglected area—and then effec- 
tively to develop it. Tired and tiresome 
market research is hardly apt to make a 
major contribution here, because these 
neglected market areas are seldom sus- 
ceptible to the slide-rule approach. Cer- 
tainly no slide-rule could have told Mr. 
Romney a few years back that the era of 
the small car would once again dawn. If 
he had depended on market research there 
might be no Rambler today. 

And in addition to keen intuition, spot- 
ting and developing a neglected area calls 
for persistence, for fortitude. In this con- 
nection I note that the president of 
Chrysler, testifying before a congressional 
committee, pointed to the fact that 
Chrysler suffered a severe loss of com- 
petitive position in 1954 because it spon- 
sored a small car. There was nothing in- 
correct about this statement—except the 
inference he obviously wanted to create 
that the small car simply will not appeal 
to the American public. The Chrysler 
line of small cars of a few years back did 
poorly because the timing was wrong; 
1954-1956 inclusive were unquestionably 
the years of the ever-bigger car. But in 
1957 the edge of this appeal had worn 
thin; by 1958 it had worn out, as proved 


by the sad figures of auto production in 
January-February. (Car production for 
those two months had dropped to a total 
as low as in 1952—and bear in mind that, 
during the intervening six years, we had 
a great jump in population—which means 
that, on a per-million-family-unit basis 
the auto market early in 1958 had tum- 
bled even more than the figures superfi- 
cially suggest.) 

However, our Big Three continue to 
pour out cars that look very much alike, 
that perform very much alike, and that 
unquestionably mark the end of the dino- 
saur age in automobiles. 


s Eventually, the Big Three will be mak- 
ing small cars here; in the meantime Ford 
and General Motors are now importing 
them and Chrysler may be doing so soon. 
When they do; they will enter the small 
car field all together, and with models 
that will be as similar to each other as 
their present-day monsters tend to be. 
They will in no way be spotting areas of 
neglected demand—in this instance, the 
area of neglected demand is being pound- 
ed into the auto industry, which has made 
every effort to resist this insistent pound- 
ing of the buying public. 

Maybe we will eventually find our- 
selves back in an inflationary era. Maybe 
ever-mounting volume will once again 
be achieved with a minimum of difference 
in the line. But if these economic changes 
do not come about, then perhaps more 
and more manufacturers will turn to in- 
tuition to spot and to cultivate areas of 
neglected demand. = 


Sweat and Strain of Ad Business 
Learned at Student Agency 


A little-heralded experiment in education for advertising has weathered 
some lean years and appears to be going strong at Roosevelt University in 
Chicago. It is a student advertising agency, which handles real, flesh-and- 
blood accounts (small business with low budgets) and must meet its costs 
like any other agency to survive. Besides giving experience, says faculty 
adviser Richard Thain, it “has strengthened the reputation of the adver- 
tising profession among students and faculty members alike.” 


By Richard Thain 
Assistant Professor, Marketing 
Department, Roosevelt University 

This year the ADS Agency, student ad- 
vertising agency at Roosevelt University, 
has entered its ninth year of operation. 
Our agency has survived enough years in 
health to warrant some assessment as a 
continuing experiment in marketing and 
advertising education. 

The ADS Agency is staffed and run by 
undergraduate students and is no toy but 
in nearly every respect a full fledged ad- 
vertising agency. The enterprise is super- 
vised by two former agency men on the 
faculty, Prof. Brandel L. Works and this 
writer. By and large, we resist the tempta- 
tion to play more than an advisory role. 


# The student agency generally services 
a half dozen or so accounts on a more or 
less continuing basis from year to year. 
These accounts are full-scale commercial 
businesses external to the school. They 
have included manufacturers, service or- 
ganizations, retailers and other middle- 
men. The students solicit the initial busi- 
ness and carry out all the customary steps 
in advertising agency procedure. Although 
it poses some difficulties, the agency re- 
tains at least a skeletal staff even during 
the summer, to carry out its responsibil- 
ities. The organization draws its 15% from 
media, conducts its own billing operation 
and undergoes the usual struggles of any 
small business. 

The ADS Agency had its inception back 
in 1950 when a student in one of Professor 
Works’ advertising classes came to him 


with a live advertising problem. The stu- 
dent’s father was a small business man 
with a critical need for sales promotion 
help and no knowledge of where to turn 
for it. Neither the student nor his father 
had the requisite experience to cope with 
the situation. 


® Professor Works discussed the particular 
problem before one of the weekly meet- 
ings of the Roosevelt chapter of Alpha 
Delta Sigma, the national advertising fra- 
ternity. Were there, he asked, any students 
who would be interested in devoting their 
spare time to developing an advertising 
program for this business man? Several 
students volunteered and began after 
school to wrestle with the flesh and blood 
frustrations of media, art and copy on a 
tiny budget. 

Soon other students brought in similar 
advertising “accounts” and it seemed ad- 
visable to formalize the activity as a stu- 
dent advertising agency. This entity has 
been from the start affiliated loosely with 
the local chapter of Alpha Delta Sigma, 
hence its name, the ADS Agency, but it is 
open to all students. 


New Business Comes Fast 

From its earliest days, the form of or- 
ganization of the ADS Agency has been 
purposely flexible. The only line authority 
is vested in a student general manager 
who is selected by his fellows early in the 
autumn. He proceeds to assign manpower 
to the accounts carrying over from the 
previous year. If the agency then finds 
itself in an “open to buy” position, its 
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—Gus Levy, New Orleans. 


“I told the client we had completed our basic research and were firming up the copy 
platform. Get out your swipes.” 


members then strap on their selling boots 
and fare forth to solicit new business. 
Most years they load up the hopper rather 
quickly, a fact which necessitates selec- 
tivity in the prospecting. 

It is usual that the young man who sells 
a new account becomes the account ex- 
ecutive, but sometimes he declines the role 
and another fills the sensitive liaison and 
supervision function. According to pref- 
erences and abilities, it is usual for the 
staff to divide quite naturally along func- 
tional lines. Those with ability prove 
themselves on the accounts. Some have 
to re-focus their activities to match their 
abilities and still others are by mutual 
agreement cut from the squad. 


s The agency is encouraged by the uni- 
versity, which furnishes adequate quarters 
to the enterprise rent free. However all 
other expenses are met from the pro- 
ceeds of the business. 

The size of the staff varies somewhat 
from year to year, but usually we can 
count upon from six to 12 “regulars” with 
both time and talent. If a man has the tal- 
ent and the interest, he can usually find 
the time. The bulk of these first stringers 
are juniors or seniors with a reserve group 
of lower classmen who furnish a good deal 
of the “leg” and clerical power to the en- 
terprise. However, the man who “controls” 
business can write his own ticket and this 
year’s keystone new account was netted 
by a sophomore who supervises it capably. 


s The new business men for the ADS 
Agency have comparatively little diffi- 
culty beating the bushes. They have dis- 
covered that many smaller businesses 
(and the range of this term is enormous) 
today are in desperate need of professional 
help with their advertising, promotion, 
and marketing. Admittedly some of the 
ADS activities may be only semi-profes- 
sional, but the boys have had the satis- 
faction of seeing many of their projects 
blossom into increased sales and satisfac- 
tions for their clients. 

Looking back over the eight-year his- 
tory, there are some high points which 
offer some idea of the kinds of projects on 
which these college men have proved 
themselves. It was in their first year that 
they undertook readership research for 
the Daily Calumet, Chicago area newspa- 
per. They developed the questionnaire and 
conducted 1,800 interviews for that pub- 
lication. 


® In 1954, the local chapter won the an- 
nual Alpha Delta Sigma national presi- 


dent’s cup award for work performed for 
the Playwrights’ Theater, a _ legitimate 
stage enterprise in Chicago. They based 
their campaign on audience and media re- 
search, devised advertising for radio and 
newspapers, designed programs and hand- 
bills, and conducted a many-faceted pub- 
licity campaign in a variety of media. Be- 
cause this was a public service enterprise, 
they performed all these tasks at cost. 


Flying Tigers, Canadian Ace 
Among the Clients 

The students one year carried out an 
advertising and publicity campaign for the 
Flying Tigers Air Line. They have created 
collateral advertising material for liquor 
distributors and for the Canadian Ace 
Brewing Co. During 1954-55, they wrote, 
designed and supervised a 200-page cat- 
alog for Play Tested Toys and the same 
year designed and placed 24-sheet out- 
door posters for the Cheery Lane Drive- 
Ins. 

This year, the emphasis on accounts is 
industrial. Their biggest new account is 
that of the A. & B. Mfg. Co., a manufac- 
turer of automatic stuffing equipment for 
the comforter and bedding industries. The 
students initially contributed suggestions 
to broadening the company’s distribution 
channels, culminating in a new approach 
through manufacturers’ agents. They 
write, design and produce monthly ads for 
industrial magazines carrying the A. & B. 
message. They complement this activity 
by preparing and placing press releases 
about the company and its products. At 
the present moment, they are preparing 
both a catalog and a direct mail campaign 
for the A. & B. 


@ Members of the marketing-advertising 
department at Roosevelt University have 
recognized the pedagogic value of the ADS 
Agency from the start. The philosophy of 
our College of Business Administration is 
to steer away from the shoals of a trade 
school approach. There is strong emphasis 
on the liberal arts, on the bridging dis- 
cipline of economics and on broad business 
administration subjects. This leaves a stu- 
dent comparatively little time for adver- 
tising courses in a four year program. 
Here the existence of the ADS Agency 
is a boon to both faculty and students. It 
constitutes a laboratory in which students 
not only approximate experience but 
achieve it to a considerable extent. Per- 
haps it is even more direct experience 
than journalism students receive within 
those schools where good student newspa- 
pers serve as classroom adjuncts. 
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Let us hasten to correct any impression 
that the student agency has presented no 
problems. There are often personality fric- 
tions to be smoothed. There are lean years 
and in-between years. At times the agency 
lacks talent in one direction and has a 
surplus in others. We are often short of 
layout artists, for example. At any rate, 
the lack of specialization natural at such 
a tender age serves to make the student 
agency experience a fitting prelude for the 
business world, in which many a man 
has to double in brass and improvise with- 
in the range of such a broad profession as 
advertising. 

And never does an ADS Agency man 
emerge from school with illusions that ad- 


vertising agencies make inordinate prof- 
its. The effect is precisely the opposite. 
Like any man who has met a payroll, he 
can appreciate the grim reality of the nar- 
row margin on which most businesses op- 
erate. 

We feel that in the ADS Agency at 
Roosevelt the students have in effect 
taught their teachers a thing or two about 
student capabilities where the incentives 
come from the students. It seems to us 
that similar efforts need to be made to 
prepare future business administrators for 
their increasing responsibilities not mere- 
ly in the classroom but in the total matrix 
of the university and the surrounding 
community. = 


From an Art Director's Viewpoint... 


Gracious Living, 1958 


we eas hl VA * 


Probably the most noticed /uxury 


in your home... 


Soft-Weve by Scott =f 


By Andy Armstrong 

I had better describe the picture in this 
Scott ad before going any farther. The 
black and white reduction may keep you 
from seeing everything that’s in it. 

The picture shows a very high class 
young lady. She's 
standing in a very high 
class boudoir. The 
room is all white. 
White curtains, white 
rugs, white walls. Even 
the single piece of fur- 
niture—a table and 
shaving mirror com- 
bination?—is white. 
The young lady’s shoes 
are white. So is her 
gown. “Softest, most luxurious white neg- 
ligee—in silk point d’esprit—designed by 
Scaasi specially for Scott,” says the small 
print. Three color accents interrupt all 
this whiteness. Your eye fastens first on 
the huge green and purple ribbon encir- 
cling the lady’s point d’esprit. Then you 
look upward, to her arms, her face, her 
red hair. 

Then you see the flower, the blue car- 
nation. 

At first you think she’s admiring it, or 


Andy Armstrong 


getting ready to pin it on. But she isn’t. 
Turns out she’s stuffing this flower into a 
roll of what Nice-Nelly Scott calls “bath 
tissue.” All us realists call it toilet paper. 
She’s stuffing that blue flower into a roll 
of toilet paper. Would you have thought 
it possible? 

Think of the time and money in this 
production. The photographer’s fee, the 
model’s fee, the prop rentals, the salaries 
of agency personnel while they brain- 
stormed this one out. And think of Scaasi, 
whoever he is, designing that negligee. 
And the scramble through a whole carton 
to find the perfect roll of toilet paper. The 
logistics are frightening. 

“Probably the most noticed luxury in 
your home,” says the large print. Well, we 
could argue all night about that. But it 
was the most noticed luxury in the mag- 
azine. And, come to think of it, you'd bet- 
ter look up your own copy now, and hide 
it. You know how women are. They go 
for these service-type ads. They welcome 
any cute idea for dressing up the house. 
One of these evenings when you get home 
you might find the living room done over. 
In white. And a roll of white toilet paper 
on the white piano, with a blue carnation 
stuck in it. + 
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Advertising Age, April 21, 1958 


What They Were Saying 25 Years Ago... 


Ralph Campbell of the Minneapolis of- 
fice of Batten, Barton, Durstine & Osborn, 
addressing the annual meeting of Land 
O’Lakes Creameries (AA, March 18, 
1933): 

“We divide the United States into sales 
territories in the same manner as the 
farmer divides his acreage. The farmer 
fertilizes his ‘south 40’ to increase the 
productivity of his land. We concentrate 
our advertising in certain sales territories 
to increase the productivity of our sales 
force.” 


L. D. H. Weld, director of research, Mc- 
Cann-Erickson, forecasting “gradual de- 
velopments” of the future in a speech at 
the Wharton School of Finance in Phila- 
delphia (AA, March 25, 1933): 

“There will be a further development of 
large-scale marketing brought about by 
mergers, growth of individual producers 


and development of retail chains and vol- 
untaries. 

“There will probably be more coopera- 
tive and contractual tie-ups between man- 
ufacturers and wholesalers, who will be 
given exclusive territorial franchises. 

“There will undoubtedly be greater 
mechanization of marketing through the 
use of more mechanical devices, through 
more reliance on advertising and through 
the method of letting the customer select 
his own merchandise.” 


Chester Lang, director of publicity for 
General Electric, discussing exaggeration 
in advertising in an address to the Chicago 
Advertising Council (AA, March 11, 1933): 

‘Don’t claim more than you need to 
claim. And don’t claim too much for the 
advertising function. It is part of a com- 
plete plan of doing business—not intended 
to carry the whele load.” 


The Pittsburgh Society of Art Direc- 
tors has opened its membership to 
working copywriters, attributing the 
idea to a speech by Otis Winegar, cre- 
ative director of Knox Reeves Adver- 
tising, Minneapolis. 


Last October Mr. Winegar offered 
$500 of Knox Reeves’ money to the 
treasurer of any new or old Twin 
Cities group which would admit 
copywriters and art directors, what- 
ever its name. There were no takers. 


“Nowhere within the United States,” 
said Mr. Winegar in addressing the 
Society of Artists & Art Directors, “‘as 
far as I know, is there an Advertising 
Creative Club—a group composed of 
those who, working together, provide 
the inception for almost ali advertis- 
ing messages—the artists and the 
copywriters.” 


The social enjoyment and fun of be- 
ing together outside the office, Mr. 
Winegar thinks, would mean that the 
(traditional) “battle lines would fade 
away.” Another important advantage: 
“...creative stimulation. These two 
different kinds of minds couldn’t help 
but stimulate each other in the re- 
laxed environment of club work. I am 
positive that the long-term result 
would be better advertising from ev- 
ery one of the individuals involved.” 


What chance for copy-art club? 


To date, one club that we know of 


Mr. Winegar offered two suggestions 
on how to start a copy-art or art-copy 
club. “Start a new organization, from 
scratch,” or open the membership of 
existing Art Directors’ organizations 
to copywriters (which is what the 
Pittsburgh Society of Art Directors 
has done, although the name is un- 
changed). 


This is legitimate food for thought in 
our copywriter’s art course, for two 
reasons: 


1. Frequently I have recommended 
that you ask the art department for 
assistance in learning to do your stick 
figures, draw the product or solve a 
perspective problem. If, through a 
copy-art club, you get to feeling 
friendlier toward the artists, you 
won't feel so embarrassed at showing 
your interest in visual problems. 


2. I have gone so far as to show an 
artist and a copywriter in an argu- 
ment, during which the artist took out 
his gun (from file “G”) and shot the 
copywriter three times. This was an 
exaggeration. By joining or forming a 
copy-art club you will get closer to an 
understanding of the artists you work 
with and the problems they face. You 
may even meet some art directors or 
artists who do not keep their guns in 
the “G” file. 


Next Lesson: “Unity in Copy, Art and Product” 
(A continuation of Mr. Winegar’s 
points, which I hope do not suffer 
too much from my summarizing.) 


. Sing ee ee X. Te pees. ee Ren Saale a ee te eae a gs ee oe. cd a . Re , oy a. ae Ts eee = er ey sed 
ae Ra ada iy os Si 
RAWTHINKS 2... 

: 1 OY Suton 
aw 
ne : ; : se 
ee i” Who let S 
— Le S)/this one } fmember 
Ne , e A, ———— a 
a “eee m K mn? A 
Re 7 a. —— TY = 
ms = — = 
wee’ 4 — 

4 \= = 

; ° 7... — — 
steph SS i a 

> “if > ™ rt . 

oe ‘ : e —— 
i ‘ 4 R : 7 + ; é 
Ss «al ( 2 ) =~ a 
| — 
. Fag! —— iw 
ey —— < - 
ee ‘ Pee fas eee Te ' 
: ee 
oo 
“ a a 
: — oe 
: ae . ; x ae are diet * “ - PE at Ph : 
: E ~ aps eae 7 : : 


aie 


lore people 


Y Reaister 


ACLU 


Yes Mosinee. Repistes an 


* Company 


GCAZINE 


a ae cas 2. 7 ee “" - Taap ee a in ae EC Ne ie ns abe ee a a ie Ae ae ee ee SO aay Oe ee aes r > gs See i a eS es ran | n Rear. Pee ogee ee pale, oe ee er cee a, 
ur Fn, ba = Sta elie ees a ee ac: a OT ie ea Ss Be ¢ o eon Ed oe See Pie eres ‘ : : ; a , ee ce ee: ‘ 
ee as ee * eS aie a Si tet a eee i Me as Spyiede sear Be, ea wz Z : —ae i - . EY Rae ee ee em Sta : 
ce Ta eg ee us nae ap aie — alle Borg eta tee er pe a oe aaron ~ a so E one pc ay eee. ee ee ee ee ee — eee oe ue on te feel 
eee sai ee NE sae ae alge tae ae a i SS Sere Ss, Sime et oe eae ee ua ee A aati by ed al eis il ga ak glee joe pir ers We ES te a ee RAN Gp aa ere se 
EES = ae ao Roce tee igs ee es at a on er oo és i Sor eee aoe eS tig cate =a se is a Ea aoe Se a eae cen eae he: fe cee ot ae \ og So ee ae ie: 
“ap iota ‘e423 Fe gtk Slants ge nee | MM SEER eo seek eg ol eh er cae, | ame ae Sigel ot a ecdst his, isang Bie a ee ee eS ae a eT Oe een ahaa eee a 
at ea A ae ee ee, ici k ieee. i, Sle emetic wile <tc’ ier Big leet er ba eM SS Seg to Siig te a ys ow 1S cima ian Menta Nc 5 ag Rn Beng A eater tet ve ReMi pea oa ee A cd ee ke Me aM Mam 
# Be ti a Copia Se Peas oh, mute Sac re Ig cies\ okie = Ste ee be eae ete pis bi Sera cs en ey en ae i SO Tees ee as easy a 28 se 
ee a ee eee Tage Sea wae ©. Be Pines MR St, Tit ET eee eucan Sees heh Se OME at Ae ele ee ae eae oe = meg = ts ia simian — . ee 
, F tee" \ id F) : 7 i ; a pe 
¢ a5 wi Be 7 . e : yam 2 
: : 6 ; : z xf 
a pe ae ain me let. oa : er = "ee . 4) aie © b- », mY a a o ee Oy a bee a A 
Ms Views ee as ee ee Pe eg ie eee be nee See ae ae : : a i a be 
met 6 cae a Pats .— aoe F " poe i: ere pe ue . i is “ae ¥ ee eg es em ; rik on Gs ‘% 
a cat Bees im ae E i : i 5 i 5 . < Pe. ; ; : 7 piney eels jae ‘ ales 3 ; : 
- . 23 ’ : es a 2 > ee d ae 
eas eS ; ee ee ee ae ae Te : : e 
Re i, i ee eS Sy BREESE ainsi a ate. ee an i : ; = 
Bi Bee Septet ee ne or’ a ; . 
3 : , . 
;, te : : Tr tigate. F nae Sam 4, Reg Be : ; 
Peet. 2 ae ete egies a a Ei as i La es ee ‘ ae ; 
# eos ee im — 4 a a ve , 5 aeeN =. ., * ae 
? —o ee wel: es ip ‘ — a ; é 
wi er eee ae! Rie er ieee aoe ss ae ¢ ; ' ‘ " a 
"y eS oS ee ee Reece apt re ee i z SS ean . ae ae a ‘ 
oe #6 ea oe Sea aca as - Fi 3 : a P: ee : ae avis f tg . il s. Sh me og tg Ee ae a 
ae Leer j ; Ze : 
- ve 4 ssi 4 . ; Fags 
a = ng Fala en Leary ica ee ae) . 3 ne a 5 
5 '™ ; ‘ ; Ge : 
; : ae 
Mets i Ray ao, ¢ . re 
, ea ry ie 8 pa Oras". mit declan, vse ee, Sean Tigers eet aly ee a ae “en ans bare oe gl Oy Beg ines Bee aa a ated pet aga A pi, ch j : Z 4 i 
see A pase ee ” 2 ae ae os : ae Rage : i, — ‘ 
i am eben ae ‘ casita ‘ Rate eee : . rss : 
: ie Ps : pee o - “ | STR a : - . ei ee “ge 'e é core "4 Pd. ale 
nee a F ‘ 
i oe 
ie ieee ts Te : * 4 F _ 
: ‘i << : is aed SES rae iy Py . i i = " 
; a oe ih 3 
g ie PS Maines et ‘Wis. 7 cal eRe See eae ee : ‘ = i %, al 
7 Fee Ua aa | a 
; 7 Sg Ry < Sie age ae hs ees 
5 Bex <a = OLS eee Re ger a i ue a Meee 
ce a. . 4g . ” rir iad . aa Bae 
Pe - ; no a: 
. & ri , 
e fi ie J “eo 
= ; e. 7 
. : ns | 
: : as ; 
| . e 
m= M a 7 ans : 
er. 9, 1958 "MA On Campus ail 
| eee Also ae pus aig 
ea Rie a % a Oe She oa St : 
Be, $e “ges 4 , oe . Prat ee pie wit 8 : ' e 
< pe JS ‘ Zien % wie See 3% : 
¥ ? “ ? . a * og 5 ae ae! eS fi 
& i a + 2 & Sey ra ~~ wg ‘ i fe ig ot vie i 
z Rs ; le Fi . 2) . ; 
“the ey 3 Pee ce : al 2 ae v7 vars F 
é 4 ¢ ; le ‘ 3 . : ; pala ties =i, 2 ae - : eh ha Ms: Be E 
& aa Ce i as co s + - as ail ee a me E nats % - ; " : sears “rage OE ty OE . 
Pe ba. > : x * ‘ all hae : : eee oo Pe ’ a : Sra i f aa 
F Bee «ae Bee aah oe eS ee FS le | 5: Ses 
; a ee ns nies ta ee an Se A ie a) es. es ee me : ‘ Do ge Se 
re melee coun : pee ti ee eg IR ae | a = 
, ‘ Ser aes Oe 8 Ap SE ; 6 aie tet i sen i, ' Re as Seti: agg ae» «a a ‘ ri soa 
‘ : nes , ‘ ee Mher r s e GM 5a Sagal ae ae eek 
2 le ‘ ¢ , aS é Fe Be Py po ke i ee 77 a 40 a ; > ae oe 
noe Ps i pa oe Bet > Le ed oy Peo gas Es, Ee 5 oS a >. 
mS 5 & ws hi . - lee Ae 7 t = a ee a fh, on tee @ a ee eit: Gate aa 
: ” Jk € ° ! q — ves. male Les a tia OG Site EC te iy, ieee ngdate se ; a ae pet ms hae on one 
3 : ae yr? ee, , be thie Ne Fey Tvs poo aa ee a woe et ‘ Ee oh lla ie ee ae 
oe Je ‘ os - g% ere ee ee a ae Paes a tte ae Pris. 
ry “at 4 AR ane 3 u > om CEES AE Ss SS ea ia te om Ry As ae ey: ee Se be : eee, ey: 
¢ 3 rae wis ke bee Sas re at Mea hoe a rs mk pate es j a ae 5 ag ae ie > oe 
Figo s ‘ Piped ee ¥: E erate ee Oe oy. st a ease oe Be hs ae ae ae CP camilla eed" ‘ : ee 
Sad . a : f% “f te * ‘Sis See oc i, tel ad “ are eae 5 pte: ane) crete a ae fig oe aS ‘ s ian 
4 \s hak at ee x . = a) 3 e ee am SS ae Geren ie aa ee, eae : : a ioe 
a ‘ « ? git r ae cane = id oat a as “i A oe = ae 5 ie ite ee ae : 
ee : a ec. > : it =e a alle ark era arm Die ace 3 am "Sy. “ae A ae a “= ed a 
a ‘s ¢ : . i ete oe a of : = ‘ ree Sa 3 — ~ "2 : fit : ae 
(ate he —. § ree  ” Se af > i 
¥ ea ee at , : eo ey ae 4 ae eee : : Peay ee ee ee ie eee em ~. ‘eC aeee : a ee ; 
OSs tPR er & ve” koe “ i a, ae _ Ce ee i igen ae ae Spo ge i oe .: ve ‘ Dees e 
= ‘ wis? | ee ee i ; . -F son en ae ae a chy, ee REIN oT © ine ae a ee ge = : ~ mo : ae v ae 
: a ee ee f Ce op ee: ae es ea ee. . . See . — ae 
hy ioe, La fs shes ‘3 ' ae, pa lel fe. 2 j cay Pate ee ee eee a i iad " " ae oe . ; * bows 
‘ aR * > > aga ate tates ) Se” 2 eee ON 
a # x. a, ™ a sate = > 8 ee a es. ge eee A ee ce I ee ee a Ea es ign oe x zy 
: bs Bis 5, “ . Rees she Pea tiene d ee 7 hat ee a ea = F re , = an ng Ae eh a. <. he a, Howe, S : ty 3 : a, a 
% , : ee ee ; i a on. ee Fa ol en s. 7s ie ie OTe ey hy a a *. i tty Ps wes ‘ ” _s, ia 
E : + i ba ae AD ae 4 St hee” gt Po ere eS ‘had Oe <a a : £ ~~ 
: Sadie oat jg ey Pe as Se ae ee ae ry te et 3 x ee Mies he a ae <" «= i hig a ae ‘ ' pine 
R “ rs, a be F : . Se We ae ee Me Pale af J ; ‘ a te eet “a ' e 7 > ° ‘ns, ee ‘s iat 
Ree ae Peed 1S 4 a é ay pa a. ae fi oh AME ty eS es 7% ws =: © ‘ . ‘Se — 
Be aie Age J = oe e ee Ae Tae 52 Se y Pe v4 oa FF F c¢ 3 ? = 4 re a eet hy <% ¥ % %. a5 amen, oa 
i Kee 24 2 «fn ore: OF ES “a , —" om ub 
ie be ¥ Desi ae See ea s, € 8 * ‘, 4 ? mm ee = 
ee hoe os Fe Alea, ae led } RE de® > Te ae ae ~~ ee ee 
ae * : ‘ : eae a a 5 Ee ‘ oS se ‘ . . - q ee ale hee 
Me otf i de oe ae a, ae 7 ae ee P ts Be ee: % % PM vA . >» * =e P a 
er eae” S waa ee big eins ee ee ee - gt ai? 4 ae = An 44 "Laks ee oh OP Oi tle He Ose 
‘ ee toy. eee ba a were a" ae me z ta. % tg % ¥ , ALK % ; Be es . p Ras 
ze x We Ba eo ; ‘ cr 4! : s 1 z 4 .* ‘ : 4, : 4 ial = me 
“ ae — ’ e a ‘ a ? —s =a oe a 
rae bi. . ‘ — Fe - ; ; ; : ; » =o Ne - 
ie z ; #i ; i ; rm 4 | Se 
’ a ? 2 
ss a vas Wav & - 2 4a > 
$ 1 " * 4 J > . . F ea Pi 
1 a -. 5 Pe Yy <> v.49 * ™ > iia ¥ q , ri 4 ue 
i 7 te : ; = » » @ ‘ 4 “ bil 
’ Se ai mae = “ ‘ 7% vie as a rm Rye tia 
xf ‘ : + = : : ie a x * 
y . PO ae " a 
, : ; é ; asl = ai ' : 4 as 5 2 
il =+ re * =" * is i ale 7 ee 
eof: a. * De ee Pea | 
¥ * - i 3 . 
Z es ae * at ; & ‘ my s - = 
| ee oe A. | * a 2 
‘ eee ‘ ack ys “ . 
et sie 1 a Pe . wy : :, fa 
4 ee A ra ie i ons bs Ls Te 
‘e : a 
i: ; aioe ‘ me 
4 s sat Se rae 4 7H G 
/ : cae re ‘ Joe * “ ‘ ‘ p 
; — a : 
| ‘ : ie wg Ne cer oe ee <- : 3 P : Bee 
ee 3 Fee oe ae ees ta ey ae ae PMS ral 4 OS)? Ss ie te a ‘ 7 i Mest rivet : a Mee am. 2) y 3 
_ =a no ~e  . . + £ Bs 
Pr. Oe See ee ee PG a Ree ee es . : . 3 
Saag a 5 Bed eS ae ae : z 
es Re ae Se re ay fan os poe Oe iene ee oe eet _ eee ye é : a ' ‘ : : . 5 oe: 
“! ( ‘: ‘ = fool _ a = e i r - mai = i ee ee ws tes - a) 
: i ma : ‘ z ee: oi ‘ zi va a 2 ~S 
; Ei : : é fox : : 3 eee EB : x 


a) 
Pf: 


IKE ONE prominent skipper, para- 
phrased on page 43 of this issue, 
you saw the squeeze coming a year 


ago. You, too, want more muscle, less fat 
in your marketing-&-media operations. 


But how ..? How can you squeeze 
more efficiency out of your present mar- 
keting-&-media operations when you're 
already using time-honored formulae? 


One clue is to be found in America’s 
deep-rooted local preferences and preju- 
dices. As long as they exist they'll hobble 
national marketing operations. But — if 
you find a way around them you may 
well stage a marketing coup de maitre! 


And there is a way ‘round! 


You're well aware of the growth and 
strength of local brands . . . the creativity 
and drive of /ocal marketers . . . the varia- 
tions in what it takes to increase your 
share of market, market by market, re- 
gion by region . . . the clobbering tactics 
in the blue-chip battle for shelf facings 
... the desperate bids for consumer atten- 
tion and the mounting cost of massive 
coverage where you need it most. 


Perhaps you have wondered if mar- 
keting-&-media methods, however time- 
honored even a year ago, still fit the 
complex of marketing today. Has obso- 
lescence set in? Is it time to slaughter a 
few sacred cows — in the interest of more 
efficient marketing-&-media operations? 


\ 


| oN 


On Sunday 
morning... 
we 
newspapermen 
bring out 
our biggest 
and best 
product. 


It's anticipated, argued over, read sec- 
tion by section, in virtually every home 
in America. But — not a// members of a// 


families read ali sections of all Sunday 
papers. And this is where Sunday comes in. 


Newspaper reading habits of the 
American public have been under con- 
stant scrutiny for the past quarter-century. 
These continuing studies have served as 
guide-posts for publishers and editors 
bent upon improving their papers — and 
for advertisers seeking maximum expo- 
sure for their media $$$. Examined in- 
dividually or collectively, these studies 
reveal one stand-out fact: 


The publisher's own locally 
edited magazine consistently at- 
tracts the highest over-all reader- 
ship of any section in the entire 
Sunday newspaper. 


Sunday, the newspaper's own locally 
edited magazine, is frequently likened to 
Syndicated Supplements. They look alike, 
feel alike, are printed in modern gravure 
plants, offer large units of circulation. 
Otherwise, they differ drastically. 


Each local edition of Sunday is strictly 
unique to its own readers. It’s the only 
magazine edited strictly for them; tells 
them who's in the news /ocally, what's 
going on /ocally, who has what for sale 
locally. 


It's the only magazine built strictly 
in the image of its parent newspaper; the 
only magazine backed by local reliability 
and responsibility; the only magazine 
packing the cumulative impact of seven- 
day-a-week influence. 


Because it’s individually produced, 
Sunday is the only magazine physically 
able to accommodate local ads and na- 
tional ads every Sunday morning. 
Through advertisements in Sunday, the 
reader is offered a better way of life and 
the genuine expectation that she can ac- 
tually achieve it, because the goods and 


services offered are not just symbolic but 
are on the shelves and floors of familiar 
stores. That's one big step closer to reality 
than national media come. That's why 
Sunday gets consistently higher eye-traffic 
across its pages... consistently heavy 
traffic in an anticipatory, shopping mood 
... eye-traffic which must generate more 
aisle-traffic for retail and national adver- 
tisers, alike. Doesn't your intuition tell 
you that makes sense — without benefit 
of research? 


The Sunday audience is stable, every 
Sunday, every season, every year. 


Neither the medium nor your com- 
petitors can elbow you out of view. Space 
is always available for your story — 
whether you require a single column 
spot or a 16-page insert. The time is al- 
ways right because Sunday morning is 
“prime” time everywhere. 


And your 
message lasts; 
remains 
around the 
home for fu- 
ture reference, 
for family con- 
sultation long 
after its first exposure. 


In Sunday you’re never stuck with the 
cost of national circulation for regional 
marketing operations. Sunday’s unique 
flexibility enables you to feature pack- 
ages, flavors or styles in markets offering 
highest potentials — and only in those 
markets. You're able to project several 
different brand images in different parts 
of the country — for the price of one 
national insertion. 


You're never stuck with the same in- 
sertion date in all markets when you wish 
to adjust for seasonal or climatic differ- 
ences. If desirable, you may intermix 


why & how you get a lot more} 
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muscle, a lot less fat in Sunda | 


—— ee 
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colorgravure and monotone, market to 
market, on the same insertion. Closing 
dates? Shortest in the Sunday field! 


In Sunday you do a massive Jocal 
job on a coast-to-coast basis. You 
gear impact to potential in all 
markets, virtually eliminating 


UNwanted fat. 


In the process, you strengthen the 
hands of your Sales Department. You 
give each local office maximum advertis- 
ing support for most wanted packages, 
flavors or styles — and relieve them of 
UNwanted deals. 


Unlike 
traditional 
national 
media, 

the Sunday 
newspaper 
delivers 
truly 
massive 
impact where it’s needed most. 


In the adjacent box you'll see how 
Sunday clearly out-performs its friendly 
rivals, providing more muscle where you 
need it most. 


Note that in the New York-New 
Jersey area, with a tenth of the nation’s 
sales potential, Sunday delivers six times 
the muscle provided by ‘This Week,” 
three times that of ‘American Weekly,” 
four times that of “Parade.”’ Note, too, 
that Sunday provides roughly 50 % more 
muscular superiority than Syndicated 
Supplements in the nation’s 25 largest 
markets. In the nation’s 168 areas where 
24's of all retail sales are made, Sunday's 
margin of superiority is maintained. Com- 
pared with national magazines it’s strictly 
no contest! This obvious statistical 


superiority prompts certain basic 
questions — questions bearing upon the 
muscle-fat ratio in your marketing-&- 
media operations. Examples: 


Why pay for a thin coat of circula- 
tion in hundreds of towns where your 
potential is relatively low when the same 
£$$ can be profitably concentrated in the 
25 to 50 vital markets where your most 
important customers operate? 


Why buy coast-to-coast circulation 
for a brand which, because of regional 
prejudices, can maintain adequate shelf 
facings only at prohibitive cost? Sunday’s 
flexibility permits you to change copy, 
region by region, to compensate for such 
prejudices — or by-pass such regions by 
substituting another brand. 


Similarly, why buy coast-to-coast cir- 
culation for a brand which requires a 
different color, flavor, package or style in 
different regions of the nation? Sunday's 
flexibility permits you to project the read- 
ily marketable color, flavor, package or 
style, market to market — INcreasing 
muscle, DEcreasing fat. 


Yes, you'll find Sunday ideally suited 
to your quest for higher efficiency today. 
Right now, the call for more efficient 
marketing-&-media operations rings out 


% U.S. SALES 
Total 


Market 
Area Food Drug 


NY-NJ 10.30 7.44 9.09 
Chicago 4.18 4.60 4.43 
L.A. 454 467 4A1 
Phila. 249 2.36 2.51 
Detroit 2.49 3.30 2.47 


42.84 41.40 
52.26 50.84 
61.39 60.28 


66.33 


First 25 
First 50 
First 100 


42.98 
53.31 
62.82 


Total 168 67.21 69.13 


Sunday TW 


51 
54 
36 
66 
51 


48 
44 
40 


38 


with greater clarity, greater urgency, 
greater promise of solid rewards for those 
who heed it — and meet it boldly. 


You'll find 
in Sunday 
the twin 
attributes 
of massive 
power and 
maximum 


efficiency. 


You'll find it packs a lot more mus- 
cle, hits harder, faster. With Sunday, 
you'll find it easier to correlate sales po- 
tentials, advertising impact and cost. 
You'll find in Sunday new opportunities 
to develop sharper, more profitable tech- 
niques in strategic selling. You'll find us, 
in your vital markets, alert to your oppor- 
tunities and problems. You'll find us will- 
ing and able to share our know-how — 
based upon generations of productive 
service to our readers, distributors, and 
retailers. The man who said we “know 
our markets as we know the back of our 
hands” knew what he was talking about. 


What about the cost of this mus- 
cular superiority? Sunday is competi- 
tively priced — precisely what you'd ex- 
pect from the Titans of the Fourth Estate! 
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youre in good 


1957 National Advertising: $33,000,000 


Among leading national advertisers in SUNG@Y are The Procter & Gamble Co. 
Lever Brothers Co. * Libby, McNeil & Libby * The Toni Co. * American Tele- 
phone & Telegraph Co. * J. P. Stevens Co., Inc. * Jos. Schlitz Brewing Co. 
Kimberly-Clark Corp. * Simoniz Co. * Quaker Oats Co. * Parliament * RCA 
Whirlpool * The Norwich Pharmacal Co. * Bristol-Myers Co. + Abbott 
Laboratories * Campbell Soup Co. * Doubleday & Co., Inc. * Simmons Co. * S. C. 
Johnson & Son, Inc. * Swift & Co. * Yardley of London, Inc. * Pillsbury Mills, Inc. 
B. T. Babbitt, Inc. * Cannon Mills, Inc. * Bates Fabrics, Inc. * Chrysler Corporation 
Buxton, Inc. * General Electric Co. * Devoe & Raynolds Co., Inc. * General Foods 
Corporation * Kellogg Company * Youngstown Kitchens * Keystone Camera Co., 
Inc. * Whitehall Pharmacal Co. * Knox Gelatin Co., Inc. * Sterling Drug, Inc. 
Kroehler Mfg. Co. * Stauffer System of Chicago, Ill. * Mutual of Omaha 
Richmond-Chase Company * Reddi-Wip, Inc. * Thomas Nelson & Sons 
Pharmaco, Inc. * Omega Watch Co. and many more. 


ABC Circulation 


1957 Retail Advertising: 
$12,200,000 


City by city, store by store, the greatest names 
in retailing all buy Sunday — Macy's 
Gimbels * Marshall Field & Co. * Carson 
Pirie Scott & Co. * The Halle Bros. Co. 
Crowley-Milner & Co. * The J. L. Hudson 
Co. * Strawbridge & Clothier * Kaufmann’s 
The Hecht Co. * Hutzler’s * Jordan Marsh 
Company * Adam, Meldrum & Anderson 
Co.* Shillito’s * Lazarus * The Denver Dry 
Goods Co. * Younkers * L. S. Ayres & Co. 
The May Co. * Schuster’s * Dayton’s 
Bamberger’s * Famous-Barr * The Bon 
Marche and many more. 


ieesili ieee 


Average Family Coverage 


Sunday 17,642,111 Sunday 


This Week 11,972,920 This Week 24 


American Weekly 10,216,061 
Parade 7,918,781 Parade 


Life 7,851,168 Life 


Ladies’ Home Jnl. 


American Weekly 


Ladies’ Home Jnl. 9 
5,448.570 


Sat. Eve. Post 


Look 5,006,348 Look 


Sat. Eve. Post 9 
5,152,891 oi 8 


* 168 METRO AREAS 
TOTAL US. 
‘i 
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Cost per Thousand 4-Color Page 


Sunday $3.18 


American Weekly 3.56 


- Parade 


/ Ladies’ 


| ok 


ompany 


Advertising Agencies 


Among leading agencies which favored Sunday in 1957 
are the J. Walter Thompson Company * McCann-Erickson, 
Inc. * Young & Rubicam, Inc. * Batton, Barton, Durstine & 
Osborn, Inc. * N. W. Ayer & Son, Inc. * Benton & Bowles, 
Inc. * Kenyon & Eckhardt, Inc. * Foote, Cone & Belding * Leo 
Burnett Company, Inc. * Grant Advertising, Inc. * D'Arcy 
Advertising Company * Dancer-Fitzgerald-Sample, Inc. 
Compton Advertising, Inc. * Erwin Wasey Ruthrauff & Ryan, 
Inc. * Fuller & Smith & Ross, Inc. * Grey Advertising Agency, 
Inc. * Campbell-Mithun, Incorporated + D. P. Brother & 
Company * Needham, Louis and Brorby, Inc. * Donahue & 
Coe, Inc. * Tatham-Laird, Inc. * J. M. Mathes, Inc. * Bryan 
Houston, Inc. * Doherty, Clifford, Steers & Shenfield, Inc. 
Ogilvy, Benson & Mather, Inc. and many more. 


Advertising Acceptance 


Sunday Revenue 
1957 $45,200,000 
1956 $41,500,000 


1955 $38,200,000 


1954 $31,000,000 


3.58 


| This Week 3.60 


Home Ini. 5.13 


6.22 


Sat. Eve. Post 6.25 


ic 
| 
| 
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6.58 


1953 $31,000,000 
1952 $29,000,000 
1961 $26,000,000 


SUNMAY network Discounts as High as 36%! 


An advertiser running a large volume 
schedule in the Sunday network can save 
as much as 38% of the aggregate one-time 
rate of the member magazines! 


Discounts from Card 

The first important savings comes with use 
of the network, regardless of the amount 
of space involved. Four color advertising in 
Sunday costs nearly 20% less than the 
aggregate card rates of the individual 
Sunday magazines. Monotone advertising 
costs about 159% less than the aggregate 
card rates of the individual SUNdaY maga- 
zines. And these substantial savings are 
effective with the very first network ad. 


New and More Generous Space Discounts 
For volume use of the SUNG&Y network, 
an advertiser may now earn an additional 
discount up to 23%! The following dis- 
counts are allowed on either color or mono- 
tone schedules, or a combination of both. 
(The discounts for 65-, 78-, 91- and 104 
pages are newly established and become 
effective July 6, 1958.) 


6 pp. or equivalent within 1 yr... 2% 
13 pp. or equivalent within 1 yr... 4% 
26 pp. or equivalent within 1 yr... 7% 
39 pp. or equivalent within 1 yr. 10% 
52 pp. or equivalent within 1 yr. ...15% 
65 pp. or equivalent within 1 yr. 
78 pp. or equivalent within 1 yr. 19% 
91 pp. or equivalent within 1 yr....21% 

104 pp. or equivalent within 1 yr. 23% 
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NEWSPAPERS, INC. — ie ae : =e | RS 


CHARLES T. KLINE 
4 President 


EVERETT R. STONE 
Secretary-Treasurer 


STEPHEN G. BOWEN 
Advertising Director 


ROGER F. MILLS 
Eastern Sales Manager 


FRED McCOY 
Western Manager 


ROBERT N. WOODRUFF 
Detroit Manager 


FITZPATRICK ASSOCIATES 
W est Coast Representatives 


< F. RICHARD ANDERSON 
bi Promotion Director 
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= Board of Directors 


W. F. SCHMICK, Jr. 
Baltimore Sun 


HOWARD CLOTHER 
Buffalo Courier-Express 


C. E. McKITTRICK 
Chicago Tribune 


W. A. DYER, Je. 
Indianapolis Star 


JOHN W. MOFFETT 


Minneapolis Tribune 


P. B. STEPHENS (Chairman) 
New York News 


EARL J. GAINES 
Pittsburgh Press 


HAL SHUGARD 
St. Paul Pioneer Press 


i CHARLES T. KLINE 
é President 


260 Madison Avenue 
New York 16, N.Y. 
Murray Hill 9-8200 


1710 Tribune Tower 
Chicago 11, IIL 
WHirehall 4-2280 


New Center Building 
Detroit 2, Mich. 
TRinity 2-2090 


155 Montgomery Street ; 
San Francisco 4, Calif. . 
GArfield 1-7946 - 


2 3460 Wilshire Boulevard 
Los Angeles 5, Calif. 
DUnkirk 5-3557 
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Baltimore Sun 

Boston Globe 

Boston Herald 

Buffalo Courier-Express 
Chicago Sun-Times 
Chicago Tribune 
Cincinnati Enquirer 
Cleveland Plain Dealer 
Columbus Dispatch 
Denver Post 

Des Moines Register 
Detroit Free Press 
Detroit News 
Houston Chronicle 
Indianapolis Star 

Los Angeles Times 


Milwaukee Journal 


Minneapolis Tribune 
Newark News 
New Orleans Times- 


Picayune & States 
New York Herald Tribune 


New York News 
Philadelphia Inquirer 
Phoenix Arizona Republic 
Pittsburgh Press 
Providence Journal 

St. Louis Globe-Democrat 
St. Louis Post-Dispatch 
St. Paul Pioneer Press 
Seattle Times 

Springfield Republican 
Syracuse Post-Standard 


Washington Star 
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WBT Promotes Evans, Marion |has been promoted to managing 

Virgil V. Evans Jr., general sales|director, and Paul B. Marion, 
manager and assistant managing | WBT’s national sales manager, has 
director of WBT, Charlotte, N.C.,| been named general sales manager. 


Oh , Stop blubbering, 
Sidley 


Gad, man, | can't stand tears. But 
get this straight . . . | want some 
alert, wide-eyed time buying 
around here. Just check this Cas- 
cade morket. It's big, Smidley, 
big! KIMA-TV with its satellites is 
the biggest, exclusive TV buy in the 
West. And, mind you, it's getting 
bigger every day. A billion-dollar 
market that's ours with one single 
buy. Now let's not miss it again, 
huh, Smid? 


Quite a market . . . 


Population ..0020.00.........-.-.563,875 
Retail Sales ..............$657,655,000 


Source, 1957 “Survey of Buying Power” 


KIMA-TV 


YAKIMA, WASHINCTON 
with its satellites 
KEPR—TV, Pasco, Wash. 
KLEW-—TV, Lewiston, idahe 
oad KBAS—TV 
Ephrote, Meses loke, Wash. 


CASCADE 


BROADCASTING COMPANY 


NATIONAL REP: WEED TELEVISION 


PACIFIC NORTHWEST: MOORE & ASSOCIATES 


Unified Packaging 


Aids Bancroft Dairy — 


in Boosting Sales 


Mapison, Wis., April 16—When 
Bancroft Dairy here decided to re- 
vamp the packaging of its line of 
dairy products last year, its hopes 
were modest—to make the print 
more legible, emphasize its prod- 
ucts’ family ties and boost the im- 
pact of the whole brand image. All 
of this was only supposed to make 
the line easier to advertise and 
merchandise in self-service opera- 
tions. 

So it came as a surprise last 
October, after the switch was final- 
ly made, when almost all Bancroft 
product sales showed immediate 
sharp gains throughout the market 
area. 

In one major market, sales of all 
Bancroft products last November 
were up 19% over November, 1956. 
One product in that market last 
December registered sales 44% 
ahead of sales of last August. 


® Bancroft, which does both a 

wholesale and retail business, mar- 
|kets in ten counties in southern 
Wisconsin, including the big Madi- 
|son market, plus three counties in 
|northern Illinois. 

| Like many other dairies, Ban- 


croft initially marketed only the 


| dairy staples—milk, cream, butter- 


milk, eggs, etc.—all identified by 


ia big red spot with the Bancroft 
name written across it. 


As new products—half-and-half 
and skim milk—were added, how- 


ae 
ae 


cM 


|milk. Last year Bancroft put the 


|packaging committee which 
|worked with Laufer, 


UNIFORM—The Bancroft Dairy product line before the packaging 

change (above) reflected piecemeal addition of items with little 

identification similarity. The revamped packaging (below) devel- 

oped by Laufer & Associates is designed to show strong family 
appearance with a vivid brand image. 


ever, each acquired new packaging | about 50% to promote the packag- 
which had little reference to that ing change. The push was carried 
of the older products, except for|on mainly in newspapers and in 
the red dot emblem. And in some) point of purchase displays. Stephan 
cases dots of other colors were| & Brady, Madison, handles the ac- 
used. count. 

By this time next year Ban- 
s A couple of years ago the Ban-| croft expects to have the remain- 
croft management began to take a| der of its line, including ice cream, 
long hard look at its line which) converted to the new packaging. 
had grown to include cottage 
cheese, sour cream, chocolate milk, 


s Laufer & Associates, as soon as 
skim milk and 2% modified skim 


it has completed the product pack- 
aging changes, is slated to go to 
work revamping the company’s 
uniforms, office forms, checks, 
milk dispensers, trucks—every- 
thing about Bancroft visible to the 
public. + 


problem to Thomas Laufer & Asso- 
ciates, a Madison designer, which 
evolved the new Bancroft trade- 
mark and the totem-like packaging 
scheme the company now uses. 
According to Du Wayne Becker- 
leg, Bancroft’s production manager | Barth Moves to Pepsi Int'l 
and a member of the company’s} Robert O. Barth has been ap- 
pointed sales promotion manager 
of Pepsi-Cola International. He 
was formerly assistant sales train- 
ing director of Pepsi-Cola Co. 


Bancroft’s 
advertising (normally *%4% to 1% 
of sales) last year was boosted 


There’s no time-lag between any of the steps of your production—from layout 
and copy into mats and plates to the publications via mail or messenger—when 
the PHP Group handles the whole operation. And you have one-point control at 
all times, right around the clock. Write for Booklet AA-15. 


THE PROGRESS +« HANSON + PROGRESSIVE GROUP 


PHILADELPHIA + NEW YORK « WILMINGTON ¢ BALTIMORE + WASHINGTON « RICHMOND 


PROGRESS Plate Making Company HANSON Electrotype Company PROGRESSIVE Composition Company 
$23 Filbert Street, Phila. 7 9th & Sansom Streets, Phila. 7 9th & Sansom Streets, Phila. 7 
Walnut 20447" WAinut 2-5567 WaAinut 2.2711" 


WEW YORK MU Hill 2.1723 © WILMINGTON. OL 56047 » BALTIMORE: SA 75302 * WASHINGTON: EX 3-7444 » RICHMOND: MI 4.2771 
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etroit 


eans 


usiness... 226 MILLION 
DOLLARS 
. AMONTH! 


DETROIT IS A BUSY MARKET with 1% 
million currently employed, making 


snot One 


everything—machines, missiles, moons 


and money—and spending more than a 
$226,000,000* monthly. , 


In this busy area, The Detroit NEWS 
sells the most newspapers weekdays and 
Sundays, delivered to the homes by ex- 


clusive NEWS’ carriers. Its buyers not 
only read the paper, they react to the 
advertisements. They MUST—because 
advertisers consistently place more linage 
in The NEWS than in both other Detroit 
newspapers combined. 


*according to Sales Management 


Latest Detroit 
Industrial News: 


@ $5,587,000. contract awarded 
| to American Motors Corp. in 
Detroit for airborne personnel 
corriers. 


@ $25,767,000. contract award- 
ed to Chrysler for develop- 
ment of Jupiter missiles. 


| @ $2,000,000. spent for vacant 
industrial sites in Detroit last 
year, for expansion and new 
industry. 18 companies reported 
to be still looking for sites. 


| @ $37,600,000. contracts a- 
worded to Chrysler for Red- 
stone Missiles and Army Trucks. 


THE 6-COUNTY DETROIT 
TRADING area accounts for 
98% of Detroit's total retail 
business. Here, The NEWS 
delivers 82,005 MORE pap- 
ers weekdays and 144,071 
MORE Sundays than the 
second paper! 


The Detroit News 


Total Circulation: 468,167 weekdays, 579,068 Sundays ABC 9-30-57 


Eastern Office . . . 260 Madison Ave., New York Chicago Office . . . 435 N. Michigan Ave., Tribune Tower 
Pacific Office . . . 785 Market St., San Francisco Miami Beach 


kites The Leonard Co., 311 Lincoln Road 
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even funnier 


Take Danny Thomas. He has been a funny fellow’for a long time. 
But it wasn’t until he appeared on the CBS Television Network 
that a nationwide audience laughed him into the Top Ten—where 
he has been ever since. 


Is he funnier than he used to be? Perhaps. For nothing stimulates 
a performer like applause. And programs in almost every category 
get the most applause on the CBS Television Network. 


Take “Gunsmoke,” television’s highest rated Western. 

Take “G. E. Theater,’ television’s highest rated weekly drama. 

Take “Alfred Hitchcock Presents,’ television’s highest rated mystery. 
Take “I’ve Got a Secret;’ television’s highest rated quiz show. 


Take the four “Lucille Ball-Desi Arnaz Shows,’ television’s highest 
rated “special” broadcasts this season. 


And take the average program on the network’s schedule. 


This schedule has consistently won television’s largest average 
nighttime audience in the 65 consecutive Nielsen Reports issued 
between July 1955 and now* 


Since success, like laughter, is contagious, advertisers have 
discovered that good products, like good programs, do better on... 


THE CBS TELEVISION NETWORK 
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|other towns, 221 of which had only 


'Ellis Finds More | a iden tiie come 

jone agency office, Ellis says. 
Agencies Located in A similar count in the May, 1949, 
“Wide Open Spaces’ 


WEstTPoRT, CONN., April 16—/58.3% concentrated in ten centers 
There is less concentration of|and 369 scattered in 230 towns. 
agency units in major cities now 
than there was a decade ago, and | ® The Ellis 


THE VERMONT 
ALLIED DAILIES 
COVER AN AREA 
WHERE 93.9”, OF THE 
STATE'S BUYING POWER 
IS LOCATED 


| Agency List” showed 2,766 offices 


in the “wide open spaces.” 
This is the conclusion of the Ellis|termediate (15-29); medium (7- 
Plan Foundation, as reported in its|14); small (1-6). The “over 30 
new “Agency Management Cata-| People” group includes all agencies 
log” of material available on| billing $2,000,000 a year or more, 
advertising agency management|Ellis says—and these account for 
problems. The catalog sells for |0Mly 4% of all agencies, with per- 
$1.25, but contains a coupon good | haps another 4% or 5% in the in- 
for $2.50 on the purchase of any |termediate group. Thus, by their 
of the material listed therein. computations, more than 90% of all 
A count of the names in the|4gemcies have 14 or fewer people, 
“Standard Advertising Register | With about two-thirds of all agen- 
Agency List” for January, 1958,|Cies in the 1-6 category. 
shows 3,276 U. S. agency offices 
(2,780 home offices and 496 ELLIS BACKS ROY'S 
branches and subsidiaries), with STAND ON LICENSING 


46.4% concentrated in ten centers Westport, April 


PURCHASING POWER 
OVER $550 MILLION 


Address: Rm. 516, Statler Office Bidg., Boston 
16, Mass., for information on the Key Vermont 
Doily Newspapers. 


VERMONT ALLIED DAILIES 
* Barre Times * Bennington Banner 


Free Press 
are... Reformer * Rutland Herald 
* St. Johnsbury Caledonian-Record 


\“Standard Advertising Register| 


; 16—Agency| 
and the remainder scattered in 410| management consultant Lynn EI-| 


lis thinks agency president Ross 
Roy was dead right when he blast- 
ed proposals to license agencies 
in a recent California talk. 

Mr. Ellis told ADVERTISING AGE 


with|that most agencies advocating li- 
| censing as a requirement for going 
|into business are 


“just talking 
through their hat.” It is “utterly 


publication breaks | impractical to draft standards,” he 
more small agencies springing up \down agencies by size into four|went on, 


groups: large (over 30 people) ; in- | would never come to mutual agree- 


adding that agencies 


ment on the requirements for li- 


|censes. 


Secondly, there is the possibility 
that licensing might invite govern- 
ment anti-trust action if it were 
to go into effect, Mr. Ellis pointed 
out. 


es Mr. Roy, speaking before the 


| Advertising Club of Los Angeles 


(AA, April 7), decried pro-licens- 
ing activity by agency men who 
are “looking for a cozy niche, safe- 
ly insulated against competition,” 


posals are “completely negative.” 
Asked for his opinion, Mr. Ellis 


WHEN 


BEARDS cgi 


ARE MORE 
THAN 

erate 

Ms 


Despite his unfamiliar role as photographed in- 


Advertising Age, April 21, 1958 


—who has written on the subject 
for some time—said, “he’s 100% 
right; it just won’t work.” 


s A recent issue of “Agency Ques- 
tions & Answers,” periodical pub- 
lished by the Ellis Plan Founda- 
tion, characterized the recent 
resurgence of licensing proposals a 
“perennial pipe dream.” 

“Smaller California agencies 
have been agitating the idea of 
agency birth control by the license 
route for at least 29 years, but 
never getting any farther than 
talking about the weather,” the re- 
port said. 

The publication points out that 
it could easily take another 29 
years to set up standards for a 
fair evaluation of all the diversi- 
fied types qualifying under the 
census definition of “advertising 
agency.” 

“But even if we did get all 


and maintained that licensing pro- | @PProval 


'which candidate would be out of 


stead of photographer, The National Geographic's 
Dick Stewart seems (and is) unperturbed by the 
three-day stubble carpeting his face. Up in northern 
Quebec, where he accompanied an expedition to 
mysterious Chubb Crater, beards are de rigueur. 
This picture was snapped in mid-August and the 
Arctic winter had already started. 


A photographer by trade and a National Geo- 
graphic staffer since 1924, Dick Stewart's multiple 
talents have ideally equipped him for world-roving 
assignments. He's an accomplished camp chef, car- 
ries (and knows how to use) emergency medical 
supplies, can improvise a darkroom under the most 
primitive conditions. Until he became assistant chief 
of The National Geographic's elaborate photo- 


graphic laboratory in Washington, his 32 years of 
professional traveling included archeological ex- 


plorations in Panama and Mexico... eclipse-watch- 
ing from remote Canton Island . . . filming three 
stratospheric balloon ascensions sponsored by the 
Society . . . volcano-studying in Alaska and other 
assignments above the Arctic Circle. 


Such versatility and range are typical of National 
Geographic reporters. Their ceaseless examination 
of places and people, near and far, is geared to the 
lively interests of more than 2,000,000 National 
Geographic families. From this unique editorial 
dedication comes a remarkable reader loyalty re- 
flected in a voluntary renewal rate of nearly 90% 

achieved without promotion or special offers. 
Few, if any, magazines can even approach it. 


dressed up to go, not even state 
of minimums below 


luck could be expected to mean a 
thing so long as Uncle Sam’s anti- 


~ | trust division still had the jurisdic- 


tion over even local advertising 
transactions afforded by the U.S. 
Supreme Court’s decisions in the 
Lorain Journal case. 


s “Even ‘the energetic and tireless 
Lowell Mason,’ as I. W. Digges de- 
scribed an FTC member especially 
active in promoting trade practice 
conferences, had to concede that 
trade practice rules are not bind- 
ing on those who do not participate 
in their formulation. 

“So unless the nine old men re- 
| verse themselves and take the ad- 
vertising business out of interstate 
commerce, it would be much more 
to the point to part the next pro- 
license agitator’s hair with an ex- 
tra-heavy niblick than to let him 
air an obvious pipe dream in as- 
sociation circles.” 

The Ellis publication sympa- 
thized with voluntary acceptance 
|of standards. “But trying to force 
|acceptance is something else again, 
land the sooner you get that into 
|/your group brothers’ heads, the 
|less apt you are to wake up some 
‘day with your own toe in the 
| wringer.” = 


F&K Names Fontana VP 

J. W. Fontana has been named 
|a vp of Foster & Kleiser Co., San 
|Francisco outdoor advertising di- 
|vision of W. R. Grace & Co. Mr. 
|Fontana has been with F&K since 
| 1946. 


Billy Bullets 
SMALL ADS bring BIG RESULTS 


—Y 


WY YY) 


NATIONAL GEOGRAPHIC MAGAZINE 


Washington 6, D. C. 


“Over $1000.00 in sales already 
from my first small ad in The 
RIFLEMAN—and 300 more live 
prospects to work on. 


Rent yp | initial investment with 

ready given back a 285% 
oo with reasonable assurance 
of much more!” 


(Name on Request) 


“%KMERICAN 
¥ RIFLEMAY.. 


WAS H.6 0.C. 


SCOTT CIRCLE 
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Power... get action...to move 


people...to sell goods 
THE CHICAGO DAILY NEWS 


Chicago’s home newspaper, produced 
$198,365 worth of house sales with 


930 lines of advertising” 
* Mr. Ralph H. Johnson of Meadow Lane Homes, Chicago, wrote: “You have done it again! 


On November 22 and 29 we ran two ads with' your paper totaling 930 lines. The response 
was sensational! The ads produced $198,365 in sales—more than $2,000 in sales per line!” 
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USE THE POWER OF THE “NEWS” 
IN CHICAGO ” 
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ill This Story Mean 
ollars to the Reader? 


For McGraw-Hill editors, the answer must be yes! 


The primary job of these McGraw-Hill editors is to help make their readers more suc- 
cessful in their jobs. They report new developments, interpret trends, analyze causes 
and effects, all in the language of their readers’ particular industry or job function. 

Working with them are 584 other McGraw-Hill editors upon whom they can call 
for their specialized knowledge and abilities. They are linked by teletype to 14 domestic 
and foreign news bureaus, each staffed by full-time, business-news reporters. Avail- 
able to them is a network of 550 McGraw-Hill correspondents in every major world 
news center. 

The McGraw-Hill Department of Economics supplies them with a constant flow of 
data on economic trends and industry forecasts. The Research Department provides 
them with regular reports on their readers’ wants and interests. 

Even with all of these facilities at their finger tips, McGraw-Hill editors travel an 
average of 3,300,000 miles every year —visit more than 52,000 plants and offices 
—to secure on-the-spot information of value to their readers. Last year they produced 
more than 50,000 pages of editorial material . . . all designed to make readers more 
successful in their jobs. 

That is why McGraw-Hill editors are recognized leaders in their fields. And why 


they, in turn, have made their publications the leaders in the areas they serve. 


MeGraw-Hill Publications 


mM McGraw-Hill Publishing Company, Incorporated +5... 
330 West 42nd Street, New York 36, New York = °-™: 


*e 


Editorial task force previews new M. W. Kellogg refinery project 


A major job of every McGraw-Hill editor is to report on new trends, processes and projects. 
Here, Dave Kaess, Jr. (center), Engineer in Charge of the Plant Layout Section for The M. W. 
Kellogg Company, highlights the complex features of a projected refinery unit. 

McGraw-Hill editors Willis Bussard, feature editor, PURCHASING WEEK; staff writer Chris 
Elias, BUSINESS WEEK; Tom Arnold, assistant editor, CHEMICAL ENGINEERING; Bob Span, 
senior editor, PETROLEUM WEEK; combine to form an editorial team. These highly trained 
editors are fully qualified to evaluate the importance of this new refinery for their readers. Such 


editorial service builds strong readership, is one of the main reasons why you reach key men 


by concentrating your advertising in the McGraw-Hill magazines serving your major markets. 
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Advertising Age, April 14, 1958 


Merchandising Ideas 


Motorola Gives Perfume (°" 2 ecard that defines the per- 

|fumes and promotes the line. Be- 
e Tiny “bottlettes” of French per-|cause the Golden Satellite line is 
fume are being used by Motorola |“furniture designed’ and includes 
Inc., Chicago, as a traffic builder in several accent pieces, Motorola felt 
promoting its Golden Satellite tv |a traffic builder to promote the line 
set line. The premium is a sampler|should appeal to the feminine 
of six French perfumes mounted|member of the household, Hugh 


——n ow 


| Engeleman, tv ad and sales promo- 
|tion, said. Motorola also is mak- 
ing available to dealers ad mats 
which invite the ladies to stop in 
}and see the line. 


Cigarama Featured 


e 750,000 boxes of King Edward 
cigars are about to take on a new 
look. Inserted between the cello- 
phane-wrap and each box top will 
|be a 16-page, four-color cartoon- 
booklet, “King Edward Presents 


|Cigarama!” The story of cigar- | pues aii 
'making at the King Edward plant | 3 
at Jacksonville, Fla., is told, and 
cultivation and curing of tobacco 
is described along with the early | 
history of cigar-smoking. The| } 
package insert was created by| HN a 
Newman, Lynde & Associates in| i 1 

collaboration with Custom Comics, | “@ 
Inc. 


Fidelity Develops Computer| 


R A pocket-size computer which | 


Both GIANTS tap a mass man’s market! 


Looking for men? Mildura, Australia’s giant 
32-tap, world’s-largest bar packs them in by the 
hundreds...while TRUE, the giant man’s maga- 
zine, draws male readers in by the millions. 

TRUE’s current circulation: more than 
2,450,000 (a bonus of 200,000 above guarantee ) 
—with readership of over 5,000,000! 

America’s largest selling man’s magazine, TRUE 
delivers America’s mass man’s market — at less 
cost per thousand than the big mixed mass 
weeklies. You pay only for the customers you are 
selling to: MEN. (But you receive free over one 
million women readers who never miss an issue of 
their men’s favorite magazine. ) 

Proof of TRUE’s success? TRUE outsells 
Life or Look at newsstands, issue for issue; has 
greater dollar sales at newsstands than the Saturday 
Evening Post. 

With ad dollar revenue for Ist quarter of 1958 
up 33%, TRUE is climbing to the top of smart 
advertisers’ media lists. Why don’t you, too, profit 
from the solid, no-waste circulation delivered 
by the largest selling man’s magazine? There’s only 
one way to reach America’s mass man’s market... 
that’s TRUE. 


S 
Ve 


| CIGARAMA—This cartoon booklet is 

being inserted in 750,000 boxes of 

King Edward cigars as a sales pro- 
motion device. 


can be used to determine the 
|amount of money a person should 
|deposit periodically in order to 
save for a specific goal has been 
introduced by Fidelity Trust Co., 
Pittsburgh. The device, called the 
Sum Dial, even takes compound 
interest into consideration. The 
computer, which was developed by 
Fidelity Trust employes, is being 
used by Fidelity in connection with 
the bank’s new savings club pro- 
gram, which includes clubs for re- 


REBOUND—Seamless Rubber Co., 
New Haven, is featuring this coun- 
ter display in connection with its 
“Bounce Contest.” Each participat- 
ing store will have a winner—the 


ports. Made by Daniel Starch & 


product after product. 


Starch report on your category. 
Air Conditioners - Air Travel 


MALE vs. FEMALE BUYING POWER 
Who makes the big BRAND decision on your 
product? Check the facts in T 


tation with the Advertising Research Founda- 
tion, they prove MEN cast the deciding vote, in 


Before planning new advertising, ask for the 


Beer - Business Shirts - Electric Shavers t 
Life Insurance - Liquor - Outboard Motors 0 
Shaving Cream - Television Sets - Tires 


entrant with best guess of how high 
the ball will bounce if dropped 
from the Empire State Bldg. 
Prizes are basketballs. Charles W. 
Hoyt Co. is the agency. 


RUE’s new re- 
Staff in consul- 


Main line 


- Automobiles 


Editors 


AMERICA’S LARGEST SELLING MAN'S MAGAZINE 
A FAWCETT PUBLICATION—Fawcett Bldg., New York 


rR 


THe - 
ans 
¢ "20azing 


a 


feature 


SEND FOR a copy of FEATURE — 

America’s only publicity medium. 

It reaches leading U.S. editors with 
your publicity features. 


| CENTRAL FEATURE NEWS INC 


| 1475 Broadway, New York 36, New York 
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One of a series of comments on Metropolitan Oakland as 
a market by Pacific Coast advertising agency executives. 


Several years ago Alameda County made marketing household appliances; and lumber and building ma- 

news when it became Northern California’s largest terials. Marketing strategies that recognize these 

a ce _ ; population center and the sales leader in food. Con- changes have proved most likely to take maximum 

it is im nt tor m,.€ aca a ' 
poses ge head gtaaaaas tinuing population gains have given it an even firmer: - advantage of California’s great sales potentials. 
as —— hold on its top position and it now has the sales lead 

commanding size as a Pie ty : . . E. Patrick HEALY 

market. It is equally important in six important retail categories: food; drugs; auto- Director of Media Relations 

to remember this fact: motive; service station products; furniture and SAN FRANCISCO OFFICE, YOUNG & RUBICAM, INC. 


ONLY THE 


Tribune 
COVERS METROPOLITAN OAKLAND* 


Daily 208,852 

Sunday 235,354 

ABC Publisher’s Statement 
March 31, 1957 


National Representatives: 
Cresmer & Woodward, Inc. 


Member Metro Sunday 
Comics Network 


*65% of the more than 250,000 families in Metropolitan 
Oakland (Alameda County) are Tribune subscribers. 
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Ad Agency Plus Direct Mail 
More than Direct Mail Specialists— 
also a fully accredited ad agency. A 
combined service which correlates both. 


Phone HA 17-9187 


iat Selien Gell a 


Lee P. Bott, jr., 64 E. Jackson, Chicage 
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Television 


Cncinaati 


Network Affiliations: NBC; ABC; MBS « Sales Offices: New York , Cincinnati, Chicago, Cleveland ° Sales Representatives: NBC Spot Sales: Detroit, 
Los Angeles, San Francisco. Bomar Lowrance & Associates, Inc., Atlanta, Dallas........ Crosley Broadcasting Corporation, a division ot Aveo 


SUM DIAL — 
Catherine Mauch, 
a Fidelity Trust 
Co. employe, 
holds the Sum 
Dial, new com- 
puter used in 
connection with 
the bank’s sav- 
ingsclub pro- 
gram. She stands 
next to a king- 
size Sum Dial, 
used for demon- 
stration purposes. 


\ the Fidelity employe can quickly 
|determine the sum which must be 
deposited periodically to achieve 
the goal. The club member will re- 
ceive envelopes in which to mail 
|his periodic deposits, will be noti- 
fied when deposits are due and 
also will receive literature on the 
club topic and interest at 2%% 
on his money. 


| Beatrice Goes Western 

e Reflecting current popular in- 
|terest in westerns, Beatrice Foods 
Co., Chicago, is using wide- 
| brimmed cowboy hats, bandannas, 
six-shooters and other ranch-style 
accessories to promote its new 
| Meadow Gold Rancho pecan toffee 
jice cream as the “flavor-of-the 


tirement, special purposes, travel| month” in March and April. Sales- 
|and vacations, new homes, college,| men, drivers, clerks and other ice 


and home improvements. 


|cream division workers in Beatrice 


A customer who wishes to save| plants throughout the country are 
| for a specific purpose will be inter- wearing the colorful garb. In addi- 
| viewed by a trained bank employe, tion, they are equipped with large 
|who will help the customer deter- | lapel buttons advertising the new 
|mine the total amount needed for |ice cream. Purpose of the cowboy 


|the purpose. Using the Sum Dial, |regalia, according to Roy I. Rick- 


Marisi Teaters 


~~ 
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Ricksham 


PODNERS—Alex Marisi, Richard Teaters and Theodore Lundal, of the 

Evanston, Ill., Meadow Gold plant, show Roy I. Ricksham, ad and 

sales manager of Beatrice Foods, how they are cooperating in the 
promotion for the new Rancho pecan toffee ice cream. 


/McCann-Erickson Broadcast Supervisor, Ted Kelly, 


- Radio Stations for NABISCO | 


“WLW TV- Radio Stations offer 
advertisers that golden giow of 
success in time well-spent.” 


“And one reason is the : 4 
splendid service and cooperation “4 
of the famous Crosley Group.” - 


“Yes, the WLW TV- Radio Stations 
know how to help push products from on-the-air 
to point-of-sale all over the area.” 


Ei ae ne ee 


“Such service is Premium quality... 
real Premium quality!" 


a a Ne eee 


Call your WLW Stations Representative . . . you'll be glad you did! 


WLw-D WLW-A WLiw-! 


Television “Television Television 
Dayton * Atlanta indianapols 


sham, sales and ad manager, is to 


|; emphasize that the company has a 


| new ice cream, and to help sell the 
western flavor of the Rancho pecan 
| name. 


|@ To reach the consumer, Beatrice 
is using outdoor posters, newspa- 
| pers, radio and tv in key market 
areas. The Rancho Pecan teffee ice 
}eream is being offered only in 
half-gallons, packed in cartons fea- 
turing a western scene which also 
appears in the outdoor advertising. 


Handkerchief Tells Story 


,@ “Business is good.” That’s the 
|message carried on what may be 
the newest good will medium in 
Seattle, a handkerchief tucked in- 
to the breast pocket of a man's 
suit. The handkerchiefs, with the 
message embroidered at the top, 
are being distributed to friends and 
business acquaintances of Walter 
F. Clark, president of Clark’s Res- 
taurant Enterprises Inc., and for- 
mer president of the National Res- 
taurant Assn. With the handker- 
chief goes this letter from Mr. 
Clark. 


s “Mrs. Clark presented me with 
|one of these the other day ... and 
we at Clark’s would like you to 
have one, too. .. . Let’s cheer up 
some of our friends who have no 
reason for being downcast, except 
it’s catching.” The response, in- 
cluding use of the handker- 
chief by speakers at sales meet- 
|ings, is reported excellent by Mr. 
Clark. 


Blotter Brings the News 


e A monthly house organ printed 
on a blotter has begun its 25th 
year of building customer good 
will for J. M. Bryant Co., Clarks- 
ville, Ark., maker of barrel staves 
and heading. Called “Bryant's 
|Oak-K” to tie in with the com- 
pany’s exclusive use of oak timber 
|for its products, the blotters have 
|gone out each month for the past 
24 years. Printed in black and a 
brilliant second color which 
changes with each issue, the “Oak- 
K” contains no advertising for the 
company except a line at the bot- 
tom: “Have you any stave and 
| heading problems we may help you 
solve?” Half of each “issue” is de- 
voted to an illustrated article on 
subjects of interest to the cooper- 
age industry. Other features are a 
|}calendar of the month, a mathe- 
matical word puzzle and a joke or 
two under the heading, “Staving 
Off Gloom.” 

|® Leo P. Bott Jr. Advertising, Chi- 
cago, which has handled the Bry- 
ant account many years, has pre- 
pared the copy for every blotter. 
The “Oak-K” is mailed to Bryant 
‘customers in the U. S. and abroad. 
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for every 


for plant 
improvement 


% 


As the nation grows, so grows GOA. 
We’ve spent over $10 million in plant 
improvement alone during the past 
three years. 

As traffic patterns change, sites are 
relocated to give you stepped-up im- 
pact. More and more, you'll notice 
greater individuality of panels. New 
triple-power hi-fluorescent lighting ex- 


tends visibility. Each board is framed 
with the handsome Raymond Loewy- 
designed trim to enhance your brand 
image. 

These are but part of the New Look 
that helps you reach more people more 
effectively with today’s Outdoor Ad- 
vertising. Call your local GOA office 
for the whole story. 


515 South Loomis Street, Chicago 7, Illinois 
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Slump Worth Only 
10% of Current 
Hysteria: Campbell 


New York, April 15—‘“How bad 
is the recession? Right now it is as 
bad as in 1954 and may become 
worse than the 1949 slide. But it 
is still far from a depression and 
doesn’t warrant 10% of the current 
hysteria,” Tom Campbell, editor- 
in-chief of Iron Age, told the Sales 
Executives Club of New York last 
week, 

“The major part of the down- 
trend is in the heavy industries,” 
Mr. Campbell said. “It is there 
where we will see the first glim- 
mer of a pickup. We are now jog- 
ging along the bottom. 

“The bottom will probably last 
for several months,” he predicted. 
“When we look back next year, 
we will see that a slow upward 
trend got under way some time in 
the summer and made itself clear 
by September or October. 

“Before the real upturn comes,” 


LOCALE: 
SUBJECT: 


Mr. Campbell warned, “there will,come out pretty good with some;the sales game 


be many short upturns, some 
downturns, some more bottoms 
and puzzling moves in the over-all 


industrial picture during the next! 


six to nine months. 


|@ “Business conditions are in a 


state of correction, at least in the 
durable goods sector,” he _ said. 
“It will produce the most competi- 
tive selling conditions we have 
seen since before the war. Short- 
ages are over for a while in steel, 
copper, aluminum, machines, plant 
and equipment. 

“The auto industry is the igni- 
tion key to the next boom,” Mr. 


Campbell said. “‘When it picks up! 


later this year, and gains speed 
in 1959, it will take most of the 
depressed durables along with it 


“Chance of a strike in the auto| 


industry,” he said, “is still more 


than a 50-50 one. The United Auto- | 


mobile Workers union must do 
something special for the skilled 
workers. Their rates are too close 
to the semi-skilled workers’ rates. 
Our guess: Walter Reuther will 


‘ ’ 


Moscow City Hospital 
Dick Cheverton, WOOD 


Broadcasting News Director 


SITUATION: 


Lousy! Recovery from plane 


crash at Moscow Aijrport not 
assisted by cheesecake or 
decent grub. 


What was Chev doing in Russia, anyway? Getting 
background for news, of course. It just happened he 
got more than he bargained for in a plane crackup. 
He did return to Grand Rapids with rare insight on 


*oRANO RAPIOS 
+ AN Grws 


. + Oanten Ganee 
ares 


who can’t take 
kind of a revision in the yearly! the bad news and use it as a prod 
productivity rate increase in pay;|to get more business, to change 
a better deal for the skilled work- their own habits and to get needed 
ers and perhaps a shorter contract, experience ought to get another 
so he can come back when things | job. 

are much more in his favor eco- 
nomically. s “If your customers are not buy- 
ing,” he said, “then you may have 
es “In the steel picture, the con- | to learn how to be a vassal to 
tract will not be reopened until| King Consumer. That means you 
next year,” said Mr. Campbell, have to be his adviser, helper, 


who has a reputation for calling trouble shooter—and make good | 


the turn in these matters. “In 1959 at it, too. He may take you for a 
the chance of a strong stand by rough ride, but if you make out 
steel leaders is a certainty. Before now you are ‘in’ later. He is going 
there is a settlement there is a 60-|to buy again; that’s for sure. 

40 chance for a long strike, fol-| ‘You better know the same sta- 
lowed perhaps by a more moderate tistics he does. If you do, then 
wage package and a milder price! he can’t knock you off your feet 
increase. Before that time there) by his interpretation of them. You 
will be much noise and furor out} can’t tell him he doesn’t know what 
of Washington about prices, wages | he is talking about. But by know- 
and the poor position of the con-|ing his statistical facts you can do 
sumer.” a little interpretation of your 


Mr. Campbell derided the idea | own.” 
that salesmen should be shielded 
from bad business news. Salesmen| SALES SLOW? USE TIME 
who can’t face facts, he said, “are ON PLANS: TAUBENECK 
Curicaco, April 15—Members of 


emotionally immature. Those in 


one facet of Russian life. WOOD news personnel 
habitually travel far and wide to write and produce 
news programs that WOODIlanders listen to and 
watch first and most. 


Everybody in Western Michigan is a WOODwatcher! 


WOOD-TV is first— morning, noon and night, 
Monday through Sunday — November '57 
Grand Rapids ARB 


WOOD- AM is first — morning, noon and night, 
Monday through Sunday —April '57 Grand 
Rapids Pulse 


woo 


WoOoDIland Center, Grand Rapids, Michigan 


WOOD-TV - NBC Basic for Western and Central Michigan: Grand Rapids, 


AM 
TV 


Battle Creek, Kalamazoo, Muskegon and Lansing. WOOD - Radio - NBC 
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|the Dotted Line Club were told 
here last week that they might 
best take advantage of the current 
business slump by abandoning the 
\“hard sell” in favor of planning 
|for future growth into new, fast- 
| developing fields. 

“The slump is going to have tc 
jrun its course, and there’s not 
|}much anyone here or in Washing- 
| ton can do about it,” said George F. 
| Taubeneck, publisher of the Busi- 
ness News Publishing Co., Detroit. 

“Using the hard sell at this time 
|might even damage your relation- 
ships with people whose own busi- 
jness is bad. So this might be the 
|time to learn to live on a smaller 
|income and do some thinking and 
| planning.” 


® Without giving specific direction 
for growth of new business pub- 
lications, Mr. Taubeneck men- 
tioned three areas that are in the 
midst of today’s “scientific explo- 
sion” of advancement—medicine, 
new materials development and 
| power. 

“If you’re just spinning your 
wheels right now,” Mr. Taubeneck 
| said, “it might be wise to think 
labout latching on to scientific 
progress.” 


WFBR SEEKS ‘GOOD 
BUSINESS NEWS’ ITEMS 

BALTIMORE, April 15—Station 
WFBR, Baltimore, is calling on 
local business and civic leaders to 
|“feed” it “good business news” 
which can overcome the effect of 
some of the distressing news car- 
|ried on the news service wires. 
| Ina letter to 2,000 prominent in- 
| dividuals, Robert B. Jones, general 
manager of the station, pointed out 
that news about business slow- 
downs “spreads faster than good 
| news, and has a tendency to create 
a depressed psychology throughout 
the community.” 

“We, like you, recognize that 
the needs of the masses coupled 
with the mass ability to acquire 
these needs, will soon bring about 
a reversal of the present trend,” 
he wrote. “We also believe that 
spreading the good news about 
business conditions can speed up 
the return to a positive and optim- 
istic public frame of mind.” 


® He said the station will broad- 
cast all the “good news” it can 
get in its 21 newscasts daily, in 
the hope this will be “a material 
aid to each of the individual com- 
panies as well as the general busi- 
ness climate.” 

A copy of the letter was also 
sent to all advertising agencies in 
the area with the notation, “I 
hope you will have the opportunity 
|}to urge your clients to be sure to 
|}send along any such items.” + 


Denney, 3 Others Join TPA 

Charles E. Denney has resigned 
as director of advertising and as- 
sistant to the exec vp of Grace 
Line to become vp and administra- 
tive assistant to the president of 
Television Programs of America, 
| New York, tv film distributor-pro- 
ducer, effective May 1. TPA also 
|}has named Leslie H. Norins, for- 
j}merly local sales manager of 
|KTTV, Los Angeles, and Terry 
| O’Neil, previously vp of Associated 
British Pictures, to its sales staff. 
|Lon Boutin, who resigned from 
| TPA several months ago, has re- 
joined the company as an ac- 
| count executive in the western di- 
vision. 


FC&B Names Wells, Turovlin 

Don W. Wells has been appoint- 
ed a merchandising executive in 
the Chicago office of Foote, Cone 
& Belding. He formerly was sales 
manager of the beauty division of 
Lanolin Plus, sales manager of 
Dermott Inc. and district manager 
|of Helena Rubinstein. FC&B, New 
York, has named Leonard Turov- 
lin, formerly with Lennen & New- 
ell, to its copy department. 
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The postmarks are actual reproductions 


Grit outsells 


the Post 


in Philadelphia! 


In Philadelphia, Pa., naturally the story is different. There 
The Saturday Evening Post outsells Grit, by maybe 500 to 1. 
The point is that a Grit campaign helps you correct the 
metropolitan bias of other mass media. For in nonsuburban 
small towns of 2500 and, Jess, Grit circulation concentration 
is about 6 light-years ahead of that of any other national 


publication. You've got to use Grit to get balanced national 
coverage. And Grit sells small towners! 


Grit Publishing Co., Williamsport, Pa. * Represented by Scolaro, 
Meeker & Scott in New York, Chicago, Detroit, Philadelphia; 
and by Doyle & Hawley in Los Angeles and San Francisco 
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Mennen Toiletries Promoted 
in Three-Page Insert 

Mennen Co., Morristown, N. J., 
featured its men’s toiletries line in 
a three-page b&w insert in the | 
western regional edition of the | 
April 15 Sports Illustrated—the 
annual baseball issue of the maga- | 
zine. 

Sports Illustrated is merchan- | 
dising the ads, which feature 
Dodger and Giant ball players, in 
4,600 West Coast food and drug 
stores. A “Dodger-Giant Scouting 


Report” will be given to purchas- | 


ers of Mennen products in the San 
Francisco and Los Angeles areas. 
Window banners, gondola cards, 


counter displays and floor stands | 
are also being furnished. Three | 


Mennen agencies, Grey Advertis- 
ing, McCann-Erickson and Mc- 
Cann’s Marschalk & Pratt division, 
worked on the ad. 


Pet Milk Sponsors Contest 

Pet Milk Co. is sponsoring a na- 
tionwide contest to discover a 
new star in the country and west- 


CAPITAL QUARTERS—Kal, Ehrlich & Merrick is going to move into its 

own building at 2121 Wisconsin Ave., in the fashionable Georgetown 

section of the District of Columbia. When completed in July, the 

building will house the agency’s staff of approximately 50 on a sin- 

gle floor, though the building is expandable vertically. For the past 

30 years the agency has been housed in the Evening Star building; 
the Star is now completing its own new building. 


ern music field. Contestants will 
participate in local contests run 
by Keystone Broadcasting System 
stations. From winners of these 
contests, four will be selected to 
appear on “Grand Ole Opera” 
sponsored by Pet. Gardner Adver- 


‘Four A’s Elects Forney 


| tising Agencies. 


tising Co., St. Louis, is the agency. 


John W. Forney Inc., Minnea- 
polis, has been elected a member 
of the American Assn. of Adver- 


Coming 
Conventions 


*Indicates first listing in this column. 

April 22-24. American Newspaper Pub- 
| lishers Assn., annual meeting, Waldorf- 
| Astoria, New York 

April 24-25. Assn. of National Adver- 
| tisers, 5th national workshop on adver- 
| tising budget and cost control, West- 
chester Country Club, Rye, N.Y. 

April 24-26. Advertising Federation of 
|America, 4th District, The Floridian, 
| Tampa. 
| April 24-26. American Assn. of Adver- 
tising Agencies, annual meeting, The 
Greenbrier, White Sulphur Springs, W. 
Va. 

April 24-27. American Women in Radio 
and Television, national convention, Fair- 
mont Hotel, San Francisco. 

April 25-26. International Assn. of Sales 
and Advertising Clubs, annual confer- 
ence, Prudhomme’s Hotel, Vineland, Ont., 
Can. 

April 25-26. Mutual Advertising Agen- 
cy Network, Bismark Hotel, Chicago. 

April 27-May 1. National Assn. of 
Broadcasters, Biltmore and Statler Hotels, 
Los Angeles. 

April 30-May 2. Sales Promotion Exec- 


Louisville’s FOREMOST and 
BEST KNOWN FIGURE 


RONALD REAGAN 


NORMAN VINCENT PEALE 


WHAS-TV’s Channel 11 figure is a standout, distinctively 
personalizing the outstanding station in the Louisville market. 
At a glance, he means entertainment at its best. 


For 


instance, he reminds viewers that WHAS-TV’s 


popular 6:00-6:15 p.m., Monday through Friday “Small Talk” 
talks to big talkers . . . guests such as Billy Graham, 
Eddie Arcaro, Ralph Bunche and J. C. Penney. 


The Channel 11 figure should remind you that for selling 


results, your advertising deserves individual attention . . . and the 


ADDED IMPACT OF PROGRAMMING OF CHARACTER. 
In Louisville, WHAS-TV programming PAYS OFF! 


FOREMOST in Service— 
BEST in Entertainment! 


VICTOR A. SHOLIS, Director 
Represented Nationally by Harrington, Righter & Parsons 
Associated with The Courier-Journal and Louisville Times 


BASIC CBS-TV Network 


Advertising Age, April 21, 1958 


utives Assn., first national convention, 
Hotel Roosevelt, New York. 

May 1-3. Pacific Northwest Newspaper 
Advertising Executives Assn., Vancouver, 
B.c 


May 1-3. Advertising Federation of 
America, 5th District convention, Mans- 
field, O. 

May 4-7. National Newspaper Promo- 
tion Assn., national convention, Penn- 
Sheraton Hotel, Pittsburgh. 

May 5-6. Magazine Publishers’ Assn., 


spring meeting, The Greenbrier, White 
Sulphur Springs, W. Va. 
May 5-7. Assn. of Canadian Adver- 


tisers, annual meeting, Royal York Hotel, 
Toronto. 
May 8. Agricultural Press Assn. of 
Canada, Royal York Hotel, Toronto. 
May 8-9. Public Utilities Advertising 
Assn., annual convention, Penn-Sheraton 


Hotel, Pittsburgh. 
May 8-9. Business Newspapers Assn. of 
Canada and affiliated groups, annual 


meeting, Royal York Hotel, Toronto. 

May 15-16. International Advertising 
Assn., annual convention, Hotel Roose- 
velt, New York. 

May 16-17. University of Wisconsin 
Journalism Institute, including seminars 
for editors and advertising and circu- 
lation managers of Midwest newspapers, 
Madison, Wis. 

May 19-21. Sales promotion division of 
National Retail Merchants Assn. (former- 
ly National Retail Dry Goods Assn.), an- 
nual convention, Palmer House, Chicago 

May 23. Illinois Daily Newspaper 
Markets, annual meeting, Springfield, 
Ti. 

May 25-28. Associated Business Publica- 
tions, spring conference, The Homestead, 
Hot Springs, Va. 

May 25-29. National Business Publica- 
tions, annual spring meeting, Grove Park 
Inn, Asheville, N.C. 

May 26-36. American Management Assn., 
national packaging exposition, New York 
Coliseum 

May 30-June 1. Federation of Canadian 
Advertising and Sales Clubs, 10th annual 
convention, Britannia Hotel, Huntsville, 
Ont. 

June 3-6. National Industrial Advertis- 
ers Assn., annual convention, Chase-Park 
Plaza Hotel, St. Louis. 

June 4. Assn. of National Advertisers, 
2nd annual workshop on cooperative ad- 


vertising, Hotel Sheraton East (formerly 
Ambassador), New York. 
June 8-11. Advertising Federation of 


America, 54th annual convention, Hilton- 
Statier Hotel, Dallas. 

June 15-18. Poster Advertising Assn. of 
Canada, Minaki Lodge, Minaki, Ont. 

*June 22-24. New England Newspaper 
Advertising Executives Assn., summer 
meeting, the Eastover, Lenox, Mass. 

June 22-26. Advertising Assn. of the 
West, 55th annual convention, Vancouver, 
B.C 

June 24-26. American Marketing Assn., 
annual convention, Harvard School of 
Business Administration, Boston. 

June 27-29. Northwest Daily Press 
Assn., annual summer meeting, Madden 
Lodge, Gull Lake, Brainerd, Minn. 

June 29-July 2. Newspaper Advertising 
Executives Assn., summer meeting, The 
Broadmoor, Colorado Springs, Colo. 

Aug. 13-14. 3rd Annual Circulation Sem- 
inar for Business Publications, Edgewater 
Beach Hotel, Chicago. 

Aug. 13-16. Affiliated Advertising Agen- 
cies Network, annual international meet- 
ing, Lord Baltimore Hotel, Baltimore. 

Sept. 5-8. Mail Advertising Service 
Assn., 37th annual convention, Chase-Park 
Plaza, St. Louis. 

Sept. 10-12. Direct Mail Advertising 
Assn., 4lst annual convention, Chase-Park 
Plaza, St. Louis. 

Sept. 15-17. 3rd Annual Newspaper 
R.O.P. Color Conference, Waldorf-Astoria 
Hotel, New York. 

Sept. 22-23. National Business Publica- 
tions, New York regional conference, Am- 
bassador Hotel. 

Oct. 5-9. Outdoor Advertising Assn. of 
America, Hotel Sherman, Chicago. 

*Oct. 19-21. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 20-21. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Assn. 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 22-24. Life Advertisers Assn., an- 
nual meeting, Queen Elizabeth Hotel, 
Montreal, Can. 

Oct. 23-24. Audit Bureau of Circula- 
tions, 4th annual meeting, Drake Hotel, 
Chicago. 

Nov. 16-19. Broadcasters’ Promotion 
Assn., annual seminar, Chase Hotel, St. 
Louis. 

Nov. 17-19. Southern Newspaper Pub- 
lishers’ Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fla. 

Nov. 20-21. National Business Publica- 


tions, Chicago regional conference, Drake 
Hotel. 


MacLaren Gets Dove in Canada 

Lever Bros. Ltd. has appointed 
MacLaren Advertising Co., both 
Toronto, to handle Canadian ad- 
vertising for Dove. The product 
has been in Canadian test markets 
for several months. 


Belport Joins Sanitized 

Robert Belport, formerly with 
Glamour, has joined the merchan- 
dising and sales executive staff of 
Sanitized Sales Co. of America, 
New York. 
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To sell more where more is sold 


4 Scenic Exposure 


Scrolling along a quiet country road in Spring may prove refresh- 
ing and even produce some interesting camera shots. If, however, 
larger sales volume is your goal, then appropriately greater atten- 
tion toward the most productive key urban markets of the nation 
| should be the matter of greatest concern. 

' For maximum sales at greatest profit your advertising program 
should focus carefully on the First 3 markets of New York, Chicago 
and Philadelphia, where 59% of all consumer units earn $4,000 or 
more per year—32% greater than the average for the remainder of 
the U. S. This super-abundance of buying power provides the basis 
for the average First 3 market family to spend over 10% more 


The group with the Sunday Punch 


Rotogravure e “Colorgravure 


ooit’s FIRST 3 FIRST! 


nti 


me Sales Exposur 


~% 


Me 


of. 


money for All Retail purchases, 18°, more for Food, 257. more for 
Furniture, Furnishings and Appliances, and 83°, more for Apparel 
than the average family in the rest of the nation. 

Within these concentrated, most profitable sales areas, the family 
coverage of General Magazines, Syndicated Sunday Supplements, 
Radio and TV thins out. In the great markets of New York, Chicago 
and Philadelphia there is no substitute for FIRST 3 MARKETS’ 
solid 62% COVERAGE of all families. 

To make your advertising sell more where more is sold .. . it’s 
FIRST 3 FIRST! 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 


Philadelphia Sunday Inquirer “Today” Magazine 


New York 17, N. Y., News Building, 220 East 42nd Street, MUrray Hill 7-4894 « Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 « Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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Advertising Age, April 21, 1958 


Account Shifts, New Appointments, First Quarter, 1958 


Billings 

ACCOUNT TO FROM (Estimated) 
American Machine & Foundry Co. - 

(corporate & 11 products) ........ Cuaningham & Walsh .............. Fletcher D. Richards Ine. ........ $ 1,300,000 
American President Lines .............. Johnson & Lewis .........cccccccceeseeee Kenyon & Eckhardt ............00. 1,000,000 
American Viscose Corp. .............- Arndt, Preston, Chapin 

Lamb & Keen ......c.cccccccccceseee N. W. Ayer & SOM... 500,000 
Angostura-Wupperman Corp. ........ Foote, Cone & Belding ............ Erwin Wasey, Ruthrauff & Ryan 300,000 
B. T. Babbitt Inc. (Bab-O, Tidy 

Bowl, Cameo, Am-O & Con- 

necticut Chemical) ................0 Brown & Butcher 2.0.0.0... Donahue & Coe .....ccccccccecesecceeee 1,500,000 

Ee ee Brown & Butcher Doyle Dane Bernbach ............ 500,000 
Barton Distilling Co. ........-.cee Stern, Walters & Simmons ........ Herbert Baker Advertising ...... 250,000 
IE GRIN Gite. sanctidcracesicocccccecoccestsesnisess ee Kastor, Farrell, Chesley 

i 1,000,000 
Carbonated Beverage Institute ....Fuller & Smith & Ross ............ ON URI alaiiaiivcdcesessesececiiicte 1,000,000 
Chrysler Corp. 

(Chrysler and Imperial) ............ Young & Rubicam ..........ccc000 MeCann-Erickson oo...ccccccccecccuee 10,000,000 

(corporate and export) .............. hat TIE GG cisaccencscoteineinanne PACCEAR-EPIEKION 00000000ccccsecceee00 8,500,000 
Cities Service Oil Co. 

RII 1c sciccnnbiinnosdsinebeanednananeen’ E. W. Reynolds Ltd. ..........0.00 Thornton Purkis Ltd. ................ 

D. Lb. Clark Candy Co. .........ccsseeeee PRAM DE. cccaseteieciivscrescsesteviingel Grant Advertising ...........0:000 —_ 
NS i ccsncsunapiunad D’Arcy Advertising Co. ............ a ee 300,000 
Colgate Palmolive Co. 

iit th cepahinmncnnsnacssinemneceded D’Arcy Advertising Co. ............ Ee BI GDS cctisthensscnvnicces 2,000,000 

(now Brown & Butcher) 

(Vel beauty bar) ...........:ccceee Lennen & Newell .................... oY <a 

(Vel powder) .........cccccsssseeseeeenens a Lennen & Newell ................0... 2,000,000 
Dana Perfumes Corp. ............0s0000 Irving Serwer Advertising ...... | ee a ea 
Electric Storage Battery Co. 

(automotive division) ............... BBDO .. ccoovevccecccce MIR YMG CO. cccssorcsreccsscenee 
Emerson Drug Co. 

en ee Wearwith © Legler ..crccscrsserccecced Lennen & Newell .................... 2,000,000 
Max Factor & Co. 

(Max Factor cosmetics ,Signa- 

ture men’s products, Electrique 

& Primitif colognes & perfumes, 

Hi-Fi cosmetics, Foot Light) ........ a ee eee Doyle Dane Bernbach ............ 3,000,000 
Fairbanks, Morse & Co. ......c6..cc0e Ee ne ee EE ae 800,000 
Ford Motor Co. 

(Lincoln and Continental) ........ Kenyon & Eckhardt .................. Young & Rubicam ..............0.00. 4,500,000 
General Electric Co. 

(portable and table model 

PhOMOgraPhs)  .........cccceeseereeveeees PRIMER BRE. crccversercosessssosoznccesouned PO IED ccinsscnccnvessternsensnsastenen 
General Foods Corp. 

SE GD cicctsocesnssnessicentes Foote, Cone & Belding ..........MeCann-Erickson ......0..ccc0000 2,000,000 
General Mills 

SS MID Scxcicevescstesscnaentoned Knox Reeves Advertising ........ Henri, Hurst & McDonald ........ 

General Motors Corp. 
(Buick Motors division) ............. MeCann-Erickson  .......c0ccececeeeee MKudner Agency ......ccseeeserees 


(Frigidaire division) .......0NOt GBIQMed 2.0.00... ..Kudner Agency ........ 
(Truck & Coach division) ............ Not assigned «00.0... veKudmer Agency... 
RIOD senzcccsvecsssmmencinevccmesd Campbell-Ewald «0.0.0.0... Not staged in 1957 


Auto Accounts 
Dominated Early 
‘58 Agency Shifts 


(Continued from Page 1) 
Foote, Cone & Belding, and Waring | their accounts. Of these, Factor’s | Quaker 


Billings 

ACCOUNT TO FROM (estimated) 
International Swimming Pool 

Tt. antinndinmainminnniagéa Geyer Advertising ..........0000« Wilson, Haight, Welch & 

CIEE ciccnnititestniamniiatanns 500,000 
A. & M. Karagheusian Inc. ............ Bhat Caml QM ed .cecinesascitiiotnccesnreced Fuller & Smith & Ross ............ 250,000 
KLM Royal Dutch Airlines .............. Erwin Wasey, Ruthrauvff & 
BOOR. <ixtirduintmoniinn a Charles W. Hoyt Co. .......... 1,000,000 
Thomas J. Lipton Ltd. 
(Canadian advertising) .............. Needham, Louis & Brorby ........ Young & Rubicam 0.0.0... 
Thom McAn division of 

Melville Shoe Corp. ..........0c00e8 Phat COUR cxsncscicsisrnrccrmsenenved Ogilvy, Benson & Mather ........ 900,000 
Mead Johnson & Co. 

eee Keyes, Madden & Jones ........ Blaine-Thompson ...........000000e0 
Mercury Record Corp. ..........00000 Henri, Hurst & McDonald ........ Chernow Co. and Robert Kahn 

DB PID. woccceonsnesizcnacernsie 400,000 
Minneapolis Moline Co. ...........00« BBDO Graves & Associates ............. 750,000 
Ros Fi, BE GIO. eenccecccascccoreseccornesd Doherty, Clifford, Steers & 
Shenfield ...... Calkins & Holden ............00+ 500,000 
Omega Watch Co. ..ccccccecerceeseenee NEEL .cicishisopcespicebnchdbtongiopamebebighe Lewin, Williams & Saylor ........ 400,000 
Henry F. Ortlieb Brewing Co. ...... Lewis & Gilman .......ccccceeeeeeees Samuel Taubman & Co. ........ 300,000 
John Oster Mfg. Co. o.ccccccccscecesees RIE GR. ssnasevcinsetensenvinemennavind Mathisson & Associates ............ ————__ 
Quaker Oats Co. 

(Ken-L Products) ............c:ccsesee0 J. Walter Thompson Co. ........ Needham, Louis & Brorby ........ 3,500,000 
BUT BBs. crcccncessnerccosocsivcscoccnccenead Needham, Louis & Brorby ....... ARETE | nrerierereinanmnningios 500,000 
SOG ad FE sacesictioveceserensccscosoneeed Leo Burnett Co. ......ccccccccsseeeeved Honig-Cooper ........cescseseeseseees 1,500,000 
Swift & Co. 

(Alisweet, End-O-Products, 

DRE. cecernensensentensrecnsntncnereeed Leo Burnett Co. ......ccceccsereseeees J. Walter Thompson Co. 

(Pard, Swift’ning, Jewel short- 

ening & salad oil, Swift pea- 

ee ee ee DOE GRID encrasts ccmserevsinamnots J. Walter Thompson Co. ........ 3,000,000 
Tea Council of Canads ...............+. E. W. Reynolds Ltd. ............00000 Spitzer & Mills .........cccccceeeees 300,000 
TID GG. ccercicincccncncencenscnszessonned Campbell-Mithun .........cccccceeee EE GIO scsinnsecscsesceniintiodinienes *,000,000 
Volkswagen of America ................. J. WA. Mane B66. cncerscrcrccsersessase ne ee 750,000 
Waring Products division of 

Dynamics Corp. of America ...... Fuller & Smith & Ross .............. Anderson & Caifns oo... 400,000 
Weco Products Co. (Dr. West's 

push-button tooth paste) ............Keyes, Madden & Jones .......... J. Walter Thompson Co. ........ 1,000,006 

(introductory campaign only) 
Westinghouse Electric Corp. 

(tv-radio division) ...........:-0000 Grey Advertising Agency ......... MeCann-Erickson — ......cccccceereees 2,000,000 
Whitehall Pharmacal Co. , 

GID sieciccsctonssccroossciencstinisnsmanvesned Lawrence C. Gumbinner .......... Erwin Wasey, Ruthrauff & Ryan 

OO eee ee Grey Advertising .............. 300,t uv 

0 EE eee Bryan Houston IN... Sullivan, Stauffer, Colwell 

TE aiccnnsnddiibieiinteannmens 
Wilson & Co. (ham, bacon, 
ge and d meats) ...... Kenyon & Eckhardt ...........:0000 Needham, Louis & Brorby ........ 1,250,000 
Zenith Radio Corp. 
(radio-ty receivers) .......ccccecseee Foote, Cone & Belding ............ Earle Ludgin & Co. oo... 2,000,000 


|Corp. and rival John Oster Mfg. ) Doyle Dane Bernbach was prob- 
|both changed agencies. ably the largest. 

In the drug and cosmetic fields, In the harried meat pack- 
| Whitehall Pharmacal, Weco Prod- | ing field, Wilson & Co., Swift & 
,ucts Co., Emerson Drug, Dana Per- Co., Star-Kist Foods and Quak- 
|\fumes, Colgate-Palmolive, and) er Oats’ Ken-L-Ration products 
|Max Factor all moved portions of| were all on the move. The 
Oats’ segment—some 


Products division of Dynamics | $3,000,000 billing transferred from | $3,500,000—was probably the 
largest in this area. 

ea ae ae bits ® In point of size, the automo- 
ae Co ieee ne See a ie tive accounts dwarfed the other 
fgore 6 SOLE, Pi RL hg SOE Bi changes, and Buick’s tentative 
Ge , PRE " $24,000,000 expenditure is the 
| ~ Ghee aes biggest account shift of the 

ee Coming MAY 7th, 8th & Ith -. ‘quarter. 
me 2 i. It was a comparatively quiet 
. a ‘ es. iP Be’ time for brewers and airlines, 

e ~ . . 

Now available: Time on this Bt 


>R 


> 
ae 


new web-fed offset press 


Flexibility and economy in color printing, 
plus new imprinting and price change facilities 


COMPLETE SERVICE 


@ From art to mailing 


We've just added a new perfecting offset 
press that greatly increases our web-fed ca- 
pacity. Ideal for black and white, spot color 
or full color runs of 50,000 or more. It pi ints 
up to 64-page sections, 84” x11” size (or 
multiples), at a rated speed of 20,000 sec- 
tions per hour. Whatever your printing needs 
— magazines, catalogs or colorful broadsides 
— let us show you what we can do. 


@ Intelligent produc- 
tion counseling 


@ Finest web-fed off- 
set and letterpress 
news-color printing 


E¢o, 


‘0, Printers of Program Sections of 4 editions TV Guide Magazine 


HENRY WURST, Inc... 


550 INDUSTRIAL BLVD. « KANSAS CITY 15, KANSAS 


COLOR STUDY 


On each of these days, the Houston Chronicle 
will conduct a massive color study 

similar to the Milwaukee Journal's 
“COLOROPTICS”. Publication Research 
Service will study readership and 
retention of Chronicle color ads. 


For further information contact 
M. J. Gibbons, Houston Chronicle, Houston, 
Texas or your Branham representative. 


THE HOUSTON CHRONICLE 


THE BRANHAM COMPANY — National Representatives 


in recent months. Only one 
brewer and one airline changed 


% f agencies since the first of the 
ee. year. 
From the longtime client- 


agency relationship standpoint, 
Buick was also the outstanding 
example. It had spent 22 years 
+ with the Kudner Agency and its 
= predecessor, Arthur Kudner Inc. 


Davidor Agency Opens 
David Youner, formerly as- 
sistant ad manager of the Jour- 
nal of Chemical Education, has 
opened Davidor Advertising 
Agency at 60 E. 42nd St., New 
York. The agency will specialize 
on scientific instrument, tech- 
nical and industrial accounts. 


Pinkerton Joins Mariva 

John E. Pinkerton, formerly 
with Kircher, Helton & Collett, 
Dayton agency, has joined 
Mariva Industrial Advertising, 
Springfield, O., as account ex- 
ecutive and director of media 
and research. 


JOHN T. JONES, JR., President 
R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, General Advertising Mgr. 
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New San Francisco printing factlity of Phillips & Van Orden Co., Berry Street from Third to Fourth. 


P.V.O. Takes Another Big Stride IN YOUR DIRECTION 


Phillips & Van Orden, Clement subsidiary widely 
known in the West as P. V.O., is keeping pace with 
the thriving San Francisco and Bay Area in this huge 
new printing facility. 

It signals the latest stride in the company’s effort 
to produce the finest color printing wherever you need 
it. Continuing growth like this keeps quality high for 
you, and business healthy for Clement. 

Today, P.V.O. is turning out telephone directories, 
publications and advertising literature in millions of 
copies on the most modern high-speed equipment, 


including new presses and binding machines. The 


. 


BUFFALO 


plan allows space for further expansion “tomorrow”. 

Wherever you are, East, West or the latitudes 
between, Clement printing service is available. For 
catalogs, mailing pieces, folders, package inserts, 
books, periodicals, for any printing problem, the 


Clement man is at your beck and call. Ask him. 


Iwlbnut(, 


Manufacturers of Quality Printing 
EXECUTIVE OFFICES & PLANT: 
8 LORD STREET, BUFFALO 10, NEW YORK 


SALES OFFICES: GRAYBAR BLOG., NEW YORK, FISHER 8L0G., DETROIT. SUBSIDIARIES: PACIFIC PRESS, INC. LOS ANGELES, PHILLIPS & VAN ORDEN CO., SAN FRANCISCO 


OS ea Sy oe OL” TCE 
Los ANGELES — 
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Van Sickle 


DRAMATICS—Harrowing moments 


stunters Dale Van Sickle and Martha Crawford, are attention get- 

ters at the beginning of a new series of Drewrys Ltd. tv commercials 

being used as part of Drewry’s Big D campaign. MacFarland, Ave- 
yard & Co., Chicago, is the agency. 


Big D Symbol, Bigger Budget Back 


Beers Brewed in D 


Soutu BeEnp, April 16—Drewrys 
Ltd., the midwest brewer that has 
been playing a “more flavor, less 
filling’ theme for several years 
now, is spending a record $2,750,- 
000 plus this year selling the same 
idea behind a new symbol, the Big 


The Big D, being featured in all | 
air and print ads, stands for both | 
Drewrys and “difference”’—“The | 
beer with the one big difference; | 
more flavor, less filling,” the copy | 
says. A leisure-pleasure overtone 
will also be prominent in all of the 
ads. 

As a symbol, the Big D is only 
a technique for projecting the basic 
“more flavor, less filling” theme 
to which Drewrys has been wedded 
for five or six years, according to 
David W. Stotter, vp and account 
supervisor with MacFarland, Ave- 
yard & Co., Drewry’s agency. It 
is not a replacement for the 
Drewrys’ Canadian mounted police 
symbol which continues to appear 
in all visible ads. 


s In a media pattern that Drewrys 
believes will give it commanding 
position in its markets, the cam- 
paign will roll primarily on radio 
and tv, with newspapers in a 
strong supporting role. The brew- 
er’s market is Indiana, Michigan, 
northwestern Ohio, eastern Iowa 
and northern Illinois. 

The Big D campaign broke in 
the Chicago area in mid-March and 
is slated to break throughout the 
rest of the area during the second 
half of April. 

Radio will be used in about 55 


'D’ DOES IT—Drewrys Ltd. is using 
a big color D in this ad scheduled 
to appear in the Chicago Tribune 


Crawford 
like these, featuring Hollywood 


rewrys Breweries 


markets and tv in 17. 48 news- 
papers will be used, and 24-sheet 
posters and painted bulletins will 
be used in 83 markets, principally 


mon stock earned $2.33 in 1957 and | 
$2.38 in 1956. | 


s “Net profits for 1957 were only | 
| 2.2% lower than in 1956 despite a} 
|decline in barrel sales of more) 
ithan 4.4%,” Drewrys’ president, 
Rudy A. Moritz, observes in the 
company’s annual report. 

“Barrel sales, although less than 
in 1956, were the second highest in | 
Drewrys history. In our principal | 
marketing territory,” Mr. Moritz | 
notes, “Drewrys made a better 
|showing than the industry.” + | 


No ‘Official’ Advertising 
for Armed Forces Day 

The National Better Business| 
Bureau has reported that it has 
| been advised by the Department of 
Defense that “neither the Depart- 
/ment of Defense nor any of the| 
services issues or authorizes any | 
‘official’ program or other publica- | 
tion for which advertising is solic- 
ited.” Some national or local or- 
ganizations issue printed programs 
but they are in no way “official” 
Armed Forces Day publications. 
The ninth annual Armed Forces | 
Day will be observed May 17. 


eadlines tell part 
of the story—you get 
the full story in the 
body copy. But it won’t get 
read if it is hard to read— 
SERVICE set copy is easy on 
the eyes and it sells. 


“Where typesetting is sti/i an art" 


S ERVI G al typographers, inc. | 


723 S. Wells St. * HArrison 7-8560 «+ Chicago 7, Ill. 


in non-metropolitan areas. Two or | 
three trade papers and extensive | 
merchandising will also be used. 
Drewrys’ major tv vehicle is 
“Target,” an adventure series. It 


Kalamazoo-Grand Rapids area and 
in Indianapolis. 

Behind the tv emphasis this 
year is a record investment by the 
brewer in 26 new commercials 
and some program introductions 
designed to improve advertising 
continuity, according to James C. 
Shelby, MacFarland, Aveyard tv 
vp. 


# One series of 90-second tv ads 
features Hollywood stunt men and 
women who are seen in the open- 
ing moments of the ads, falling off 
balconies, crashing through win- 
dows, etc. After a few seconds of 
this, 
nounces he’s “had a rough day” 
and feels like “relaxing with the 
Big D—Drewrys.” The remainder 
of the ad finds the actor relaxing 
at home talking about the beer. 

In addition to filming the stunt 
men series, plus animated cartoons, 
the brewer also had a series of 
five special introductions to the 


Adolph Menjou, the show’s host to 
identify the program from the very 
beginning as Drewrys-sponsored. 
Heretofore, according to Mr. Shel- 
by, the commercials tended to dis- 
rupt continuity between the open- 
ing of the show and the beginning 
of the drama. 


® The record ad budget for this 
year, according to Drewrys’ ad 
director, Les D. Fairbairn, is being 
undertaken to help sustain the 
sales gains trend in all of Drewrys’ 
markets. He described the 1958 
budget as “considerably larger” 
than the 1957 allocation. 

Drewrys Ltd., which includes 
Atlas Brewing Co. and Schoenho- 
fen Edelweiss Co., two Chicago 
brewers it acquired in 1951, ranked 
No. 16 among U. S. brewers in bar- 
relage sold last year. The company 
sold 1,368,712 bbls. in 1957, a drop 
from the 1956 level of 1,431,921 
bbls. The sales drop, according to 
Drewrys, was sustained mainly by 
the Atlas and Edelweiss brands. 
The Drewrys brand, which ac- 
counts for about 90% of Drewrys 
Ltd. sales, is currently producing 
at the rate of about 1,100,000 bbls. 
a year, “a little bit ahead of its 
1956 pace,” according to Mr. Stot- 


May 9 to help carry forward its 
“difference” theme—the difference 
between Drewrys and other beers. 
MacFarland, Aveyard & Co. is the 
agency. 


ter. 

Drewrys’ gross sales last year 
| were $40,640,520 compared with 
| $41,369,707 in 1956. The 1957 net 
|income was $1,410,965 compared 


also uses “Silent Service” in et 


the actor relaxes and an-| 


“Target” show filmed, using actor | 


| 
| 


General Sales Manager 
Ready Hung Doors 
Burbank, California 


Less than 6¢ 
a week for 52 
weeks of 
IDEAS! 


|with $1,443,400 in 1956. The com-| 


He finds Advertising Age 
can be best read at home 


“Unlike most of your subscribers,” 
writes Mr. Ramsey, “I am technically 
outside of the advertising profession, 
although as General Sales Manager I 
am directly responsible for all phases 
of our advertising program and handle 
it directly with our agency, Welsh- 
Hollander & Coleman of Los Angeles. 


“At the office we naturally receive 
many business journals. Since they 
somewhat repeat each other in adver- 
tising and editorial content, they are 
glanced at and passed along to others. 


“In the case of Advertising Age the 
material is notably fresh, stimulating 


ee ee ee ee ee ee ee ee 


C. B. RAMSEY 


and deserving of more than a casual 
glance. This means, then, that AA can 
best be read in the quiet of the evening, 
at home. 


“From a management point of view, 
your features have been consistently 
excellent. An indirect benefit has been 
a better perspective of advertising gen- 
erally and the work of our own agency 
in particular.” 


In the quiet of the evening, at home! 
Why don't you try this way of getting the 
best out of AA? For 3 little dollars you may 
have a whole year of Ad Age— 52 idea- 
packed issues. The coupon below guaran- 
tees your satisfaction. 


Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 
Here’s my order for a year of Ad Age. If I’m satisfied, after reading 


three issues, I'll send you $3. If I’m not, Ill return your unpaid 
bill and you will cancel my subscription. 


My name. 


Company 


Nature of business. a 
0) Home or [J bus. Address 

City. 
C1 $3 enclosed 


—_ 


Zone___ State... 


0 Bill my firm later 


COBill me later 
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Squibb Ad Gets 
‘Saturday Review’ 
Top Ad Honors 


New York, April 15—The “ap- 
ple” ad run by E. R. Squibb & Sons 
last year has been judged the “most 
distinguished public-interest ad- 
vertisement of the year” by the 
Saturday Review’s sixth annual 
advertising awards committee. 

The ad pictures a red apple mi- 
nus a bite—‘Adam and Eve ate the 
first vitamins, including the pack- 
age,” the copy begins. It goes on to 
explain how vitamins can be help- 
ful, how self-medication can be 
harmful, etc. The ad was prepared 
by Cunningham & Walsh. 

The next five winners—out of 


a total of 25—were Corning! 
Glass Works (Batten, Barton, 
Durstine & Osborn); Common- 
wealth of Puerto Rico (Ogilvy, 


Benson & Mather); New York Life 
Insurance Co. (Compton Advertis- 
ing); Chase National Bank corpo- 
rate (Kenyon & Eckhardt); and 


|\Norfolk & Western Railway Co. 
| (Houck & Co.). There were 19 oth- 
|er winners. 

Six citations for radio and tv 
programming in the public interest 
went to “NBC News,” “The Met- 
jropolitan Opera,” “Hallmark Hall 
jof Fame,” “See It Now,” “Omni- 
bus” (Life of Samuel Johnson) 
land “Disneyland.” + 


| Detroit AMA Elects 

| Robert R. Scrase, executive as- 
|sistant to the vp, sales, Stran- 
Steel Corp., has been elected pres- 
jident of the Detroit chapter of the 
American Marketing Assn. Other 
new officers are John Rath, Wayne 
State University, 
Welch, Square D Co., Ist and 2nd 
vps, respectively, and Fred Braga, 
Detroit Edison Co., treasurer. The 
office of secretary is a two-year 
term and is held by Fred Currier, 
Detroit Free Press. 


KPIX Names Fraiberg, Burns 
Lawrence P. Fraiberg, sales rep- 

resentative for KPIX, San Fran- 

cisco, has been appointed sales 


and Lester 


manager, filling the vacancy cre-/ 


ated by the promotion of Lou S. 
Simon to general manager of the 


tv station. Richard Burns, formerly | 


national sales services coordinator 
of KPIX, has been advanced to ac- 
count executive of the Westing- 
house tv station. 


Lawrence Kane Adds Two 
Lawrence Kane & Artley, New 
York, has been named to handle 


| bought for $200,000. The new plant 


|advertising for Marvello Inc., May- | 


wood, N. J., manufacturer of fire 
and burglar alarm equipment. Pre- 
viously advertising was direct. 
Lawrence Kane also has been 
named to handle advertising for 
Barney Stempler & Sons, New 
York, maker of garment hangers. 


Fena Signs Southern Pacific 
Fena Advertising, Burlingame, 
Cal., has completed arrangements 


with Southern Pacific Railroad, |as ad and sales promotion manager 
|San Francisco, for sale of panel|of Harnischfeger Corp., Milwau- 


display space inside the regular 
SP commuter trains. The car cards 
will be available to advertisers in 
standard sizes and will reach 30,- 


Minns Adds Annex 


jadded a second annex to help 


| 
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000 passengers daily. Rr eae q 
the Diligeot Duchess : 
homsehuld toot kia 


Central Lithograph Moves 
Central Lithograph Co., Cleve- 

land, will move into a new plant 

at 1278 W. 58th St., which it 


is almost double the size of the 
old one. The 55-year-old company 
produces packaging, ad literature, 
point of purchase material, annu- 
al reports, etc. 


Richard L. Minns & Associates, 
Houston, which began less than 
five years ago with a staff of four 
in a converted home in Houston 
and added an annex last fall, has 


house its staff of 40. 


Parthum Leaves Harnischfeger 


Charles F. Parthum has resigned | pyjgent—Trade ads like this pro- 


moted Consolidated Tool Co.’s 


kee. He did not announce his plans. Duchess tool kits. 


Harold Talbott is temporarily fill- 
ing the posts until a permanent 
successor can be found. 


Consolidated Pushes 
Gold Plated Tools 


Respected Competitor Becomes Member of the Family! 


Booth Newspapers 


The Grand Rapids Merald 


On April 1, 1958, The Grand Rapids Herald, a newspaper | 
with a distinguished record of over 74 years and West 
Michigan’s only morning and Sunday newspaper, became 


Acquires 


the 9th Booth newspaper. 


For the people of Grand Rapids and Western Michigan 
—and for the advertisers who sell them the hundreds of 
millions of dollars worth of goods and services they buy 
yearly—the purchase brings many benefits. It combines the 
facilities and the strength of the Booth organization with 
the Herald’s cherished tradition of newspaper publishing. 


Now, in Grand Rapids, there’s a Booth newspaper pub- 


lished morning, evening and Sunday! 


THE 


THE ANN ARBOR 
JACKSON CITIZEN PATRIOT 


BEST OF MICHIGAN 


"BOOTH NEWSPAPERS 


| THE BAY CITY TIMES 
} THE SAGINAW NEWS 
4 


NEWS THE FLINT JOURNAL 


KALAMAZOO GAZETTE 


for Self-Do Girls 


Los ANGzLES, April 15—A gift 
“for the woman who has every- 
thing... but nothing to fix it with” 
is being promoted by Consolidated 
Tool Co. 

It’s the Diligent Duchess house- 
hold tool kit, a packaged assort- 
ment of hand tools specifically de- 
signed for use in the home by wom- 
/en. The line comes in two finishes, 
|22-karat gold plated and chrome 
|plated. Retail prices range from 
|$9.95 for a six-piece chrome fin- 
ished set, to $49.95 for a ten-piece 
gold plated set. The gold-plated 
tools run about double the chrome 
finished price. 

Currently, advertising is sched- 
uled only for trade publications 
with insertions running in Gift & 
Art Buyers, Giftwares and House- 
wares Review, 

Initial distribution will be 
through department stores with 
Bullock’s here promoting the kits 
with large-space newspaper ads. 
Marshall Field & Co., Chicago, and 
Jordan-Marsh, Boston, have also 
taken the line. By fall of this year, 
Consolidated expects to have na- 
tional distribution and will pro- 
mote the Diligent Duchess tools 
with a national ad campaign. 

Willard G. Gregory & Co., Los 
Angeles, is the agency. + 


M&O Paper Names Anderson 

Paul A. Anderson, formerly ed- 
|itor and publisher of the Interna- 
|tional Falls Daily Journal, has 
| been named manager of informa- 
tion services of Minnesota & On- 
tario Paper Co., Minneapolis, in a 
move by the company to consoli- 
date industrial relations functions. 
‘In this capacity, Mr. Anderson 
| will represent the company to in- 
|formation media and will also be 
responsible for employe publica- 
tions. 


| Dobson Acquires Company 

Dobson Inc., San Francisco, has 
acquired Associated Ad Products, 
San Francisco, distributor of ad- 
|vertising specialties and selling 
,aids. The latter company will con- 
| tinue to operate as an independ- 
| ent division of Dobson, at 532 Jes- 
| sie St., with Homer R. Jackson as 
| vp in charge. 


Rau Joins Arthur Mogge 

William E. Rau, formerly adver- 
tising and sales promotion man- 
|}ager of the Western Brass Mills 
\division of Olin Mathieson Chem- 
ical Corp., has joined the creative 
staff of Arthur R. Mogge Inc., St. 
Louis. 


THE GRAND RAPIDS PRESS 
THE MUSKEGON CHRONICLE 


Family Opinion Buys Office 

National Family Opinion, Toledo, 
plans to move into a new build- 
ing, which it has bought, at 711 S. 
St. Clair St. on May 1. 
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Theres nothing so p 


Once you start feeding practical ideas to men and women who are 
already eager for advice and information about how to have a better 
home and a richer family life, there’s just no limit to what can happen! 
And that’s the story of Better Homes & Gardens and why it grows. 

BH&G makes the reality of everyday living so exciting, makes 
dreams of better living so obtainable that the millions of families who 
read and re-read this famous idea magazine every month really “live 
by the book”. And “the book” is BH&G. Living—in the Better 


Many a family’s vacation begins in the pages of BH&G! 


owertul as an idea | 


Homes & Gardens sense of the word—covers a wide range of family 
interests. All the way from “What shall we have for dinner tonight?” 
to ‘‘Where sha!l we go on our next vacation?’’. 

The sales climate Better Homes & Gardens creates for advertisers 
is unique among all of the major media. Because millions of BH&G 
readers bent on putting ideas into action are in the mood to buy! 
Meredith of Des Moines... America’s biggest publisher of ideas for 
today’s living and tomorrow’s plans 


ot America reads BHaG the family idea magazine 


4,500,000 COPIES MONTHLY 
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FACT NO. 1 
CIRCULATION GUARANTEE 
1, Tome Ge a ca Wk es cee ee 2,500,000 
2. TRUE CONFESSIONS ..... 1,300,000 
3. Modern Romances .......... 1,000,000 
FACT NO. 2 


CIRCULATION DELIVERED 12/31/57 


Ry PRs Veeco ce coe es 2,625,967 

2. TRUE CONFESSIONS ..... 1,371,924 

3. Modern Romances-.......... 1,098,435 
FACT NO. 3 


PERCENTAGE SINGLE COPY SALES 
TO TOTAL CIRCULATION 


1. TRUE CONFESSIONS (1,140,875) 83.2% 


2. Modern Romances (693,575)...... 63.1 
3. True Story (1,299,120)........... 49.5 
FACT NO. 4 


COST PER M—1 PAGE, 1T, B/W 


1. TRUE CONFESSIONS ($3,450). $2.51 
2. Modern Romances ($2,765)...... 2.52 
ce YX ay A | > a 2.78 


ROMANCE 


FACT NO. 5 


COST PER M—1 PAGE, IT, 2-COLOR 


1. TRUE CONFESSIONS ($4,140). $3.02 
2. Modern Romances ($3,460) ..... 3.15 
3. True Story ($8,762) ............ 3.34 


The young married readers of the romance magazines 
are virtual strangers to all other types of media. All 
readership studies concur on that. 


Three magazines dominate the romance field . . . a field 
that’s unusually rich in prospects for cosmetics and pro- 
prietary drugs, food and homemaking items, infants’ 
and children’s needs. 


In their budgets, realistic media men provide for all 
three romance magazines when planning space for such 


FACT NO. 6 


COST PER M—1 PAGE, IT, 4-COLOR 
1, TRUE CONFESSIONS ($4,830). $3.52 


ss | 
2. Modern Romances ($4,200)...... 3.82 
3. True Story ($10,585) ........... 4.03 
FACT NO. 7 


NUMBER OF CHILDREN UNDER 2 


1. Fd DURE Fs. 5s ee aw ee 630,232 
2. TRUE CONFESSIONS ...... 370,419 


3. Modern Romances .......... 263,624 
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FACT NO. 8 FACT NO. 11 
NUMBER OF CHILDREN UNDER 5 NUMBER OF WOMEN READERS 18-34 
PEED acs teg'-0)0 ‘one bintiy 9:4 «0 1,706,879 De Nk nw cdots ho otis 1,682,089 
2. TRUE CONFESSIONS ..... 891,751 2. TRUE CONFESSIONS ..... 1,001,148 
3. Modern Romances.......... 681,030 3. Modern Romances.......... 757,733 
FACT NO. 9 FACT NO. 12 
NUMBER OF CHILDREN UNDER 10 NUMBER OF MARRIED WOMEN READERS 18-24 
er peenys 3,072,381 yg a EL Ea TEE ET 608,895 
2. TRUE CONFESSIONS ..... 1,632,590 2. TRUE CONFESSIONS ..... 362,278 
3. Modern Romances .......... 1,241,232 3. Modern Romances .......... 295,226 
FACT NO. 13 
products. Where finances allow for only two books, one 


of them should be TRUE CONFESSIONS. A glance at 
the figures on these pages will tell you why in 1, 2, 3 NUMBER OF MARRIED WOMEN READERS 18-34 


order. If you need others, we have them. 


Seine iinet satiate titan isi ae issn thine eateeeiaiiaaanaipesatil i. ees ee 1,427,098 
«5S DAYS A WEEK 
TRUE CONFESSIONS on the alr» 25 MINUTES 2. TRUE CONFESSIONS ..... 792,014 
Sources: Publishers’ Statements to ABC, December 31, 1957 3. Modern Romances oWeonehw aan 590,453 
Standard Rate & Data Service, March, 1958 
Starch Consumer Magazine Report, June, 1957 
Printers’ Ink 
FACT NO. 10 FACT NO. 14 
NUMBER OF WOMEN READERS 18-24 PERCENTAGE ADVERTISING LINAGE INCREASE 
| 1. BUG ei Ge sheer is ved ss 814,260 1. TRUE CONFESSIONS (16,826) .. 15.2% 
| 2. TRUE CONFESSIONS ..... 521,125 2. Modern Romances (2,807)........ 18 
| 3. Modern Romances .......... 428,236 a meee Gtory (DAGG) . .. os canes skeen 0.8 
1957 vs. 1956 


A 
FAWCETT 
PUBLICATION 
= 
NEW YORK 
. 
CHICAGO 
* 
DETROIT 
7. 

SAN FRANCISCO 
. 
LOS ANGELES 
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Advertising Age, April 21, 1958 
Foreign Sales, Advertising, Expected 
to Stay Good in 1958, Ad Groups Told 


CuHIcaco, April 15—International | growing 
advertising by U.S. manufacturers | 
—which passed the $500,000,000 | 
level in 1957—is holding steady and 
may increase in 1958 despite U.S. 
economic troubles, according to! 
speakers last week at the third 
midwestern international advertis- 
ing conference sponsored by the 
Export Managers Club of Chicago 


not likely to occur since our do-| will depend to a great extent on the EGARESA pe ER, oe 
mestic and foreign divisions oper- | quality of our sales and our ad-| 9 : : 
jate independently.” ) vertising efforts.” Commercial ex- | | 
ports hit $19 billion in 1957, he| jim 
said, and imports were about $13 | ee 
billion. : 
“The overseas demand for goods 
is there and it is growing steadily. 


nationalism in many|® G. E. Kendall, manager, adver- 

countries and the “increased mar-|tising and sales promotion, Inter- 

keting know-how being adopted national General Electric Co. and 

by native traders and manufactur-| president of the International Ad- 

ers.” \vertising Assn., called for a five-|But like at home, 1958 will be a 
Mr. B:ety had three points of ad- year extension of trade agreements. | year of stiff competition and closer 

|vice to offer to his colleagues fac- | “It will provide the free world |attention to costs,” he said. 

ing budget cuts aimed at compen-|with assurance that our program “Up to now,” Mr. Pollard said, 

sating for a reduction in domestic | will be in place long enough for | “overseas advertising, in the main, 

volume even though export sales | them to do some planning,” he said. 


> 
2 


and the International Advertising 
Assn. 

An informal survey of some 30 
leading consumer goods companies 
was reported by Joseph W. Biety, 
foreign advertising manager of 


Parker Pen Co. He reported that) 


most of the companies are optimis- 
tic about 1958 foreign sales. They 
are planning on spending more ad- 
vertising dollars than in 1957, he 
said. 

Mr. Biety also reported, how- 
ever, that several of the companies 
expressed concern about import 
restrictions, money exchanges, the 


remain healthy: 

1, Determine by market the fre- 
quency of advertising which is 
most productive per dollar expend- 
ed. 

2. Apportion the budget by mar- 
kets in the order of importance. 

3. When reductions are made, be- 
gin by limiting the number of total 
markets, rather than decreasing 
frequency across the board. That 
way, the less productive markets 
are eliminated and advertising 
muscle remains in healthy markets, 
he said. 

(“At Parker,” he added, “this is 


“Also, it will enable our represen- 
tatives at future trade negotiation 
meetings to bargain from a strong- 
er programmed position.” 


s “Our advertising needs to be 
|more carefully directed,” was a 
point made by Braxton Pollard, 
manager, international advertising, 
Monsanto Chemical Co. 

Mr. Pollard predicted that 1958 
U.S. foreign trade will be only 
slightly under the record year of 
1957 but qualified his prediction 
with this: “Our approximating the 
|level of business achieved in 1957 


has not merited many awards for 
imagination or creativity. Most of 
\it looks like it had been left to the 
second or third team. Or, even 
worse, too much of it looks like 
something that had been rejected 
for an unimportant domestic mar- 
| ket.” 
| 
s More use of market research was 
urged by Harry Q. M. Clawson, as- 
sistant director, overseas business 
bere sedi McGraw-Hill Internation- 
| al Corp. 

“Markets are constantly chang- 
ing,’ Mr. Clawson said. “Every 
time a new product enters the mar- 


‘Lets have another look at that schedule!’ 


Big league baseball and 


big league golf provide BIG 
LEAGUE ENTERTAINMENT 
every Saturday on KSTP-TV. 


In the Minneapolis-St. Paul area, still eagerly 
awaiting a major league team of its own, thou- 
sands of rabid fans tune each Saturday to 
KSTP-TV for MAsor LEAGUE BASEBALL, 
direct from the home parks of the Milwaukee 


"MINNEAPOLIS + 


ae 


Braves, Boston Red Sox, 


other top contenders. 


Detroit Tigers and 


And on the nine Saturdays when local games 
prohibit major league telecasting, thousands of 


even-more-rabid golf fans 


are watching Top 


Pro Go.Lr, featuring such stars as Sam Snead, 
Cary Middlecoff, Jack Burke and others in 


match play competition. 


Put your sales in the big league this season 
in this major market of 700,000 TV homes. 
Check your nearest Petry office or a KSTP-TV 
representative for availabilities, 


Tolevisiow 


x 
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FROM $1,298 UP—Fiat Motor Co. has 
launched a national campaign for 
its Italian imports. On the sched- 
|jule are Esquire, Holiday, New 
| York Times Magazine, New York- 
\er, Sports Illustrated, Sunset, Time 
jand Town & Country. St. Georges 
| & Keyes is the agency. 


| ket, every time a major competitor 
| changes his ad or marketing strate- 
gy, every time consumers adopt 
a new interest, we must consider 
its impact on our marketing.” Con- 
tinuity of research is as important 
/as continuity of advertising, he 
|said, adding that continuity of re- 
| search provides a constant building 
of the market under study. 


s Vincent Tutching, vp, McCann- 
Erickson Corp. (International), 
had some facts to offer about the 
European Common Market pro- 
gram. By terms of the agreement, 
he reminded the group, tariff bar- 
riers among the six nations will 
be lowered gradually until by 1972 
they will have disappeared. This 
will create a European mass mar- 
ket of more than 160,000,000 peo- 
ple. Plans for free trade zones out- 
side the Common Market could 
increase this total to 240,000,000. 

Meanwhile, European productiv- 
ity is rising at the rate of 4% a 
year (the U:S. rate is 3%). “Borne 
on this economic surge,” Mr. 
Tutching said, “modern merchan- 
dising methods, such as big high- 
way service stations, self-service 
supermarkets, vending machines 
and laundromats, are spreading 
faster in Europe than when they 
were first launched here.” # 


Kropp Names Holbrook 


Francis W. Holbrook has been 
named to the new position of man- 
ager of sales and marketing of 
Kropp Forge Co., Chicago. He for- 
merly was marketing manager of 
the AmForge division of American 
Brake Shoe Co., Chicago. 


Pablum Appoints Glaxon 

Sy Glaxon, former marketing di- 
rector of BiB Corp., Lakeland, Fla., 
has been named a marketing con- 
sultant to the Pablum products 
division of Mead Johnson & Co., 
new owner of the BiB company 
(AA, March 10). 


Bohem Names Eldridge Co. 

| Bohem Mfg. Co., Bryn Mawr, 
Pa. manufacturer of trash and 
|leaf-burning equipment, has ap- 
pointed Eldridge Co., Philadelphia, 
to handle its advertising, promo- 
tion and publicity work. 


‘Convention Guide’ Names Reps 
Convention Guide & Digest, a 
|new publication, has named Robert 
W. Walker Co., Los Angeles, to 
|represent it in the West, and John 
Printup & Associates, Miami, to 
represent it in the South. 


Goodyear’s Judd Retires 

L. E. Judd, director of public 
relations for the Goodyear Tire & 
Rubber Co., Akron, O., for 26 years, 
will retire June 1. No successor 
has been announced, 
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What business 
do businessmen have 
wit 
Ladies’ Home Journal? 
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Wrormen have an interest in Ladies’ Home 
Journal. So do businessmen. But for quite 
different reasons. 

Women love the Journal for publishing 
Edna Ferber’s exciting new novel, “Ice 
Palace”...the personal reminiscences of 
Churchill’s secretary ...those delightful din- 
ner menus...those beautiful Spring fashions 
...and all the other articles in the current 
issue that reflect the wonderful world of 
women. 

Businessmen, on the other hand, are look- 
ing for the biggest concentration of the best 
women customers in the world. The Journal 
interests them because it has set four brand- 
new circulation records in the past four 
months*...and because Journal advertisers 
have made the first quarter of 1958 the big- 
gest on record. In the last three months 
alone, advertisers have invested over 
$6,500,000 ! 

Businessmen know that women are more 
important to advertisers than ever before. 
They know that the Journal’s wonderful 
world of women means business. 


“December .. 5,701,000 
January .... 5,722,000 
February .. 5,752,000 
March ......5,881,000 
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Things happen when the Journal comes 
out! Advertisers today have a two-fold goal: 
fast sales results, and continuing sales re- 
sults. In the Journal, they are discovering 
the No. 1 way to achieve both. 

For instance, the Minnesota Mining and 
Manufacturing Co. offered an instruction 
folder for Sasheen ribbon in a quarter-page 
Journal ad a few months ago. 32,000 women 
wrote in for the booklet. That’s fast results. 
Five months later, requests are still coming 
in at the rate of 300 a week. That’s con- 

‘“uing results! 


‘ou’re No. 1 in her mind when you 


advertise in her No. 1 magazine... 


“JOURNAL 


A CURTIS PUBLICATION 


THE NO. §]] MAGAZINE FOR WOMEN 
NO. §]] In CIRCULATION 

NO. [J] IN NEWSSTAND SALES 
NO. §]] IN ADVERTISING 
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Goodman Offers Musial. That’s mighty good advice  troit Tigers, and Nellie Fox and, ]0 Members Join ANA 
\from one of baseball’s alltime Early Wynn, of the Chicago White, Ten companies have joined the 
; ; ; great players. Take Stan’s word Sox. Assn. of National Advertisers, 
Radio Testimonials for it, folks. Buy Curtin’s bread at| Prices range from $10 for mar-| bringing total membership to 628. 
b Baseball Stars your store or phone Granite 7-6543 kets of 100,000 or less to $95.50 for The new members are Ashland Oil | 

Y and have it delivered to your home. markets of 3,000,000 or more. This | & Refining Co.; Purex Corp.; Ship | 

New York, April 16—Harry S.| Order Curtin’s bread today.” | weekly cost entitles an advertiser | ’n Shore; Ideal Toy Corp.; Ohio Oil 
Goodman Productions is offering 
advertisers big name baseball en-|m In addition to Mr. Musial and| ments. # 
dorsements for their products. |Freddie Hutchinson, of the St. 

Transcribed radio spots for) Louis Cardinals, endorsements are Brown Joins Haire Books 
bread, milk, tires, automobiles, available from Gil McDougald and| Mel Brown, formerly of Bass & | Masterson Joins Otto Agency 
soft drinks and banks are availa- | Whitey Ford, of the New York/|Co., has been named promotion! 
ble, featuring 15 major league| Yankees; Birdie Tebbetts and manager of Furniture Retailer, In-'sales promotion manager of the 
players and managers. The 25-/| Frank Robinson, of the Cincinnati | fants & Children’s Review, Linens| Remington Rand electric shaver 
second announcements include a} Reds; Lew Burdette, Hank Aaron|& Domestics and Luggage &| division of Sperry Rand Corp., has 
script for the local announcer, who | and Warren Spahn, of the Milwau-| Leather Goods, by Haire Publish- | joined Robert Otto & Co., New 
mentions the sponsor’s product by | kee Braves; Jimmy Piersall of the ing Co., New York. Mr. Brown suc- | York, as an account executive. He 


name. Boston Red Sox; Harvey Kuenn, Al! ceeds Walter Breslin, who has re- | will work on the Miles Laboratories 
For example: Stan | Kaline and Jack Tighe, of the De- | tired. | account. 


— Corp., and Paper-Mate Co. 


“Thanks, 
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SOMETHING MISSING 
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..s LIKE CALIFORNIA (/7HOUT 4 
THE BILLION-DOLLAR | 
VALLEY OF THE BEES § Tee. 


a» a 


/ Actually, total effective buying income of more than $2.7 billion 


/ More effective buying income than Maine, Vermont 
and New Hampshire put together 


“ Tas 


e THE SACRAMENTO BEE 


© THE MODESTO BEE 
mi 
e THE FRESNO BEE 


Vv Not covered by San Francisco and Los Angeles newspapers 


Don’t let things slip away from you in the West. There’s a swarm- 
ing market in California’s inland valley — and you simply can’t 
cover it with oceanfront newspapers. It takes the Bees to get 
home to Valley people. 

Data source: Sales Management’s 1957 Copyrighted Survey 


M<CLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES ... O'MARA & ORMSBEE 


y in the newspaper field, any McClatchy ives national averisars three types of dicoumts - bal, frequency and 2 combined bulk frequasey Check O'Mara & Ormsbee for details. 


|to unlimited use of the announce- | \Co.; Cryovac Co.; Schering Corp.;| A 
| Knomark Mfg. Co.; Amoco Chem-| & 


Thomas F. Masterson, formerly | 


Advertising Age, April 21, 1958 


YOU CAN WASH. 


ONE HUGE DOG AND A SMALL GIRL... 


It all adds up to this a quick- 
recovery electric water heater, combined 
with KP&L's new low water-heating rate 

of Lie per kilowatt-hour, will provid 
you with scads of steaming hot water ~ 

safer . . . faster and more 

economically than any other way 
See your appli ince dealer 
for an electric water heater 


THE KANSAS POWER AND LIGHT COMPANY 


SPECIFIC—In a newspaper series, 
Kansas Power & Light Co. tells 
what can be washed in “electric 
hot water” for 1%¢. Other items 
include a basketball team, a jalopy 
land a teen-ager, an “entire” gi- 
| raffe, a rabbit family. 


.E. F. MacDonald Acquires 

T. ]. McGuire Travel Co. 

| E. F. MacDonald Co., Dayton, 
sales incentive organization, has 
| acquired T. J. McGuire Travel Co., 
Chicago travel incentive concern. 
Thomas J. McGuire, founder and 
president of the Chicago company, 
|has been named vp of E. F. Mac- 
Donald, in charge of travel sales. 
The McGuire company will be 
merged with Abbotsford Travel 
Service, Chicago, and the combined 
organizations will operate as the 
travel affiliate of E. F. MacDonald 
Co., with headquarters at 5 N. Wa- 
bash Ave., Chicago. 

Abbotsford formerly handled 
travel incentive programs for the 
MacDonald company, and McGuire 
operated as the travel division of 
Belnap & Thompson, Chicago sales 
incentive organization, recently 
merged with MacDonald. 


Dewane Joins Esterbrook 

William A. Dewane, formerly 
with Colgate-Palmolive Interna- 
tional, has joined Esterbrook Pen 
Co., New York, as export sales 
manager. 
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Happy Report 
from Washington, D.C. 


q The Washington Star is happy to report 
that it is being bought and read by more 
families today than ever before. Not just 
random families, but those from the solid, 
inHuential Washington areas that enjoy the 
second highest family income in the country. 
q The Washington Star is happy to report . 
that it is second in the Nation in total 
advertising among evening newspapers. 


In the not-to-distant future we will be 

moving into our new building where we 
shall have the most modern facilities for serv- 
ing and growing with The Nation’s Capital 
and the Nation. 


‘The Washington Star 


EVENING AND SUNDAY % WASHINGTON, D.C. 


Represented nationally by: O'Mara and Ormsbee, Inc., 342 Madison Avenue, NYC 17; Chicago—Detroit—Los Angeles—San Francisco 
Special Florida representative: McAskill, Herman & Daley, Inc., 1205 Lincoln Read, Miami Beach, Florida 
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Better Scheduling 
Improves Ad Recall, 
FC&B Study Shows 


Cuicaco, April 15—A burst of 
ads concentrated at the beginning 
of a year can give a higher average 
recall than a regular year-long ex- 
posure pattern for an ad series. 

So declared E. C. Pomerance, 
director of research of Foote, Cone 
& Belding, reporting results of a 
study recently completed by the 
agency before members of the Chi- 
cago chapters of the American Sta- 
tistical Assn. and American Mar- 
keting Assn. 

The “experimental study of 
learning and forgetting” was based 
on more than 3,600 interviews with 
Chicago area women. Two random 
samples of Chicago housewives 
were exposed to 13 different print 
ads from the same campaign for 
a food ingredient. The ads were 
mailed to the groups of women in 
plain envelopes. 

One group in Mr. Pomerance’s 
study received the ads at weekly 
intervals, every week for the first 
13 weeks of the year. The second 
group received the same 13 ads, 
mailed four weeks apart, so that 
it took almost the whole year for 
them to get all 13. 


® Recall of the advertising was 
measured with telephone inter- 
views during the year. 

Describing the group receiving 
the ads weekly, Mr. Pomerance 
said after one exposure the first 
week, 14% could recall the adver- 
tising; after two weekly ads, 27% 
could recall the ads; after three 
weeks, it was 35%, and at the end 
of the 13 weeks, 63% could recall 
the advertising. 

The “forgetting” curve, accord- 
ing to Mr. Pomerance, was quite 
steep. Four weeks after the 13 
weekly ads were mailed (Week 17 
of the experiment), more than half 
of the 63% could no longer recall 
the advertising, and at the end of 
26 weeks, recall was down to about 
14%. At the end of the 52-week 
period, or 39 weeks after the last 
ad was received, only 2% could 
still recall the advertising. 

Results were different with the 
ads mailed at intervals of four 
weeks, Mr. Pomerance said. 


s After the first ad, recall was the 
same as with the first group, 14%. 
But just before the second ad was 
mailed, only 3% could recall the 
first ad. The second ad, mailed four 
weeks after the first, drove the re- 
call level up to 24%. And follow- 
ing “a saw-tooth curve,” the high- 
est percentage of recall, achieved 
after the 13 ads, was 48%. 

The study showed, he said, that 
a more concentrated schedule 
reached a larger number of differ- 
ent people, but the year-long 
schedule achieved a higher aver- 
age recall. 

The weekly exposures reached 


WIDE OPEN—Merchandising Factors took the photo for Saturday Evening Post ona chilly January day at a 
Simpson Logging Co.’s color page in the April 19 San Francisco beach. 


as to whether to put all ads in one|est number of different people, we|through the year, we would con- 
publication, or divide them among|would put our ads into as many |centrate in one publication, so that 
two or more publications, he said. | publications as feasible. If we want |we would expose a smaller group 

“If we want to reach the great-|to get the highest average recall|of consumers to our advertising, 


Advertising Age, April 21, 1958 
but expose them more times.” 


s A third question the study can 
answer, he said, is: “What happens 
if we cut a 13-insertion schedule 
back to seven?” 

“If our purpose is to reach the 
greatest number of different peo- 
ple per $1 of expenditure, we gain 
efficiency if we cut back the num- 
ber of exposures. But if our pur- 
pose is to get the highest average 
recall per $1 spent, we lose effi- 
ciency if we cut back. Not only do 
we increase the average recall by 
running 13 ads instead of 7, but 
we also increase efficiency.” 

Mr. Pomerance said the agency 
currently is studying a combina- 
tion of the two extremes in sched- 
uling, which would seem likely to 
|give a higher average recall than 
the four-week exposure pattern. + 


Groening Leaves BC&éG 

Homer Groening has resigned as 
|a vp of Botsford, Constantine & 
|Gardner, San Francisco, effective 
May 1 to set up his own agency. 


. = 


630 persons, on the basis of 1,000 
persons exposed, compared with 
only 480 reached by the every- 
fourth-week exposures. 
Looking at the recall on an av-| 
erage basis instead of a maximum 
basis, he said, although the ex-| 
posure at four-week intervals did 
not reach as many different people, 
the average recall during the year 
was 29%, contrasted with 21% for 
the weekly exposures. Per 1,000 
people exposed, the average recall 
per week during the year was 290 
for the every-fourth-week expo- 
sures; 210 for weekly exposures. 


® Determining which scheduling 
method to use depends upon the 
purpose of the campaign, he said. 

“If you want to reach more dif- 
ferent people at least once, weekly 
exposures are better. If you want 
to have a higher average level of 
recall through the year, four-week 
exposures are better.” 


The study also can be a guide 
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Top Agency Job Isn‘t Creating Copy but 
Spending Cash Well, Says Brown & Butcher 


New York, April 16—Brown & 
Butcher, formed in January from 
the Carl S. Brown Co., has reis- 
sued “A Statement of Standards, 
Policies & Practices.” 

The booklet was first published 
in 1950, when the Carl S. Brown 
Co. was created. This past January 
(AA, Jan. 27). Brown & Butcher 
was created when Thomas C. 
Butcher, formerly exec vp at Len- 
nen & Newell became president 
and Carl Brown moved up to chair- 
man. Now the booklet has been 
reissued because, says an insert, 
“We believe you, or any prospec- 
tive client, should know that the 
principals of this new agency 
subscribe wholeheartedly to these 
same sensible, practical, construc- 
tive and forthright working prin- 
ciples. They will continue to gov- 
ern the conduct of the agency.” 


e On the subject of advertising in 
general, the booklet declares: 


by practical common sense.” 


e On spending the client’s money: 
“This agency, while recognizing 
the tremendous importance of copy 
and its presentation, does not be- 
lieve copy alone to be of the great- 
est single importance to advertis- 
ing success. An agency’s greatest— 
indeed its gravest—responsibility 
is the one of investing the money 
which a client entrusts to it.” 


“After knowing actual consumer 
marketing problems, it is the be- 
lief of this agency that, in selling 
a low or medium-price consumer 
product, the media job in the sim- 
|plest terms is one of delivering to 
the right people the largest num- 
ber of advertising messages at the 
lowest possible cost. Impressing 
only yourself or your friends with 
your advertising is indeed expen- 
sive if your real customers work 
in the factory or on the farm.” 


“We do not subscribe to—in fact, 
we resist in every way—any idea 
that there are any mysteries or 
half-hidden secrets to what adver- 
tising is all about. Actually, ad- 
vertising is an extremely simple 
business. It is concerned only with 
selling. We in this agency are sales- 
men, and our responsibility is to 
help sell more merchandise at a 
profit.” 


@ On what makes a good advertis- 
ing man? 

“It is an absolute conviction 
within Brown & Butcher that no 
individual is born with instinctive 
advertising know-how. Rather do 
we believe that good advertising | 
men are made by a long, painfully | 
slow process—sweating out tough 
advertising assignments year after 
year. But long years and rubbing 
elbows with difficult problems are 
valueless unless the man has a high 
degree of intelligence, augmented 


e On research: 

“We believe in research, but we 
shall always reserve the right to 
draw our own conclusions. We 


have learned from experience, sta- 
tistics cannot replace judgment.” 


e On “a medium size agency by 
intent”: 

“This agency will not under any 
circumstances approach or solicit 
responsibility from clients above 
and beyond the number which the 
group of individuals who run this 
agency can personally supervise .. . 
Complicated organizational groups, 
including so-called plans boards, 
neither have nor will have a part 
in the operation of Brown & Butch- 
-_” 


s In an unusual departure, the 
booklet concludes, not with a list- 
ing of past or present clients, but 
with a list of companies and ad- 
vertised products “which the key 
individuals in Brown & Butcher 
have served.” + 


Cahners Promotes Three 
Cahners Publications, publisher 
of Modern Materials Handling and 
Metalworking, has named three of 
its district managers to regional 


Where there’s| 


ts 


“TODAY 


STATION 


a Storz Station... 


...there’s 


the enthusiasm of personalities who sound glad to be alive . . . 


... who like people, and show it. . . 


7 .. . who know how to get across to the audience. 

= So...in each of these 4 important markets 
fs ... more people listen to the Storz Station 

*e eee than to any other 


average. Proof: Pulse. To talk to the twins .. . 


Manager George W. Armstrong. 


Manager Jack Sandler. 


en ee 


om 


“7 
MN... 


MINNEAPOLIS-ST. Pau .. . WDGY is first . . . all-day 


talk to Blair, or General Manager Jack Thayer. 


Kansas City... WHB is first . . . all-day. Proof: Metro Pulse, 
Nielsen, Trendex, Hooper; Area Nielsen, Pulse. All-day 
averages as high as 48.5% (Nielsen). Remember—you 

get coverage and audience on WHB. See Blair or General 


New ORLEANS... WTIX is first . . . all-day. Proof: Hooper 
(32.2% )—Pulse, too. In fact, WTIX is first in 462 of 504 
Pulse quarter-hours, and first in every single daytime %. 
See Adam Young or General Manager Fred Berthelson. 


MiaM1... WQAM is first . . . all-day. Proof: Hooper (36.7% ) 
..» Pulse (410 of 432 quarter-hours) . . . Southern Florida 
Area Pulse . . . Trendex. See Blair . . . or General 


WDGY Minneapolis St. Paul 


REPRESENTED BY JOHN BLAIR & CO. 


WHB Aansas City 


REPRESENTED BY JOHN BLAIR & CO. 


WTIX New Orleans 


REPRESENTED BY ADAM YOUNG INC, 


WQAM Miami 


REPRESENTED BY JOHN BLAIR & CO. 
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vps. Richard F. Bancroft, manager 
iof the Chicago office, has been 
| named regional vp of the Chicago 
iregion. John S. Goebel, district 
|manager, has been named regional 
|yp of the Detroit-Cleveland region, 
and Robert A. Lukas, manager of 
the New York district office, has 
been named regional vp of the New 
| York region. 


‘Post-AF A Convention Tour 

‘of Mexico Offered 

Five-day tours of Mexico, fol- 
lowing the Advertising Federation 
of America convention in Dallas in 
|June, are being offered through 
Tom McHale, Dallas, secretary of 
the 10th district. The tours will in- 
|clude discussions with officials of 
Mexican advertising agencies. 

Cost of the tours, which leave 
Dallas beginning June 11, is about 
$100. Information can be obtained 
from Mr. McHale at the Dallas 
|Chamber of Commerce. 
| 


Kitchen Assn. Formed 

A new organization, known as 
the Approved Kitchen Dealers of 
America Inc., has been formed to 
stimulate the sale of new kitchens 
or improvements. Nat M,. Kolker, 
head of Nat M. Kolker Advertising 
Agency, Philadelphia, is president 
of the new association. About 1,000 
lealers have joined the new group 
land, according to Mr. Kolker, the 
‘aim is to enroll about 5,000 in 1959. 
|Membership is $79.50 a year, for 
| which dealers receive merchandis- 
ing assistance. 


‘Garfield Adds Hillcrest 


Garfield Advertising Associates, 
| Detroit, has been appointed to han- 
dle advertising and merchandising 
|for Hillcrest Laboratories, Chi- 
cago. Hillcrest plans to introduce 
two products, Yarn-Glo, a cold- 
water “bath” for fabrics, and Un- 
der-Glo, for undergarments. Radio, 
tv and newspapers will be used 
during test-market stages, with full 
campaigns planned for fal! and 
winter. 


RKO Appoints John B. Poor 

John B. Poor, vp and director of 
RKO Teleradio Pictures, has been 
named general manager, a new 
position, of RKO Radio Pictures 
division, New York. Mr. Poor has 
|'been active in RKO Teleradio’s 
| broadcasting and motion picture 
|affairs since 1947. He was presi- 
}dent of the Mutual Broadcasting 
| System from 1956 until its sale by 
| RKO Teleradio in August, 1957. 


_Davis-Daniels Adds Three 

Davis-Daniels, Detroit, has added 
\three accounts. They are Ira 
| Hotchkiss Realty Co., U. S. Dive ’N 
Swim Pools of Michigan, and Unit- 
ed Motor Exchange. 


BRIGHT 
SPOT 


IN 
FLORIDA 
THE BIG, GOLDEN...’ 


Nobody has told us any- 
thing about recession down 
here in Central Florida... 
Why blame us if we’re not 
scared, weeping and wail- 
ing? 

Some fruit froze ... Some 
cattle died, but increased 
prices on what we have left 
continue our prosperity. 

Orlando, Sentinel-Star has 
more than 5 times the com- 
bined circulation of Tampa, 
Miami and Jacksonville pap- 
ers in the Central Florida 
5-County area. 


Orlando 


THE BRANHAM CO, 
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Borton’'s Citation Was One 
of a PR Series 


To the Editor: I would like to 


make a few comments regarding | 


the column written by Elon G. 
Borton in the March 24 issue. 
Being a subscriber to Mr. Bor- 
ton’s philosophy, I had to read his 
column twice and rub my eyes 
each time in disbelief. The ad that 
he was criticizing, which he 


claimed violated all the rules of | 


mail order advertising, was not a 
mail order ad at all. In fact, the 
only resemblance that this ad has 
to a mail order ad is that both are 
printed pieces. 

Without arguing the merit of 
what makes up a good ad, it should 
be readily apparent to a neophyte 
as well as to Mr. Borton that the 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


jrelationship which he attempted 


to establish was 


4. The characteristics of wall- 


far fetched. It| paper, as a product, with its multi- 
|would have made just as much | tude of designs and colors are such 


sense to compare the classic “pen-|that “atmosphere” of warmth and 
alty of leadership” ad with a mail| friendliness must be created to 


order ad for International Corre- | 
‘| spondence Schools. 


Had Mr. Borton cared to take the 
time to write me, he would have 
learned the following facts: 

1. This ad is one of a continuing 
series which appears monthly in 
American Home and Living for 
Young Homemakers. 

2. These ads are planned to do a 
public relations job for the compa- 
ny to build up a friendly corporate 
image. 

3. There is a continuity to the se- 
ries, similar to that found in a reg- 
ular column of editorial. 


condition the prospective custom- 
er. Wallpaper is primarily a dec- 
orative background for the home, 
thus, many intangibles of atti- 
tudes, personal likes and dislikes, 
come into play. 

5. Research has shown that it 
takes about six months to make a 
wallpaper sale, therefore contin- 
uous advertising is necessary. 
With our relatively small budget, 
this series enables us to establish 


|a reader franchise so that at the 


peak times of the year, when 
straight full page, full color prod- 
uct advertising appears, we gain 


added impact. 

Mr. Borton has fallen into the 
same trap that some academic ad- 
vertising critics do. He has taken a 
single advertisement which strikes 
him at first blush as being filled 
with numerous glaring advertising 
mistakes and he has then taken 
that ad apart on the basis of his 
own preconceived ideas of what a 
good ad ought to be. More than 
that, he has started with a premise 
that is incorrect by attempting to 
relate the ad to mail order adver- 
tising. Now there is nothing wrong 
with setting up standards for your 
own advertising. As so many of us 
know in this business that a great 
number of ads that meet all the 
academic rules and perhaps even 
win awards lay an egg at the box 
office. Advertising that is built 
upon a slide rule dogma usually 
results in being as sterile as a slide 
rule. It is important to remember 
that even (which I doubt) if a set 
of standards were created with 
which everyone could agree, those 


“ORLON” and “DACRON” are trademarks, too 


REG. VU. &. PAT. OFF. 


As the lowered checkered flag designates the auto 


race winner, our trademarks designate the unique 


partment, Section AA, Room N 


qualities and characteristics of our two modern- 
living fibers. “Orlon” designates our acrylic fiber ; 
“Dacron”, our polyester fiber. As we use and pro- 
tect these trademarks, they become more meaning- 


ful and valuable both to consumers and to the trade. 


For handy folders on proper use of the trademarks 


“Orlon” and “Dacron”, write Textile Fibers De- 


{-5518, E. I. du Pont 


de Nemours & Co. (Inc.), Wilmington 98, Delaware. 


When using these trademarks, always remember to: 


Distinguish “Orlon" and “ Dacron''—Capitalize and use quotes or ital- 
ics, or otherwise distinguish by color, lettering, art work, etc. 


Describe them—Use the phrase “Dacron” polyester fiber (or “Orion” 


acrylic fiber) at least once in any text. 


Designate them—In a footnote or otherwise, designate “Orion” as 
Du Pont's trademark for its acrylic fiber and “Dacron” as Du Pont's 


trademark for its polyester fiber. 


TEXTILE FIBERS DEPARTMENT 


8t6 uy. 5. pat OFF 


BETTER THINGS FOR BETTER LIVING 


. THROUGH CHEMISTRY 


Enjoy the “Du Pont Show of the Month” on CBS-TV 
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standards could only be repre- 
sented as general rules to follow. 
The innate creative spark tem- 
pered by experience develops in a 
tension-getting headline and copy 
that will arouse the buying urge. 
We all do not respond to the same 
appeals, etc. 

It seems to this writer that there 
is too much formula thinking today 
in advertising. Research has come 
up with what is supposedly the 
perfect set of standards for creat- 
ing advertising. The tendency to 
adhere to these standards has re- 
sulted in the large number of cur- 
rent “me too” kind of ads. Most 
food advertising looks alike, as 
does that for automobiles and for 
cigarets...ad nauseam. The cus- 
tomer audience that we adver- 
tisers are trying to sell is far more 
sophisticated and knowledgeable 
than some of the Ivory Tower boys 
would have us believe. It isn’t al- 
ways necessary to hit someone on 
the head to make them see the 
light of virtue in your product. So 


_|much advertising hits so hard on 


the head that it drives out all 
thoughts of purchasing from the 
mind! Could be that is a major 
reason why appliance and auto- 
motive advertising is not moving 
merchandise today. 

It is our feeling that people wel- 
come a friendly hand, a warm 


|heart and sincerity and respond to 


it in far quicker fashion than to 
hammer blows on the head. It 


|might interest Mr. Borton to know 


that this has been the case with 


these little reader ads. It probably 


would be interesting for him to 
read some of the hundreds of let- 


jters that have been written by 
|readers of these two magazines 


and how they have responded to 
ads like the one he criticized. Any 
time he is passing by this way, he 


|has an open invitation to visit and 


read them. Perhaps most impor- 


tant, these ads have produced the 
| desired results because our sales of 
|E-Z-DU have 
|ereased since we started the cam- 


measurably in- 
paign. 

Every shoemaker ought to stick 
to his own last and Mr. Borton does 


|far better when he criticizes mail 
jorder advertising than when he 
| takes on analyzing advertising de- 
|signed to pull customers into the 


retail dealer! Stay on the beam, 
please, Mr. Borton. 
R. E. Davis, 
Advertising Manager, Imperial 
Paper & Color Corp., Glens 
Falls, N. Y. 


There's Always a Way 

To the Editor: The makeup man 
for classified pages of the Chicago 
Sun-Times either enjoys a keen 
sense of humor, or he lacks moral 
principle. 

In either case, he is evidently a 
believer in direct action. 

I read somewhere that what the 
American male wants are (1) au- 
tomobiles, (2) money, (3) women 
—not necessarily in that order. 
After discovering this kind of ad- 
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vice about autos in the want ads 
(and the implication, unstated, that 
if you need cash) ...I was almost 
afraid to turn to Ann Landers’ col- 
umn today. 
Dyne Englen, 
Needham, Louis & Brorby Inc., 
Chicago. 
* ” e 

Held-Timken? No, Reader Says 


To the Editor: I noticed that, in 
your obit section, Page 77 of the 


|March 10 issue, you reported the 


death of John Held Jr. 

In connection with this, you 
mentioned that he did a series of 
cartoons through Batten, Barton, 
Durstine & Osborn for the Timken 
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Dream car? Perhaps. But dreams in the automotive 
industry are more often ideas that come true. In 
fact, tomorrow’s car isn’t as far away as it seems, 
especially when you realize that right now most com- 
panies are hard at work on the 1962 models. To the 
car makers, that’s neither dream nor idle boast. It’s 
a necessary part of competitive industry. 


Of course the entire 1962 automobile isn’t fully com- 
pleted. Its comfort-and-convenience accessories prob- 
ably won't be decided for three years hence. Its 
engine horsepower and interior dimensions aren't 
firmed-up. But basic styling is close to reality; the 
type of engine it will use is known, and maybe today 
a decision will be made to determine the type of sus- 
pension the car will utilize—air springs, oil reser- 
voirs, cellular foam cushions, or . . .? 


These are decisions being made today and tomorrow, 
but they're all “subject to change without notice.” 
New materials, new engineering concepts, and chang- 
ing customer preferences—plus the competition's 
innovations—can obsolete any or all of the '62 car's 
features from now to announcement time. 


To forecast a winning combination for the year 1962 

uires close market study and keen observation of 
solhaney trends. Million-dollar expenditures are based 
on factual information, not “educated guesstimates.” 
That's why, for 33 years, when the men who make 


a 


The car of tomorrow, as envisioned by stylist Carl Reynolds, Detroit product designer, as re- 
ported in the March 10 issue of AUTOMOTIVE NEWS, would be propelled by ducted fans 
and maintain an altitude of about two feet—but could rise to 100 feet. lt would have no wheels 
or springs; could even travel over water. 


Look, No Wheels 


the decisions in the auto industry want to be well 


informed on anything automotive, they turn naturally 
to AUTOMOTIVE NEWS. 


Because it is the Weekly Newspaper of the Industry, 
AUTOMOTIVE NEWS guarantees reliable reader- 
shi ver 44,000 paid circulation. As the best-seller 
in its field, with manufacturer and car dealer alike, it 
goes where your message must be seen to be effective. 
In the factory, subscribers are the top sales, engineer- 
ing, planning and manufacturing executives who 
shape the “dream” cars now materializing. In the 
dealership, it’s read by the men who must sell and 
service these cars. These are the men who want to 
know about your products and services—it’s their 


The most influential publication 


in the automotive industry 
* 7 
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Stocks Dip but Top Year Ago 


business to know everything automotive; their future 
depends on it. 


Ask your AUTOMOTIVE NEWS Representative 
how others have built their business with continuous 
advertising in AUTOMOTIVE NEWS—advertising 
that really gets results. Call him today. You'll be 
glad you did. 


NEW YORK: Edward Kruspak, Howard E. Bradley, Ray 
Billingham, Murray Hill 7-6871 


CHICAGO: J. Goldstein, Bill Gallagher, State 2-6273 


DETROIT: R. L. Webber, William R. Maas, Roy Holihan, 
Woodward 3-0495 


LOS ANGELES: R. H. Deibler, Dunkirk 3-0303 


per of the Industry 
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Roller Bearing Co. 
This is in error, since I do not 


believe that Batten, Barton, Dur-| 


stine & Osborn was in existence 
at that time. [Barton, Durstine & 
Osborn merged with George Bat- 
ten Co. in 1928.] Even so, they did 


“ater an ee eae aes 


Jrmeye id to study meat distribu- 


tion; the Nestle people would drop 
its present research on size prefer- 
ence; the baby food processors will 
|drop their present plans for store 
|research tests as to what products 
| to multipack; the frozen food pack- 


jaging editor of Printers’ Ink, to 
convince me that advertising could 
|profit from applied psychology. 
Hunching off-hand, at once, like 
so many of us did at that time, I 
replied flatly that I didn’t think 
|it had any value at all. I expected 


not serve the Timken account, and/ers will drop their plan to spend|Dr. Hollingworth to aggressively 
had nothing whatever to do with|a quarter of a million dollars to|argue for his point. He didn’t. In- 


the John Held cartoons. Actually, 
the idea came from Mannfred 
Darmstadter who, along with How- 
ard Spohn, was the account execu- 
tive of Gardner Advertising Co. out 
of Chicago. The Timken advertis- 
ing manager at that time was Car- 
ter Miller, and I was his assistant. 
P. C. Poss, 

Media Director, The Wellman- 

Buschman Co., Cleveland. 

Material for the Held obituary 
came from BBDO files. 

~ e . 

Calls Weiss ‘Deeply Wrong’ 
on His Anti-Research 

To the Editor: I hope Mr. Weiss 
takes a second look at his words on 
marketing research. They’re dated! 

If they should take his ideas seri- 
ously the Du Pont company would 
drop, in favor of “hunches,” its 
current $15,000,000-a-year basic 
research program, and other mil- 
lions on marketing research; the 
consumers study subcommittee of 
the House agricultural committee 
would drop its advice to the meat 


|research their market; the rack 
|jobbers will drop their present ex- 
tensive plans to research in-store 
merchandising—and hundreds of 
other needed, serious, puzzling 
merchandising preblems of indi- 
vidual firms and organized indus- 
tries will slump back to their 
hunch days of yore, and no doubt 
stew in their stale-mated juices 
forever more! 

Mr. Weiss is not, however, quite 
so poor a thinker as this emotional 
piece of his would indicate; he has 
written some excellent things. But 
he is deeply wrong, and confused, 
in this new anti-research pro- 
nouncement. He fails to remember, 
if he ever knew, that even engi- 
neers have a place for sheer 
“hunch” in their work—but that 
place is as a mere starting hypoth- 
esis, not as a finished decision. 

I so well recall that Dr. H. L. 
Hollingsworth of Columbia Uni- 
versity, well known applied psy- 
chologist, was brought to dinner 
with me one time while I was man- 


stead, he merely said, quite meek- 
ly, that quite possibly I was right. 
|But he wanted to make some re- 
searches that would really decide 
the question. I was humbled and 
embarrassed by the man’s truly 
genuine scientific objectivity and 
humility; no pride of opinion at all. 
Soon I was cooperating with him 
heartily—but although we togeth- 
er planned and held a three-day 
conference at Columbia; there were 
too few business men then who 
could be quite so humble and ob- 
jective. 

George R. Seidel, manager of 
Du Pont’s extension division, told 
us at the New York Salesmanager’s 
Club not long ago that this great 
firm “depends on laborious, expen- 
sive research, on persistent experi- 
mentation, on the ratio of one suc- 
cess out of 100. We spend over 
$63,000,000 a year on research of 
every type (20% basic), operate 
several dozen laboratories, and a 
sizable percentage on marketing 
research. It cost us $59,000,000 to 


An answer to 


THE RATING WEEK QUESTION 


develop nylon, $80,000,000 to devel- 
op Dacron. It cost even to develop 
Polyesters. But for every dollar 


Du Pont has spent on research over | 


the past 20 years there has con- 
sequently been spent nearly $3 on 
expansion of new plants.” 

Mr. Weiss takes the Edsel car 


search. But he forgets that last 
September or thereabout—doubt- 
less when all Edsel research had 
ended—the winds of general trade 
veered very basically, past any 
man’s full calculation. Not even 
Mr. Weiss’ clever hunching could 
have peered through the curtain, I 
am sure. (In fact, at the moment 
of writing, that curtain is still 
rather impenetrable.) Marketing 
research is not Alladin’s lamp, nor 
is Mr. Weiss’ hunching. 
J. George Frederick, 
President, Business Bourse, 
New York. 
+ 


Ad Manager Says Weiss 
Does Outstanding Job 

To the Editor: Because of the 
impact E. B. Weiss’ views as ex- 
pressed in the March 10 issue of 
ADVERTISING AGE had on me, I am 
prompted to let him know I still 
think he is doing the outstanding 
job in the country to promote pro- 
vocative thinking. 

“Disciplined Intuition” probably 
will gain current popularity as an 
expression, as I am sure his write- 
up is being broadly discussed 
across the country. 

I took the privilege of routing it 
through to several of our execu- 
tives and from comments I have I 
know it was thoroughly read and 
studied. 

R. L. Pritchard, 

Advertising Manager, Mirro 

Aluminum Co., Manitowoc, 

Wis. 


RATING WEEK A DISSERVICE 

Competition in the television industry is a 
healthy force. We welcome it. Our ratings 
through the years prove we thrive on it. 

But occasionally, competition can lead to 
unsound practices, such as “rating weeks.” 

A prominent trade publication recently 
described these rating weeks as they often 
occur, ““You don’t have to look at the cal- 
endar to know when the local TV shows are 
being rated. It’s the week the movie tele- 
casts stop playing re-runs of Charlie Chan 
and begin featuring Clark Gable and Gary 
Cooper — and schedule large-space news- 
paper ads to alert viewers.” 

Special programming and promotion for 
one week of every four is a disservice to the 
public — usually a one-week entertainment 
feast followed by a three-week famine. 

It is a disservice to researchers, under- 
mining the faith they have so painstakingly 
established in the validity of their services. 

It is a disservice to the broadcasting 
industry which must have a trustworthy 
rating system. 

And obviously the distorted measurements 
that rating weeks can produce are a disser- 
vice to advertisers and their advertising 
agencies. 


NEEDED CORRECTION 


Primary responsibility for correction rests 
on the TV stations. 

They must make the decision to even out 
their programming so that audiences may 
enjoy top fare every week. 

They must schedule newspaper and other 
promotion throughout the month, not load 
it heavily in one week. 


In the end, T'V will find this the most profit- 
able policy, for it will build viewer loyalty 
not easily shaken by short-term promotions. 
It will build advertisers’ faith in a station’s 
ability to deliver solid ratings not for just 
one week, but for fifty-two. 


WTVJ ABANDONS APRIL RATING WEEK 
SPECIAL PROMOTION 


Because of rating-week competition, WT VJ 
had no choice but to meet it with rating-week 
programming and promotion of its own. ‘That 
was because many segments of the adver- 
tising and television industry, while aware 
of rating-week evils, were not aroused. WTVJ 
could not combat an industry-wide practice 
alone. No single station could. 

However, to encourage other stations to 
take a step that WTVJ and most responsible 
TV stations have long felt desirable, WTVJ 
has not run any special programs or intensive 
promotions during the April rating week in 
Miami. It is WTVJ’s hope that it need never 
do so again. 


INVITATION TO THE INDUSTRY 


We hope all TV stations who face this prob- 
lem will consider abandoning the excesses of 
rating week programming and promotion. 

With the forthcoming NAB Convention 
giving all stations an opportunity to discuss 
and act on the problem, and with the spot- 
light of publicity focused on the practice by 
the trade press, WTVJ believes the time for 
united industry-wide action is here. 


pet 


Mitchell Wolfson, President, 


WTV3 —MIAMI 


CHANNEL 4 


+ 
Backs Weiss’ Approach 
in Research Controversy 

To the Editor: In your March 
24 issue, under features, you state 
that you are swamped with “out- 
raged replies” to E. B. Weiss’ ar- 
ticle on “Disciplined Intuition.” 

Perhaps you will be interested 
in the attached copy of my letter 
written March 6 to Mr. Angstedt 
of Young & Rubicam on the much 
discussed controversial subject of 
private labels. In this letter I, too, 
refer to “intuition” and the lack 
of it in today’s marketing ap- 
proach. I’d like to submit this in 
support of Mr. Weiss’ article. I 
feel he is being extremely realistic 
in his approach to the subject of 
marketing. Most of our industry 
giants today can attribute their 
growth to men of foresight and in- 
tuition. Since the last war this 
term “marketing” has grown to 
ridiculous proportions. It is noth- 
ing more than good, sound judg- 
ment based on hard business ex- 
| perience. The reliance on research 
}alone only places us in a vicious 
circle where decisions for the fu- 
ture are based on successes of the 
past which, in most cases, should 
not be applied to an ever changing 
| pattern of living. 
| Research belongs; it is important 
to a degree when a definite ubjec- 
tive is clearly defined and when it 
is performed for a specific purpose 
or problem that exists. However, 
research just for research’s sake 
can, and has, led to the high de- 
gree of conformity we are witness- 
ing today in advertising and mer- 
chandising. 

Over the last 15 years of unpar- 
alleled industry growth, the real 
capabilities of executive talent 
have not been challenged. Now 
business and competition is rough; 
the expanding market potential 
has been reduced and some of our 
wonder boys are charged with re- 
sponsible decisions difficult for 
| them to make. Research becomes 
|the fall guy. After all, what can 
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it. Perhaps what we need more of, 
and to combine with intuition—is 
courage. Courage to stick our necks 
out and create the new approach 
suitable and adaptable to today’s 
living pace. Let’s separate the men 
from the boys and demonstrate the 


|competitive spirit that has built 
instance as a model to criticize re- | 


this country’s wonders of indus- 
tries. 

I’d like to quote from a recent 
article by Walter Winchell in his 
“Adieulogy to a Friend,” Mike 
Todd. Todd once explained his 
secret: “A showman is someone 
who gives the audience what it 
wants. The audience is the uncon- 
scious genius. It doesn’t always do 
what the big brains say it should. 
And it doesn’t always want today 
what it wanted yesterday and is 
going to want tomorrow. But it 
knows what it wants when it wants 
it. The secret of showmanship is 
timing! !’”’... 

My compliments to E. B. Weiss 
—we need more like him. 


Thomas J. Paul, 

Advertising & Sales Promo- 

tion Manager, Niagara Litho- 

graph Co., Buffalo. 
. 
‘Rousing,’ Anyway 

To the Editor: Regarding E. B. 
Weiss’ interesting article, I wonder 
if he is over blaming market re- 
search. It seems to me that the 
Ford people still had to make the 
intuitive decision he refers to, and 
they made the wrong one. How 
wrong it would have been if the 
economy hadn’t slid, and the auto 
market plummeted, of course, we’ll 
never know. 

A rousing article, anyway. 

Peter H. Nicholas, 
Vice-President, Charles W. 
Hoyt Co., New York. 

e 
Cheer from a Pioneer 

To the Editor: Please allow me 
to register loud cheers for Mr. 
Weiss’ piece on “Disciplined Intui- 
tion” in the March 10 issue of Ap- 
VERTISING AGE. What Mr. Weiss said 
was badly needed, and he said it 
beautifully. 

James W. Young, 

Pena Blanca, N. M. 

- . * 
It's Cleared Up 
for Weiss & Geller 

To the Editor: In a story ap- 
pearing April 7, it was stated that 
Win-Chek of Hackensack, N. J., 
had appointed us to handle their 
advertising and that their previous 
agency was Dobin Advertising of 
New York. 

This last fact is incorrect. Win- 
Chek’s advertising was previously 
handled by Weiss & Geller of New 
York. 

We report this just to set the 
story straight. 

Alfred Berkowitz, 

President, Advertising Cam- 

paigns Inc., Paramus, N. J. 

. e 


Chrysler Comments on 
‘Horrible Example’ 

To the Editor: Naturally we 
agree that the horrible example 
shown in your March 10 issue is 
“advertising we can do without.” 

We can even do without a re- 
print of this fantastic affair. 

We would, of course, like to 
point out that this handbill was 
never printed as an advertisement, 
and that the matter was long since 
settled to the satisfaction of the 
Bowen Press. 

The fact that this owner has in- 
dulged in similar promotions with 
other makes of cars leads us to be- 
lieve that this is not a typical ex- 
ample of advertising—good or bad 

B. R. Durkee, 

Director of Advertising and 

Sales Promotion, Chrysler Di- 

vision, Chrysler Corp., Detroit. 

Mr. Durkee refers to No. 41 in 
the Advertising We Can Do With- 


they lose—everyone else is doing|out series—a folder circulated by 


it—get the blueprint and follow) 


Bowen Press. 
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We, v People, 
—_ —__ —* THE UNIT STATES 
(ele OF AMERICA 


1,145,000 farm families 

give overwhelming vote to 
Midwest Unit Farm Papers in 
new McCann-Erickson survey 


“We, the People” of the biggest industry in THE UNIT TWO CHARTS FROM SURVEY BY McCANN-ERICKSON, INC. 


STATES OF AMERICA are farmers . - . operators of busi- SR ee NT Te ee ae ee ee ee 

nesses fast expanding to keep pace with the growing : Whet fann magentnes aad tum pepete : 

food needs of the nation and owners of homes as modern ° do you and your family receive regularly? : 

as any in urban areas. Farm incomes, here, are almost : (% Coverage * 

twice the national average. > PUBLICATION NUMBER 4726 Farms) ; 

For both businesses and homes, the 1,145,000 farm * Midwest Farm Paper Unit 3905 : 

t family subscribers of Midwest Unit Farm Papers are ¢ Farm Journal — 3246 68. : 

: a market united by a singleness of interests known to * Successful Farming 2927 61.9 ° 

| no other occupational group. These interests are served : Capper’s Farmer 2128 45.0 : 

= by 33 full-time, locally-based farm editors. Le ghaidthabedesedsweeesninéébineceeenneuan 

: : When the market research division of McCann- eeeeeseeeeeeeoeeeeeeeeeeeeeeseeeeeeeeeeeeeeeeeee 
. Erickson, Inc. asked “What farm publication is most 


Among the farm publications you have listed, which 
single one do you and your family find most helpful? 


PREFERRED PUBLICATION NUMBER (% 4726) 


helpful”, the vote for Unit Farm Papers was almost 
double the second-ranking publication. The charts 
show how the five localized Unit publications give you 
deeper, more complete penetration of the market. 


Midwest Farm Paper Unit 2143 


; Write for the new McCann-Erickson farm media Farm Journal — 1116 23.6 
is study—unbiased proof that the one, all-important medi- pameaneirtke Farming 837 17.7 
: um in THE UNIT STATES OF AMERICA is the Unit ase setintsecincel -” —< 
= | —one order, one plate at a substantial saving in rates. COPSHOHSHSEEHEEEEEEOEEO SESE ESEO EHO SEEEEEEEEE 


ADDRESS: MIDWEST FARM PAPER UNIT. Sales offices at: 35 E. Wacker Drive, Chicago 1 . . . 250 Park Avenue, 
~ New York 17, New York... 110 Sutter Street, San Francisco . . . 159 S. Vermont Avenue, Los Angeles 4. 
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ADVERTISE MOST WHERE FARMING !S BIG BUSINESS...AND GOOD LIVING 
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me people have a flair for living 


They're alert, gracious, responsive. They take pride in their homes and possessions. They have 
the taste and talent for getting the most out of life. 


It's spirited people like these who read Holiday. For Holiday's colorful pages bring 


A CURTIS MAGAZINE 


them a wealth of stimulating ideas to satisfy their thirst for experience, for more 
enjoyable living . . . a rewarding new look at today’s exciting world. 
And happily, with incomes nearly triple the national average, these Holiday 
families can afford the things they want to buy. More and more advertisers are reaching this 
rewarding market in Holiday. How about you? 


There’ a rewarding new world for you in HOLIDAY 
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P&G Pushes Lilt 


‘Bath’ as Emmys’ E 
Honor TV Stars — “ 


New York, April 16—Both spon- 
sors of the NBC telecast of this 
year’s Emmy Awards—Pontiac and 
Procter & Gamble’s Lilt—kept pace 
with the array of talent in attend-| 
ance by using pretty tv stars for 
live lead-ins to filmed commercials. | 

Jayne Meadows was featured in| 
the Pontiac commercials, and La-| 
raine Day and Mary Beth Hughes| 
were in the Lilt commercials. All| 


ay is. 


We. onmam om ane et 


were in attendance at the awards 
dinner. Miss Meadows and Miss 
Day talked from their places at the 
tables. 

Lilt’s sales messages featured the 
“new Speed Bath Lilt,” which was 
introduced early this month. This 
is P&G’s newest effort to simplify 
applying its home permanent; the 
“speed bath” includes last year’s 
Squeeze comb plus a new cur! satu- 
ration tray that catches the excess 
lotion. 

Double awards and repeat win- 
ners were the news makers at the 
10th annual awards dinners here 
and in Hollywood last night. Near- 
ly 30 awards were presented by the 
National Academy of Television 
Arts & Sciences. 

The double winners included 
Dinah Shore and Jack Benny. Miss 


Shore (NBC) won one gold statu- | 


ette for the best musical variety, 
audience participation or quiz 
series and another for best con- 
tinuing performance by a woman 
in a series. Mr. Benny (CBS) won 
for best continuing performance 
by a man in a series and received 
a special “trustees award.” 


ago was presented a Peabody 
award, was one of many repeaters 
on this list of tv’s best for 1957 as 
chosen by members of the acade- 
my, 
of the television industry. 

Among the repeaters were the 
“Phil Silvers Show” (CBS), which 
was named the best comedy series 


and as embodying the best comedy | 


writing, and Leonard Bernstein, 
who was listed for his musical 
contribution to tv on “Omnibus.” 

“Omnibus” also was the selection 


as the best public service program |™months ago to dump Chrysler to| 


or series. Producer Robert Saudek 
accepted, with a quip to the effect 
that it was nice to be “doing a pub- 
lic service for a private profit.” 
“Omnibus” was on ABC early in 
1957 but switched to NBC in the 
fall. 

Perhaps the most coveted acting 
awards—for best single perfor- 
mances—went to Polly Bergen for 
the “Helen Morgan Story” on 
“Playhouse 90” (CBS) and to 
Peter Ustinov for the “Life of 
Samuel Johnson” on “Omnibus” 
(NBC). 


which represents all sections | 


advertising. Kenyon & 


DURABLE—RCA Victor stresses the non-breakable Impac case in 
window displays for its new line of portable radios. The “outdoor 
living” displays will be supplemented with trade and consumer 


Eckhardt is the agency. 


(NBC)—best supporting actor. 


e Paul Monash for “The Lonely 
Wizard” on “Schlitz Playhouse of 
Stars” (CBS)—best tv play writ- 
ing, half-hour or less. 


|e Robert Stevens for “The Glass 
| Eye” on “Alfred Hitchcock Pre- 
sents” (CBS)—best direction, 
half-hour or less. 


e Bob Banner for 
Show’’—best 
more. 


direction, hour or 


e “Gunsmoke” (CBS)—best dra- 
matic series with continuing char- 
acters. 

There were also several technical 
awards and local presentations for 
shows in the New York and Los 
| Angeles areas. + 


| McCann Adds GMC 


| Truck, Coach Unit's 


® Miss Shore, who a few weeks) 


$2,000,000 Account 


Detroit, April 15—McCann- 
| Erickson picked up some additional 
General Motors business this week 
'when the agency was named to 
handle advertising for the GMC 
truck and coach division. The ac- 
count bills more than $2,000,000. 

McCann’s appointment, which 
|becomes effective Sept. 1, 
|\firmed speculation that the agency 
would get more GM business in the 
|wake of McCann’s decision two 


|take on Buick (AA, Feb. 17). 
When Kudner Agency lost the 
|GMC truck account two weeks ago 
|(AA, March 31), many observers 
felt that the account would go to an 
agency already having GM busi- 


ness. ADVERTISING AGE learned that | 


|GM talked to “five or six” agencies 
jin connection with the GMC truck 
| business, including MacManus, 
| John & Adams, which handles Cad- 
\illac and Pontiac. 


|s McCann said its handling of the 


“Dinah Shore | 


con- | 


KM&J Named by 
Congoleum-Nairn, 
Hopalong Cassidy 


(Continued from Page 1) 

}an officer of the company was Al- 
fred W. Erickson, and the account 
was one Mr. Erickson brought with 
him when he merged with Harri- 

json K. McCann. Around 1920, 
the company ranked as one of the 
ten leading advertisers—outspend- 
ing even some of the soap com- 
panies. The leading manufacturer 
in its field for many years, Con- 
|goleum now ranks second to Arm- 

strong Cork Co. 


® Representation of “Hopalong 
Cassidy” on an unusual radio-tv 
package and for franchising brand- 
ed merchandise and merchandis- 
ing rights for name and likeness, 
has been placed with Keyes, Mad- 
den by William Boyd. 

“There are 104 radio half-hours 
available to advertisers who want 
‘Hoppy’ to gallop ‘Topper’ to the 
jaid of their salesmen,” said Ed- 
ward D. Madden, president of 
KM&J. “Twelve tv one-hour pro- 
grams never before seen in their 
present form are also part of the 
new ‘Hopalong’ program package.” 

Among the merchandising re- 
|sources available are use of 11 
Capitol record albums; daily and 
Sunday newspaper “Hopalong” 
comics; songs, personal appear- 
ances and special material avail- 
able to franchise holders. 

The KM&J “Hopalong” package 
is separate from California Na- 
|tional Productions’ (NBC) half- 
hour and hour “Hoppy” tv films, 
j}although KM&J and CNP will 
| work in close cooperation with any 
jadvertiser interested in an exten- 
|sion of tv coverage. 


|GMC truck account would not con- | 


\flict with International Harvester 


® CBS’ “Playhouse 90” was named | py ciness already in the shop. The 


FRIEDMAN LEAVES EWRR. 


Thea ie, Ree a ee Te ee ly 


139 


St. Thomas Answers 11 ‘Most Asked’ Queries 
About ISIM at NIAA Meeting In Rochester 


(Continued from Page 1) 
2. How will ISIM take care of 
pre-management groups? 
“ISIM will have special semi- 
nars and other types of education- 


| 


al meetings which focus on the | 


techniques and methods of those} 
specialties with which the indi-| 
viduals are concerned—sales tech- 
niques, advertising techniques, | 
sales promotion, etc. Individuals | 
in the pre-management category | 
whose companies are members of 


these meetings. It should be -' 
phasized, however, that these peo- 


whole plan has been exposed to 
the membership in what might be 


lealled ‘due process of law.’ Al. 


|stipulations that are evident 


in 
the current constitution and by- 
laws of NIAA have been carefully 
adhered to.” 


9. Why company memberships? 
“Any organization such as ISIM 
must have the ability to plan on a 
definite income year by year. His- 
torically, our study shows that 
where associations depend primar- 


|ISIM will be eligible to attend | ily on individual memberships for 


income, there are fluctuations and 
this makes it very difficult to plan 


the best dramatic anthology series, 
and its presentation of “The Come- 
dian” was selected as the best 
single program of the year. Rod 
Serling was given a statuette for 
writing the play for that one. 

The short-lived “Seven Lively 
Arts,” which CBS carried sustain- 
ing at a very heavy figure, was 
named the best new program series 
of the year. 

The mother (Jane Wyatt) and 
father (Robert Young) on “Father 
Knows Best” (NBC) were cited 
for the best continuing perform- 
ances by an actress and actor. 

Among others honored: 


e Edward R. Murrow on “See It 
Now” (CBS)—best news commen- 
tary. 

e Ann B. Davis on “Bob Cum- 
mings Show” (NBC)—best sup- 
porting actress. 


e Carl Reiner on “Caesar’s Hour” 


Aer JOINS KEYES, MADDEN 
jagency handles IH _ institutional 


‘advertising in the U. S., and all TH| page see ae as a — anne 
| Ruthrauff & Ryan, Chicago, will! 
join Keyes, Madden & Jones May 1 
as senior writer. Mr. Friedman) 
served with R&R as copywriter, 
|assistant copy chief and copy chief 
xe: _.. . |from 1953 to 1957. He was appoint-| 
# Meanwhile, in Dayton Frigidaire | oq copy chief of EWRR at the time| 
(officials are scheduled to hear) of the agencies’ merger. 

| presentations for some eight agen-| Before joining R&R Mr. Fried- 
cies this week. A successor to Kud-| man was associate advertising di-| 
ner, which lost Frigidaire at the) 
same time it lost GMC trucks, is 
not expected to be named before | 
May 1. # 


export advertising. 
“We do not see any conflict at} 
this time,” IH told AA. Advertis- | 
ing for IH trucks in the U. S. is 
handled by Young & Rubicam. 


Louis. + 


: : 
Traeger Joins Westclox Daniel H. Britts has been named 

Clayton L. Traeger, formerly 
general sales manager of Nachman 
|Corp., has been appointed market- 
jing services manager, a new post, 
of Westclox, a division of General 
Time Corp., LaSalle, IL 


vp and central office manager of 
Farm Quarterly, Chicago. Mr. 
Britts previously did sales and sales 
promotion work for Cherry-Burrell 
Corp., Chicago, and Perfection Mfg. 
Corp., Minneapolis. 


rector of Reddi-Wip Inc., St.| JOSEPH A. DOUGHERTY, until recently 


Britts to ‘Farm Quarterly’ 


assistant to Charles W. Anderson, | 


jat 41 E. 42nd St., 
}will be responsible for developing 


ple will not be invited to the ma-| programs and other things which 
jority of regular meetings.” |the chapters look to the national 
3. Why can’t NIAA stay as ag | MESHED to give.” 
is? 10. What basis do you have for 
“Very simply, NIAA can stay|believing that ISIM will have 
as it is if it elects to do so, but|enough institutional members to 
the task force was appointed be-|supplant the individual mem- 
cause a_ certain knowledgeable | bers? 
group within NIAA felt that the; “We are not really trying to 
association could and should doj|supplant the individual member. 
considerably more for its mem-/This is merely a shift to company 
bers, and with this premise the|membership. In all probability, 
new association was recommend-j|there are enough companies that 
ed.” would want to have at least five 
4. Why can’t the chapters break | or six of their individuals join.” 
away and stay as they are? | 11. Why haven’t you pre-tested 


“Certainly the chapters. can | it? 
break away, but any study of in-| “We have not been able to get 
dependent, local organizations|the concept to the point where it 


would show that (they) tend to!is clearly definable. As soon as all 
'exist for a short while and then/|the details are fully established, 
become defunct.” the whole concept will be pre- 

5. How do we get people to read tested. But the task force feels, 
recommendations of the task force? | Without exception, that this pro- 

“There is no single answer to | posal is correct enough and fills 
this except that the implementa- | "eed big enough so that while a 
tion committee fully recognizes | Pre-test will be highly valuable 
this communications problem, and |imsofar as details are concerned, 
is doing everything possible with-|it is not an absolute necessity in- 
in limits of time and people avail- sofar as determining the net worth 
lable to do the job to try to create | °f the concept of the organization 
a better understanding.” | itself.’ + 


6. What happens to small com- 
panies? 

“The small company which joins 
ISIM will receive far more in 
terms of value than the large com- 
|pany will in many instances. ISIM 
| will serve as a cross-fertilization 
point for marketing information. 
Much of this information will have 
been generated by the larger com- 
| panies and, hence, can be utilized | 
by the smaller companies.” 


John Thompson, 84, 
Former Minneapolis 
‘Publisher, Is Dead 


MINNEAPOLIS, April 17—John 
| Thompson, 84, publisher emeritus 
of the Minneapolis Star and Trib- 
une, died here today after a long 
illness. Born in Elkton, Ky., Mr. 
|Thompson worked for the old 

7. Why not include space rep- | Chicago Inter-Ocean and Chicago 
resentatives? Times-Herald, the New York 

“Simply, we do not want ISIM | Times, and Pearson's Magazine be- 
to become a meeting place for fore joining the Minneapolis Star 
buyers and sellers. This is in no|/in 1921 as general manager. 
way a reflection upon the capa-| Mr. Thompson and two associates 
bilities of space representatives,|bought the Minneapolis Star in 
because in many NIAA chapters | 1924; later they sold the newspaper 
they are the real backbone of ex-|to John and Gardner Cowles in 
perience and activity.” 1935. Mr. Thompson served as pub- 


lisher of the Star and later of the 
oa” ace you samveating Gils Star and Tribune until his retire- 


> i ¢ > ye > = 

“Very simple. We are not. This ment in 1949: He ee named pub 
lisher emeritus the same year by 

the newspaper’s board of directors. 


| 


|\Chicago AANR Premiers 

|New Food Page Film Strip 

A new film strip, “Stars of Our 
Show,” has been released by the 
Chicago chapter of the American 
Assn. of Newspaper Representa- 
tives. It tells the story of the effec- 
|tiveness of food advertising in 
newspapers, particularly on wom- 
en’s pages and food pages, and is 
|expected to be shown soon to big 
food advertisers and agencies. 

The new-business committee of 
the Chicago chapter of AANR pre- 
miered the 22-minute film to asso- 
| ciation members April 18. It will 
be made available to all AANR 
chapters. 


an account group head at J. Walter 
Thompson Co., has been elected to 
the new position of exec vp of|.. 

Chemical Corp. of America, Talla-| Hill Names McDonald 
hassee, Fla., to head a new office| Hugh E. McDonald has been 
New York. He named a vp of W. S. Hill Co., Pitts- 
burgh, to handle advertising, sales 
new markets, expanding export |promotion and public relations for 
‘ 4 Sp | the agency. He previously was with 
business and coordinating advertis- | walker & Downing and Vic Mait~ 
ing and marketing. liand & Associates, both Pittsburgh. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 


(maximum—two) 30 letters and spaces 


r line; upper & lower case 40 per line. Add 


two lines for box number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 
sentative (Classified only); Classified Departments, Inc., 4041 Marlton Ave., Los 


Angeles, 8. Axminster 2-0287. Closin 


deadline Los Angeles Monday noon, 7 days 


preceding publication date. Display classified takes card rate of $17.75 per column 
inch, and card discounts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 


6 MONTHS ENDING DEC. 31, 1957 


40,429 


HELP WANTED 


HELP WANTED 


We're looking for a tough-fibered crea- 
tive type man to sell 
competitive 
and permanence for the right man with 
solid multiple publisher 
the nation’s 
territory, 


BUSINESS PAPER 
SPACE SALESMAN 


in highly 
opportunity 


space 
field. Lots of 


Salary 


Advertising - promotion - sales manager 
wanted of 
salary. Prefer man with pet food experi- 
ence or grocery 
pany, national distribution of pet foods. 
commensurate 


proven ability. Excellent 


store items. Old com- 


with ability 


serving one of Answers confidential. 
largest industries. Eastern Box 1462, ADVERTISING AGE 
New York Headquarters. For), 200 E. Illinois St., Chicago 11, Illinois 
interview week of April 21 send com-| COPY WRITER 


plete resume to: 
Box 1443, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


| Adv. 
Write 


Agency—foods 
in detail Sorensen Ady. 
154 East Erie St., Chicago 


& beverages exp. 


Agency, 


MOLENE 
Editors vietinabinens Public Relations 
Copywriters............... Advg. Managers 
Artists Media .... Production Service 


“All is grist, which comes to our mill” 
Andover 3-4424, 105 W. Adams St., Chgo 3 


CREATIVE WRITER—S. E. Agency 


Fast growing consumer agency (TV and Phone Mr. 


print) has good opportunity for experi- 
enced, proven agency man who can} 
create and write sound copy. Will work | 


creative director 
responsible for 


with outstanding 
eventually be creatively 


own accounts. Profit sharing trust and 
other advantages. Give details including 
age, salary, references, etc., to President 
Box 1425, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
BOOKKEEPER 
For advertising agency opening new of- 


fices in Richmond, Virginia, June 1. Must 
be able to do COMPLETE closing, handle 
payroll, type and handle all other related 
duties Excellent opportunity to grow 
with a progressive business. Modern new 
air conditioned offices. Write stating 
qualifications, 
phone number 
to W. 8. Denny, 
1469 South Fourth 
Kentucky. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 
209 «Se. State St. HA 7-1991 Chicago 
COPY WRITER—SOMEWHERE BETWEEN 
Manhattan & Golden Gate tives a young 


and salary requirements 
Zimmer-McClaskey, 
Street, Louisville, 


bachelor eager to carve himself a 
career in mail order advtg. Top corre- 
spondence school! Direct mail, mags, 
subscription promotion, personnel super- 
vision plus chance to work under aegis 
of one of America’s remaining pioneer 
mail order men. Unmatchable opportuni- 
ty for young man, must be single, to 
early 20's, A.B. but college not vital. If 


you've tasted Latin, love slinging words 
around, here is your chance. Hard work, 
not much pay to start but we wrote al- 
most % million last year’s sales and 
you'll pitch in on building it on a young, 
aggressive team, all career-minded. Send 
pix, full background, write in confidence 
in longhand 

Box 1440, ADVERTISING AGE 

E. Illinois St., Chicago 11, Illinois 
FARM ADVERTISING WRITER 

Leading farm equipment manufacturer 
seeks advertising writer with good farm 
background, to develop programs and 
work on all types of advertising materi- 
als. Initiative, imagination essential 
Challenging, rewarding position with ex- 


200 


and | 
| 


| : 
x single 
} 


past experience, age, tele- | An 


|and_ responsibilities, 


SPACE SALESMAN, 
tory, excellent 
efficient man 

Box 1463, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

ADV. AGENCY SECRETARY 

with knowledge of production. 
Sorensen DE 7-5030-Chicago 
PRINTING BUYER 
12 years experience in buying letter- 
press, offset, rotogravure printing, its 
allied materials and services. Well quali- 
fied to handle four color process as well 
and multi-color reproduction 
Also have a good printing plant back- 
ground. Have been employed for past 
5 years by nationally known organization 
buying annually $750,000 of printing 
services. 38 years old. College graduate 
Am eager, aggressive, adaptable, and 
available now 

Box 1464, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

ARTIST QUALIFIED IN COLLATERAL 

MATERIAL DESIGN AND PRODUCTION 

outstanding long-term opportunity 
| for an able, solid artist. Excellent salary, 
| attractive potential to grow in earnings 
ideal conditions for 
working and for family living. 


interrr**onal direc- 
future for coxperienced, 


We are a sound, aggressive creative 


| printing organization, specializing in 
quality-done booklets, broadsides and 
displays. Located in a medium-size mid- 


| western city where living is 
and earnings stretch further 


pleasant 


This opening calls for a man who knows 
collateral material design, is able to 
make clean, distinctive comps and some 
finish. He should know basic production, 
be versatile in style and application, 
and have serious administrative ability 


If this long-term position interests you 

please reply by letter stating experience, 

personal data, salary desired and avail- 

ability. All replies will be acknowledged 
Box 1465, ADVERTISING AGE 

200 E. Milinois St., Chicago 11, Illinois 


Advertising Copy Writer 


TAKE A CRACK AT THE KIND 
OF OPPORTUNITY YOU'VE 
ALWAYS WANTED 


A top copy spot in a young, 
growing agency with a dynamic 


rapidly 
opera- 


tion. Unique concept and location has 


| already pushed billings beyond 5 million 


| annually. 


cellent opportunity for advancement 
Ideal working conditions, good starting 
salary. Write in confidence, giving re-| 


sume and salary requirements 
Box 1441, ADVERTISING AGE 
Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago, Su 37-2255 
EXECUTIVE SECRETARY 

Outstanding position for prominent 
industrial and civic leader Must be 
personable and have excellent 
experience and references. Salary 
mensurate. Replies confidential 
complete letter and resume to 

Box 1460, ADVERTISING AGE 
200 E Illinois St., Chicago 11, Ill 
ARE YOU A TOP-NOTCH RETOUCHER? 
Established studio with good accounts 
in S. W. Michigan needs experienced 
retoucher to handle color and B/W work 
If pleasant lakeside living, opposite 
Chicago interests you, join us now! 

Box 1461, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


200 E 


com- 
Send 


PUBLIC RELATIONS 

We're looking for 2 crackerjacks 
a man and a woman who can 
write well, create ideas, and handle 
press and client contact. If you're 
good, bere’s your chance to use 
your abilities fully on major na- 
tional accounts. Write to Editorial 
Director, Harshe-Rotman, Inc., 108 
N. State St., Chicago 2. 


| diverse 
| consumer 


business | 


Expect 10 million in 
years, no limit after that. If you're the 
right man you'll grow just as fast—to a 
really top slot in several years 
tally up 3-5 years writing experience on 
products? Especially national 
package goods such as bever- 
ages, supermarket soft goods, dinnerware, 
leatherware, automotive, paper products, 
etc., etc. Do you spew out the kind of 
inventive ideas as well as copy that an 
art director can do something with? Don't 
answer if your copy is just a bit dull, 
you're a fuzzy thinker, can't generate 
sound ideas, or want to make a fortune 
today. Starting salary is good and fair. 
It's up to you after that. Work in 
N. J. home office of a N. Y.-N. J 
agency (how about you N. J. residents 
wearily running back and forth to 
Manhattan?) We have our own 
building, air-conditioned, easily acces- 
sible. Your resume can mean a lot but 
your letter can make it mean a lot more 
Send both to: 
Box 1466, ADVERTISING AGE 


HELP WANTED 


POSITIONS WANTED 


DIECUTTING 
Salesman; experienced steel rule diecut- 
ting and finishing, bindery handwork 
lithographed paper & cardb'd advertising 


| Also need young man to train for above; 


| 


next 2) 


Can you | 


| 


the | 


modern | 


480 Lexington Ave., New York 17, N. Y.| 


IDEAL ASSISTANT IN 
RADIO-TV PRODUCTION 


For Ad Agency or Packager 


Extensive working experience in 

Writing—everything from scripts to 
novels 

Composing—pop songs, compiete show 
scores, cue & background music, 
jingles (A.S.C.A.P. member) 

Arranging—for top vocal groups 

Casting—radio, television, legit 


Top industry contacts and references 


Box 998, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


WANTED: EXPERIENCED EMPLOYER ~ 


Thoroughly experienced, all-around agencyman looking for a 
spot where his versatility value can be put to work to provide 
an employer with substantial salary savings. Major league back- 
ground on national accounts—consumer and trade—as A.E., media 
director, plans board, production and dep’t. manager, writer, re- 
searcher. A good investment as a specialist for a large agency; 
ideally suited for a medium-sized agency as a do-it man for every- 
thing (except bookkeeping). No track record as adv. mgr., but a 
good bet there, too. Chicago preferred. 


Box 105, Advertising Age, 200 E. Hlinois St., Chicago 11, Ilinois 


should have some experience in graphic 
arts or allied industry. 

ACE FINISHING CO. CHICAGO Mon. 6- 
4408 


ACCOUNT EXECUTIVE 
Established agency with all 
has opening for man with accounts. 

Box 1467, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 


EDITOR 
New national monthly magazine pub- 
lished in Washington, directed to both 


military and civilian audiences. Thorough 
knowledge of national defense establish- 
ment essential. Excellent opportunity. 
Send resume 
Box 1468, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 
Fully accredited Iowa agency has open- 
ing for an experienced Radie-TV director. 
Must be able to create copy with a 
powerful selling punch, supervise station 
production and service accounts. 
agency experience desirable, but initiative 
is a “must”. Yyou will have complete 
charge of radio-tv operations of this 
growing agency and be given full-creative 


rein. Salary to $6,000 plus generous profit 
sharing plan. Send complete background 


and availability date. 
Box 1469, ADVERTISING AGE 
200 E. Ulinois St., Chicago 11, 


Illinois 


EXECUTIVE ART DIRECTOR 
Tops on design but capable of 
merch. layout if nec.—salary 
open 
know of this advertisement 

Box 1470, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, 


strong, 
and age 
absolute confidence. Our employees | 
|CAPABLE AND DILIGENT 


facilities | 


Some | 


| 
| 
| 
| 


\7 


| 


Illinois | 


PRO PROMOTION WRITER 
AND PLANNER 


We want one. Not a man who aspires 
to be one; a man who IS one. He'll 
work with clients including one in the 
home appliance line, an unusual op- 
portunity in the growing field of 
built-ins. Air conditioning too. Related 
experience counts. Job description? 
The man we seek will know! Write 


KIRCHER, HELTON & COLLETT, Inc., 
2600 Far Hills Ave., Dayton 19, Ohio. 


We're looking for a 


COPYWRITER 


Fast-growing, medium-size, high- 
standards Chicago agency has ex- 
ceptional opening for an er ceptional 
copywriter—strong on id. 3, graph- 
ic sense; good producer for all 
media. Three or four years’ agency 
experience desirable, not essential 
Please tel! all; our staff knows of 
this ad BOX 106, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, 
Illinois 


P.0.P, DESIGNER 
to $12,000 


Must be strong idea man, experi- 
enced in use of paper, wood, plastics, 
and metal. West Coast location. If 
qualified, contact me in confidence. 
GEORGE E. PYLKAS 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 
220 So. State St. - Chicago - WA 2-4800 


| 


| 


| 
| 


GROCERY PRODUCTS 
MARKETING EXECUTIVE 
Presently VP-Sales & Adv, pet food 
mfr.; formerly Dir-Merchandising 
& Sales Prom, Soft Drinks; Account 
Executive, two AAAA agencies 
(grocery products). Final career 
move. Box 988, Advertising Age, 
200 E. Illinois St., Chicago 11, Il. 


Wantep ONE CopywRITER 


who is a pro! We're growing 
very fast (40% sales increase 
last year, 29% so far this year), 
don’t have time to develop “la- 
tent talent.” If you are happy 
only when creating word pic- 
tures that sell merchandise, 
there is a big gap in our organi- 
zation waiting for you. 


And if you’re fed up with city 
life, commuting, taxes, we have 
a new world for you—a central 
Ohio community wonderful for 
family living, pleasant working 
conditions in an air-conditioned 
office, company-paid fringe 
benefits. Starting salary is open 
—if you have the stuff we need. 
Let your reply to this ad speak 
for you. Write: 


President 
O. M. Scott & Sons 
Marysville, Ohio 


* 


ee ey ero apna eueaee = 


| 10-years experience, 
promotional record 


NEED PR-ACCOUNT EXEC TALENT 
FOR YOUR INDUSTRIAL ACCOUNTS? 
Mature (37), well-traveled graduate engi- 
neer, 12 years industrial, 3 years editorial 


experience (National trade book). Can 
handle your industrial copy with mini- 
mum orientation. Now in Chicago area 


Resume and references by return mail. 
Box 1450, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 
IMAGINATION TO RENT 
Neatly packaged in upper story of 185 


Ib.. 59” male, age 34, with 6 years ex- 
perience in advertising and sales promo- 
tion. 

Box 1447, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EXPERIENCED SPACE SALESMAN 
Industrial publication & directory back- 
ground (8 years); proven ability; college 
graduate, 29; seeks position in Chicago- 
based territory with leading publisher. 

Box 1471, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ART DIRECTOR 
AIRCRAFT-ELECTRONIC 
220 So. Wetherly Dr., Beverly Hills, 
Calif. CR 1-8273. 
SPACE SALESMAN 
Aggressive. Excellent 15-year sales 
record, including industrial publications. 
Ohio, Eastern Michigan, Western Penna. 
Box 1473, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
HANDY PART-TIME GAL 
FOR SMALL AGENCY OR BUSINESS 
years’ experience—ad, direct mail and 
catalog copy, roughs, production. 
Box 1474, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


classified 
125,000- 
news- 


advertising 
class competitive daily-Sunday 
paper, desires opportunity to prove 
ability. 35 years old, family, BS degree, 
excellent mgt. and 


assistant manager, 


Box 1475, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


CREATIVE MAN, 35, wants Agency or 


firm spot based in Chicago. Have 
versatile, all-round adv and writing 
| background, but will specialize. A.M. & 


S.P.M. 8'2 years for graphic arts services, 
with unusual record. Direct mail, publi- 
city, collateral pieces, consultant, copy, 
campaigns, production, editorial, features 
Used to pressure, and ulcer immune. 


| Want to grow creatively and financially. 


Box 1472, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FAST, ACCURATE PROOFREADING, 
EDITING SERVICE 


Girl editor-writer. I read proof edit 
grammar ... do any degree of copy 
editing you want. Send me manuals, 
catalogs, scripts for quick service by 
mail. Depend on my medical publishing, 
publicity, radio continuity writing back- 
grounds. 


Box 1476, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il 


ASSISTANT AD MANAGER 


Eager to pit sales-proven enthusiasm 
where challenges come big. 3 yrs. in 
plans ... strong in creating ads, blending 
in copy and art rounding out cam- 
paign with direct mail and radio. $7500 
Salary. Resume for the asking 


Box 1477, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
“CREATIVITY” NOT FOR SALE 
Triteness not available from young 
ad mgr. of major mfr., former 
who wants growth spot with 
or agency in asst. AE or copy 
Will move 
Box 1478, ADVERTISING AGE 
Illinois St., Chicago 11, Illinois 


(30) 
editor, 
company 
capacity, 


200 E 


a 


Looking for an ad director- 
administrator? AE supervisor, 
age 40, desires change. Over 20 
years experience handling beer, 
utilities, insurance and food ac- 
counts. Creative. Strong on mer- 
chandising. Available 60-90 days. 


Box 103, Advertising Age 
200 E. Ilinois St., Chicago 11, Il. 


Advertising Age, April 21, 1958 


| POSITIONS WANTED 


CAN'T FIND IT? NEED RESEARCH? 
Develop material for advertising, pres- 
entations, promotion, speeches, literary 
projects. Imagination plus realism. Wide 
knowledge sources; facilities fast, reliable 
completion of assignments. Write 


Box 1481, ADVERTISING AGE 
|200 E. Illinois St., Chicago 11, Illinois 
MAIL ORDER SPACE SALESMAN. 
MID-THIRTIES. KNOW EAST. 
PRODUCER 
Rox 1482, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ADVERTISING MANAGER 
Available 3 days a week. All Ad dept 
functions—Catalogs, Direct Mail, Copy, 
Rough Layout, Media, Displays, House 
Organ, etc. Top Flight Exp. Age: 31 
Box 1479, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SPACE SALESMAN. Exp., hard-working, 
good record. Avible. temporary basis in 
Summer months. 
Box 1480, ADVERTISING AGE 
Marlton Ave., Los Angeles 8, Calif. 


REPRESENTATIVES WANTED 
New petroleum chemical magazine wants 
topflight representation in Chicago, New 
York. Send full information. 

Box 1483, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
REPRESENTATIVES AVAILABLE 
| Well established Rep, based N.Y.C. seeks 
sports, athletic or sports equip. pubis. 
Comm. basis. Excellent record, top con- 
tacts, college, mature. Send recent issue. 

Box 1350, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
Rep with fine record, top contacts wants 
trade publ. Comm. Covers N.Y.C. & N.E. 
Send magazine with reply. 

Box 1351, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


BUSINESS OPPORTUNITIES 
EXTRA INCOME 
for ARTISTS and COPYWRITERS 
Only accomplished men and women ac- 
cepted for affiliation to provide “big 
agency" creative services to small ad- 
vertisers. Send bonafide samples, resume 
and $5.00 affiliation fee today! 
ADVERTISING ASSOCIATES OF 


| 4041 
| 


AMERICA 
Box 1111, Topeka, Kansas 

Successful -young editor of national 
business magazine is anxious to take 
over operation or publishing of trade 
magazine. Can make magazine click. 

Box 1484, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

WHY GET ULCERS? 

Running yourself ragged trying to run 


a one man show? If you have upwards 


of $150,000 in total billing we can make 
you an offer that will relieve you of a 
lot of nerve racking detail work, pay 
you more profit from your present 
accounts, and give you more freedom 
to look for new business. Fine accom- 
modations, excellent setup on Art and 
Production, friendly people Chicago 


location. Call Financial 6-6767. Let's talk. 


MISCELLANEOUS 


PIN-UP STOCK PHOTOS—$7.50 
Sparkle Advertising with California Eye- 
stoppers; only ‘“‘$7.50"' each with all re- 
production rights. Write on your letter- 
|head for free real-photos illustrated list. 

Also do custom work 
Jacques Delangre Photography, 1330 
North 46th Ave., Los Angeles 41, Califor- 
nia. CLinton 7-7804. 


AGENCY MARKETING DIRECTOR 
(GROCERY PRODUCTS) 


| | 
| | 
| Presently, Natl. VP-Sales & Adv. | 
| Young (39), yet well seasoned on | 
agency and client sides. Only top | 

| level position considered. Box 989, 
| Advertising Age, 200 E. Illinois St., | 
Chicago 11, Ilinois. | 
| 


eee Se ee eS 


FINANCIAL 


FINANCIAL AD MAN AVAILABLE TO BANK 
OR SAVINGS ASSOCIATION AS PUBLIC RE- 
LATIONS DIRECTOR. STRONG ON NEWS- 
PAPER ADS. PROMOTIONAL TO INSTITU- 
TIONAL. $12,000 MINIMUM. BOX 104, 
ADVERTISING AGE, 200 EAST ILLINOIS 
ST., CHICAGO 11, ILLINOIS. 


Almost 


everybody of 


importance in 


advertising and 
marketing reads 


and uses 


The ADVERTISING 
MARKET PLACE 
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Advertising Age, April 21, 1958 


OPPORTUNITY FOR 
FASHION COPYWRITER 


If you have ideas for the promotion 
of women’s apparel and have proven 
yourself as an experienced fashion 
copywriter, there’s a spot for you in 
the wonderful Pacific Northwest. We 
hope to find a woman 27 to 40 who 
wants a future in advertising with a 
AAAA agency with part-ownership op- 
portunity. Write us details about your- 
self and your work, with recent snap- 
shot. Box 102, Advertising Age, 4041 
Marlton Ave., Los Angeles 8, Calif. 


(Continued from Page 2) 
approach was wearing a little thin,” 
Mr. Mitchell says. 

“There was now a need for em- 
|phasis on how and why specific loss 
|control services cut insurance costs 
for policyholders, reduce accidents 
and work stoppages, and improve 


s “There was a reluctance on the 
part of all to bury the old gentle- 
mai,” says Mr. Mitchell. “He had 
|served so well in gaining quick 
identification for sales representa- 
tives, who could say ‘I’m from 
American Mutual, “Mr. Friendly’s” 


company.’ For another, AM had 


The Midwest's 
outstanding placement 
service for Adv.-Art & 

allied fields. 

oppointment on 
59 E. MADISON » SUITE 1417 
CHICAGO 2, TLL. 
CEntral 6-5670 


made a heavy investment in him 
over the years.” 
At first Compton created experi- 


TOP WEST COAST AGENCY 


IS LOOKING FOR 


FREE CATALOG 
Contains hundreds of businesses, farms 
and income properties throughout U.S., 
Canada. Specify type and location de- 
sired. Deal direct with owners. U.I. 
Buyers Digest, 1608 Hillhurst, Dept. AA, 
Los Angeles 27, Calif. 


APPAREL A.E. 


We're looking for a young man 
who already knows from his 
agency and department store 
experience how to help a na- 
tional sportswear maker sell in 
retail stores as well as Vogue 


and Esquire. You'll need know- 


: TO A WRITER WHO 
“DOESN'T WANT TO MOVE” 


We need an agency-trained writer 
whose experience has made nim 
! more creative—rather than simply 
more careful. We need the kind of 
writer who could run an agency if 
he had to—yet whose literary abili- 
ty is unquestioned. This, we admit, 
is an unusual combination of tal- 
ents, but if you have it, you may 
be eligible for the best copy job we 
have—assisting our creative direc- 
tor in the leadership of one of Chi- 
cago’s liveliest young copy groups 
Phone AN 3-3138 for appointment. 
Cunningham & Walsh, Inc. 
6 North Michigan Avenue, Chicago 


how and feeling for both men’s 
and women’s apparel. Plus the 
ability to inspire your account 
group with the same feeling. If 
you've this kind of talent, we’ve 
the job to go with it. Write us 
|| with experience and personal 
|| details and recent snapshot you 
|} can spare. Box 990, Advertising 
|| Age, 4041 Marlton Ave., Los 
|| Angeles 8, Calif. 


Fine, Fast, Fairly Priced Photography 


TRADE PAPER 
FOR SALE 


Weekly, tabloid newspaper for- 
mat, enjoys top readership, out- 
standing prestige, stature and 
respect. Ad potential hardly 
scratched. Firm price $350,000 
cash. Principals only or don’t 
waste your time or ours. 


Box 999, Advertising Age 
480 Lexington Avenue, 
New York 17, N. Y. 


pics 


photographers 
OEARBORN 2-1062 
107 WN. LaGALLE, CHICAGO mMLINOIS 


PUBLICITY 
CONVENTION 


COMMERCIAL 
INDUSTRIAL 


CUTS $1.25 
Up to 5 Sq. Inches 
ZINC 
Line or halftone flush mountea. 
Fast Service— 
| Satisfaction Guaranteed 
| Larger Sizes Proportionately Priced 
Write size of cut and screen ee 
on ck of copy and mai 
WARD KA 
Box A 87. Glendale. Calif. 


COPY. Print: consumer, trade, 
displays. Live local TV 
3 COAST JOBS (below): 


AE, men's sportswear. Back- 
grounds: dept. store; agency; 
copy. Lots of promotional 
know-how. 

AE, men’s & women’s apparel. 
Agency & dept. store exper. 
Must know what boosts sales 


$15M 


$10-$12M 


n stores to $10M 
FASHION WRITER. Woman with 
promotiona! ideas. to $9M 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 


Chicago 


| CHICAGO OFFICE SPACE 


a J s Entire Fourth Floor 
| x ciate 1,000 sq. ft. 

it Md wip ® with 5 private offices. 
y ‘ YY Completely 


air conditioned 
Receptionist 
Automatic elevator 


National Sporting 

Goods Association 

716 WN. Rush St., 

Chicaga 11, til. 
DE 7-3870 


WANTED —ALE. 
WITH PROMOTION FLAIR 
FOR MEN'S SPORTSWEAR 


If you're right for this job, you're 
bursting with sound ideas for adver- 
tising and selling men’s sportswear. 
You're probably 28 to 38 in age, with 
a deep interest in all sports. Copy 
ability is desirable, as is a background 
of retail store and agency experience. 
You are interested in living in the 
Pacific Northwest and working with an 
AAAA agency with an opportunity avail- 
able for ownership participation. Write 
us with details and picture. Box 101, 
Advertising Age, 4041 Marlton Ave., 
Los Angeles 8, Calif. 


BACON KNOWS 
MAGAZINES! 


We specialize in magazine clipping. 
Our list covers 3500 business, farm 
and consumer magazines — a complete 
blanketing of the American magazine 
field as listed in Bacon's Publicity Checker. 
You can check your own publicity, compe- 
tition’s publicity, competitive advertis- 
ing or subject research. Here is the 
complete service for magazines. Best 
coverage, fastest service, highest 

accuracy. 
* BUSINESS * FARM 
* CONSUMER 


. Chicago 
WAbash 2.8419 


- 


the first 


| identify 
|identification has increased stead- | 


jecutive art director of C. Wendel 
|Muench Co. until it merged with 


American Mutual's ‘Mr. Friendly’ Is 
Sprightlier, Sells Service Harder 


mental ads using “Mr. Friendly” in 
the trademark, with some mention 


'in the body copy only. But it didn’t 


demonstrate the specific services of 
AM people. 
Through trial and error the new 


i“friendly AM man” emerged. He’s 
'shown against a background of 
employe and community relations. | modern, 


symbolistic artwork re- 
lated to specific services he per- 
forms. The headline and body copy 


|spell out the services and bene- 


fits. 


s “Mr. Friendly” was the creation 
of McCann-Erickson when it han- 
dled AM’s account back in 1943 
(the account moved to Compton 
in 1955). The company furnished 
these quotes from his creator, Don 


|Calhoun, a McCann vp in New 


York: 

“I was frightened by an insur- | 
ance agent at the tender age of 29. | 
The fellow proved rather conclu- 
sively that I was just about to be | 
run over, burnt to a crisp, poisoned | 
or drowned. 

“Shortly after this, I read some 
insurance ads with screaming 
mothers, weeping widows, flaming 
houses, and wrecked cars. Insur- 
ance, I concluded, was just a little 
jollier than the undertaking busi- 
ness—and who wants to see an un- 
dertaker. 

“When the American Mutual 
people came to our agency, Mc- 
Cann-Erickson, and asked us to | 
prepare a campaign, I figured it | 
would at least be novel to write 
some pleasant insurance ads. 

“Why try to scare people to) 
death? Why not sell the positive 
side of insurance ...the wonderful | 
feeling of relief when you know 
you’re protected and everything's 
taken care of. 


s “To build up a warm, friendly 
feeling toward the company, I de- | 
veloped a trade character. I want- | 
ed him to be amusing, likable and 
helpful. My good friend Jack Tink- 
er [now senior vp in charge of 
McCann’s creative division] read 
some of the copy I’d written and 
drew a tall, skinny, old-fashioned 
looking fellow with a derby hat. 
And that was ‘Mr. Friendly.’ 
“For a while ‘Mr. Friendly’s’ um- 
brella didn’t appear in ads. This 
was during the period when the 
Neville Chamberlain umbrella was 
associated with Munich and ap- 


| peasement. Umbrellas were in poor | 


repute,” My. Calhoun said. 

“Mr. Friendly was developed to | 
give American Mutual a distinctive | 
personality. With more than 30 in- 
surance companies having ‘Ameri- | 
can’ in their names, and more than | 
30 ‘Mutual’ companies, I hoped | 
that a trade character would help 
overcome this generic confusion. 

“Result: In nine months after} 
‘Mr. Friendly’ ad ap- | 
peared, more than 18 times as} 
many people as ever before could | 
American Mutual. This 


ily ever since.” = | 
Gerhardt to Holtzman-Kain 


Holtzman-Kain Advertising, 
Chicago, has appointed Don Ger- 


hardt to its creative staff. Mr. 
Gerhardt formerly was an art 
director at Henri, Hurst & Mc- 


Donald, and before that was ex- 


Henri, Hurst. 


Parker Adds Musgrave 

Parker Advertising Co., Dayton, | 
has been appointed to handle ad- 
vertising and public relations for 


Musgrave Inc., Springfield, O., 
maker of Mow Cycle and Cadet 
lines of riding "awn mowers and 
ithe Ideal line of gang mowing 
equipment. 


MONEY, MONEY. MONEY, MONEYS (a7 ad about morey) 


by M. Friendly ' 


FRIEN 


Record for March 11, 1948, shows the old high-collar, low-vest Mr. 


ay << "a j 


DLY COMMODITY—This ad, which appeared in Engineering News 


Friendly. McCann-Erickson was the agency at this time. 
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Use This Space to Print or Type Your Classified Advertising Message 


FA %: — ACTION 
YY Vy 


You get 


from a 
low-cost 
classified ad 
in Ad Age 


The secret, of course, is that your ad can cost as little 
as $5 per week — yet it’s read by almost 150,000 top 
marketing men. If they like what you offer — you'll 
get a fist-full of replies. Risk a few bucks with the 
coupon below and see for yourself. 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


1 am enclosing $ 


Ci 


__1__State 


THE ADVERTISING MARKET PLACE 
ADVERTISING AGE 


200 E. Illinois St. 4041 Marlton Avenue 
Chicago, Illinois Los Angeles, Calif. 
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Unconscious Sell | 


Theme Tops ‘58 
Ad Conference 


(Continued from Page 1) 
volutions of subliminal perception 
and the unknown but potent qual- 
ities of effective advertising. 

The two admen were W. B. 
Booth, a copy director, and A. B. 
Scott, an art director, both of 
Campbell-Ewald, Detroit, who 
gave their talk jointly a la Twee- 
dledee and Tweedledum. 

They spoke on the third com-| 


raunication, the component of an| 
the copy and the art. 


= The two. psychologists were 
Richard L. Cutler and Elton B. 
MeNeil, both assistant professors 
in the University of Michigan psy- 
chology department. They gave 
the conference a taste of scientific 
thinking on the new subliminal 
perception technique. The sum of 
their talk was that the technique 
needs a good deal more explora- 
tion before it can be said whether 
or not it has a significant enough 
impact on human behavior to be 
of any use to advertising. 

Even so, Prof. McNeil gave the 
admen a glimpse of new tech- 
niques psychologists may develop 
for advertisers in the future. Not 
the least of these is the possibility 
that the advertiser will be able to 
push a button and remind a house- 
wife of his product as she wheels 
her cart down the aisle of the su- 
permarket. This can be achieved 
when psychologists find a way to 
stimulate the brain electrically 
from outside the skull, he said. 


s The two admen—Mr. Booth and 
Mr. Scott—explained the third 
communication to their audience 
as follows: “The third communi- 
cation is over and beyond the oth- 
er two [copy and art]. It is not 
spelled out in words. It is not 
apparent in the illustration or de- 
sign. Yet we have long believed 
that by means of the third com- 
munication almost every adver- 
tisement says things about the 
product being advertised and the 
company that makes the product. 
It may say good things or it may 
say bad things. The communica- 
tion may be strong or it may be 
so weak as to be almost non-ex- 
istent. But, in most cases, we be- 
lieve it’s there—even though the 
advertiser may not know it’s there, 
or may not want it to be there. 
“The third communication, we 
believe, is a function—not just of 
art alone, not just of copy alone— 
but of the total advertisement. It 
is not a verbalized message. It is 
not a pictorial message. But it is 


something—an impression, an 
opinion, an attitude—that comes 
off the page into the reader’s 


mind, in many cases, we believe, 
into his subconscious mind.” 


® Professor Cutler told the group 
that although he thought sublim-| 
inal perception could have a sig- | 
nificant effect on the consumer, 
this was something that still had 
to be proved scientifically. 

“Of all the questions one can 


possibly raise, the issue of how 
much risk a person can be induced 
to take through subliminal influ- 
ence is most significant,” he said. 
“The factor which remains to in| 


demonstrated is that a person will 
invest a significant portion of his 
time, energy, or economic re- 
sources in acting upon a subli- 
minal message.” 


® It is one thing to produce “low- 
risk” behavior involving a penny 
or a nickel and quite another to 
get the person to buy one kind of 
automobile rather than another, 
consumer may be induced to say 


Graham 
ad which is “over and beyond” | preseNntaTtioN—Stella T. Cox, president of the Phil- 


adelphia Club of Advertising Women, presents 
awards to winners in the club’s fourth annual Wom- 


Hilferty 


Cox 
Graham, Bonwit 
quirer, copy; Ru 


4 


Henkel Carmosin 
Teller, for art; June Hilferty, In- 
th Henkel, Holiday, for sales pro- 


motion, and Marjorie Carmosin, Fulmer & Bowers, 


en in Advertising Exhibit. The winners are Dorothy for public relations campaigns. 


Professor Cutler explained. The 
he is for one Presidential candi- 
date, yet may fail completely to 
alter his behavior at the voting 
booth. 


s Professor McNeil agreed with 
Professor Cutler on the need for 
more research in applying new 
psychological techniques to prac- 
tical use in advertising. 

“I’m afraid that both psychol- 
ogists as well as advertising men 
have such a burning desire to find 
newer and better means of influ- 
encing people that both of us tend 
to marry these new devices after 
a shockingly short courtship. Then 
we abandon it when we find out 
about its limitations and follow 
in hot pursuit the next device that 
passes and catches our fancy.” 


s He said that mutual interest in 
subliminal stimulation and other 
means of influencing people will 
promote closer cooperation be- 
tween social scientists and adver- 
tisers. 

“I don’t mean cooperation in 
the unfortunate form it sometimes 
takes where the psychologist tries 
to be an adman and the adman 
spends all his time wallowing in 
the depths of Freudian psychol- 
ogy,” Professor McNeil said. “I 
mean a more intelligent and work- 
able relationship in which research 
is called upon to do only what it is 
able to do and the creative work 
of advertising is left to those who 
have the ability to do it. I would 
hope it could grow to a relation- 
ship based on mutual respect and 
trust.” + 


‘Ad Age,’ Sackheim 
Hit in Libel Suit 
Filed by Anschell 


New York, April 17—Sidney C. 
Anschell, one of the co-owners of 
International Gift of the Month 
Club, who sued Maxwell Sackheim 
& Co. and two individuals in con- 
nection with the Around-the- 
World Shoppers Club, has now 
filed a libel action in the supreme 
court of New York County against 
Maxwell Sackheim and Advertis- 
ing Publications Inc. 

Mr. Anschell’s complaint seeks 
$50,000 from Mr. Sackheim and 
charges that Mr. Sackheim libeled 
him when he said: “Anschell 
tried to settle—for a ridiculously 
low figure. But I was stubborn, my 
pride was hurt... It was a nui- 
sance suit.” Mr. Anschell also seeks 
$50,000 from Advertising Publica- 
tions Inc. for so quoting Mr. Sack- 
heim in the March 10 issue of 
ADVERTISING AGE. 


= He seeks an additional $50,000 
from ADVERTISING AGE because, his 
complaint alleges, AA’s report of 
the court decision “was not a fair 
or accurate report...” 

The defendants have 20 days to 
file an answer. + 


End Commissions 
Is Kobak Advice 
to All Ad Media 


(Continued from Page 1) 


fore and after the Atlantic City 
ANA meeting where [Messrs.] 
Frey and Davis made their report, 
I reread the AFA report on the 
history of the advertising agency | 
commission method of compensa-| 
tion, the Young report, the Haase 
report, plus many other statements 
on this interesting subject. 

“Back of this review, I thought 


that contracts for its services. 

“The last sentence in the Frey 
report reads as follows—‘Only one 
thing seems certain—compensation 
arrangements of the future will be 
much more realistic than they have 
been in the past.’ 

‘To this I agree. The report has 
been helpful and should prove 
helpful to anyone who studies it. 

“But to clean up a method of 
compensation which is being great- 
ly abused needs action by media. . . 


s “This letter should stir up a bit 
of discussion from all three sides, 
and it is being written with the 
hope of being helpful and with an 
open mind for a better suggestion 
and a better answer.” 

Mr. Kobak is now a general 


over my years of experience in the| 
publishing and broadcasting busi-| 
ness plus four years with Lord &| 
Thomas and my relations with| 
agencies handling accounts for the} 
businesses with which I was as- 
sociated where we used good agen- 
cy service to place our own adver- 
tising, which ran into millions of 
dollars in practically all types of | 
media. This experience covered | 
media that paid commissions and 
media that did not pay commis- | 
sions. This also included refusal to! 
pay commissions to house agencies 
and those which rebated commis- 
sions. 


s “It is hard for me to agree with 
a point in the Frey report which 
seems to approve rebating. Perhaps 
it is legal but I can’t agree that this 
is right. If I were still in the media | 
business, I would refuse to agree| 
to pay a commission to any agency | 
that rebated part or all of the com- | 
mission. 

“All of this background and ex- 
perience brings me to this conclu- 
sion: The commission system is 
breaking down, particularly, with 
the advent of greater expenditures 
for items other than space or time. 


| Your own editorial, which you re- 


peated after the Frey report was 
released, brings out rather force-| 
fully that there is confusion and 
turmoil and plenty of deals. But 
you stop there and indicate that it 
will continue. 


s “It should not continue. My own 
conclusion is that this is not really 
a matter for advertiser and agency 
to settle. The only group that can 
settle and clean up this unhealthy 
situation is the advertising media. 
Were I in the media business to- 
day, I would announce that on a 
certain date I would no longer pay 
a commission to advertising agen- 
cies (Rates would be adjusted 
downward so that I would not be 
using this for a rate increase). 
Then the advertiser and his agency 
could work out a fair arrangement 
for payment of services (In many 
cases that would be more than 
15%, because many agencies are 
underpaid), and the agency would | 
be paid by its client, the company | 


business consultant, having among 
his clients Miles Laboratories and 
A. C. Nielsen Co., Lever Bros. and 
American Gas & Electric. + 


Florida Citrus Cuts 
Ads to Get $75,000 


Carryover for Fall 


(Continued from Page 1) 


sees the need for a high degree of 
flexibility in the coming year’s ad 
program. 

“That is why we are recom- 
mending a four-month summer 
program of diminished coverage, 
which will give us a cash carryover 
going into the new shipping and 
processing season.” 

Commission funds are derived 
from a per-box tax on all oranges, 
grapefruit, tangerines and tangel- 
os moving in commercial channels. 

Due to losses of fruit in last 
winter’s series of freezes, the cur- 
rent season’s ad budget was cut 
back approximately $1,100,000 
from the original figure of $4,- 
400,000. 

Mr. Hooks; Frank D. Arn, ad- 
vertising and merchandising di- 
rector, and Hal Gardner, adver- 
tising manager, will spend two 
days in New York with the agency 
next week discussing copy ap- 
proach and media for the four- 
month summer campaign. The 
new program will be outlined to 
the commission at its June meet- 
ing. + 


Lewis Adds Two Accounts 

Lewis Advertising, Newark, has 
been named to handle advertising 
for Plextone Corp., Newark, mak- 
er of paint products, and Universal 
Mfg. Corp., Paterson, N. J., maker 
of fluorescent lamp ballists. Car- 
penter-Proctor previously handled 
Plextone; Keyes-Martin, Spring- 
field, N. J., formerly handled Uni- 
versal Mfg. 


Larson to Lynn-Western 

Gordon F. Larson, formerly as- 
sistant advertising manager of W. J. 
Voit Rubber Corp., has joined 
Lynn-Western, Los Angeles, as an 
account executive. 


Advertising Age, April 21, 1958 


Ike Hits ‘Loopholes’ 


in Outdoor Ad Law; 
Rule Drafting Begins 


(Continued from Page 1) 
gress “might permit advertising to 
go unchecked in some areas.” He 
urged Congress when it returns to 
the study of highway legislation 
/next year to eliminate these ex- 
|emptions. 
| The President also was critical 
of the mechanism Congress worked 
out to finance the billboard con- 
|trol program. Under the bill, the 
federal contribution to a road proj- 
ect is increased from 90% of the 
cost to 90%% if the state enters 
into a billboard control agreement, 
but the additional half of 1% is to 
come from general tax revenues 
instead of from the special highway 
trust fund set up by Congress to 
finance the program on a pay-as- 
you go basis. 

The President contended the en- 
tire 90142% ought to come from the 
trust fund. He urged Congress to 
“remedy” the situation. 


# One of the important exemp- 
tions now being studied by the staff 
of the bureau of public roads is 
the amendment by Sen. Norris Cot- 
ton (R., N.H.) which prevents the 
federal government from paying 
a bonus to states for the control 
of billboards on highway right-of- 
way which existed before July 1, 
1956. Since roughly one-third of 
the system, including the portions 
in the most heavily populated 
areas, will utilize old right-of-way, 
staff members fear this amend- 
ment will undermine the control 
program in some of the areas 
where it is most urgently needed. 

On the other hand, sponsors of 
the amendment point out that 
states can still act on their own to 
regulate billboards if they wish. 
The chief purpose of the amend- 
ment, they say, is to avoid a situa- 
tion where the federal bonus will 
become a factor inducing states to 
require advertisers to tear down 
existing structures. 

The staff also is reported to be 
concerned about the fact that Con- 
gress eliminated any specific limit 
on the size of signs which may be 
used to advertise businesses locat- 
ed within 12 miles of the highway. 
Before it was changed on the Sen- 
ate floor, the bill placed a 500 sq. 
in. limit on all roadside signs. + 


Smith Corona Returns to 
Newspapers for New Machine 

Smith Corona Ine., Syracuse, 
N.Y., will use 1,000-line ads in 94 
newspapers on April 22 to intro- 
duce its new secretarial typewrit- 
er. The one-day push marks the 
company’s return to newspapers 
after a five-year lapse. Main 
theme of the ad will be the new 
“accelerator” action of the type- 
writer’s type bars. Each ad lists 
the local branch office, and deal- 
ers have been supplied with ad 
mats to use in outlying cities. 
Newspapers will support the cam- 
paign by sending jumbo postcards 
to office executives. 

A magazine campaign for the 
new typewriter will start in the 
April 26 issue of Business Week, 
followed by insertions during May 
and June in Banking, Bests In- 
surance News, Charm, Office 
Management, The Office, Time 
and Today’s Secretary. Cunning- 
ham & Walsh, New York, is the 
agency. 


‘Convention Guide’ Gets Reps 

Convention Guide & Digest, Chi- 
cago, has completed its selection of 
advertising representatives. They 
include Sam J. Perry Associates, 
New York: (Eastern Seaboard); 
Harry T. Lane and Frank X. Finn, 
both Chicago, (Midwest); Robert 
W. Walker Co., San Francisco and 
Los Angeles (West Coast), and 
Printup & Associates, Miami (the 
South). 
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Advertising Age, April 21, 1958 


FTC Moves Ahead 
on Setting Up Tire 
Ad Standards Code 


WASHINGTON, April 16—Federal 
Trade Commission officials are 
hopeful that advertising standards 
can be adopted soon to clean up 
the “mumbo jumbo” which has en- 
gulfed automobile tire advertising. 

For the past several weeks the 
commission’s bureau of consulta- 
tion has been thumbing through 
hundreds of comments which have 


poured in from tire manufacturers | * 


and distributors in response to the 
commission’s offer to draft stand- 
ard terminology which can be used 
to eliminate confusion over the 
various grades of tires advertised 
to the public. 

Commission sources report there 
is strong industry support for ac- 
tion by the commission, although 
there are still some misgivings by 


at least two manufacturers who| 


object to specific terminology in- 
cluded in the tentative standards 
circulated by the commission. 


# With the American Automobile 
Assn. acting this week to demand 
immediate steps by the tire indus- 
try and commission to clean up 
tire ads, FTC staff personnel in- 
dicated their revised draft of tire 
advertising standards will be ready 
for consideration by FTC members 
within the next few days. 

The automobile association said 


the biggest source of difficulty in | 


tire ads stems from the use of mis- 
leading trade names for inferior 
grades of tires. 

“Many rubber manufacturers 
are stretching the patience of mo- 
torists to the snapping point,” Har- 
ry I. Kirk, AAA president, said. 
“It has become common practice 
to label third grade tires ‘super,’ 
‘de luxe,’ or ‘custom.’ Often the 
manufacturers go even further and 
combine these high-sounding ad- 
jectives with other catch words to 
come up with a tire name like 
‘new advanced super deluxe,’ 
when the particular tire is more 
cheaply constructed than several 
others in the same manufacturer’s 
line going under less pretentious 
names.” 


s He conceded manufacturers 
have done an excellent job of de- 
veloping tires so that today’s sec- 
ond or third lines are often equal 
to premium or first lines of a few 
years ago. “But,” he added, “the 
motoring public is still entitled to 
know exactly what it is buying by 
present standards.” 

Adoption of tire advertising 
standards would represent the sec- 
ond effort by the FTC to deal 
with an industry-wide advertising 
problem through the use of agree- 
ments defining controversial ex- 
pressions and copy themes which 
are to be avoided. Earlier the com- 
mission disposed of a great per- 
centage of its litigation in the to- 
bacco field by adopting a cigaret 
advertising code which forbids to- 
bacco companies from making 
medical claims in their advertis- 
ing. + 


FC&B Closes Portland Office 

The Portland, Ore., office of 
Foote, Cone & Belding has been 
closed and Leith Abbott, formerly 
northwestern manager of FC&B, 
will continue to handle the South- 
ern Pacific account in the North- 
west directly as assistant to the 
passenger traffic manager and pub- 
lic relations manager of the rail- 
road. FC&B continues as Southern 
Pacific’s agency, handling the ac- 
count from San Francisco. 


Wheeler to Campbell-Mithun 

William S. Wheeler has joined 
Campbell-Mithun, Chicago, as an 
account executive on the Ameri- 
can Dairy Assn. account. He for- 
merly was with Knox Reeves Ad- 
vertising. 
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BUSINESS IS GOOD! 


PRESENTED IM THE PUBLIC VIERES! 8 HULL-DOBBS CO. 


BUSINESS GOOD—Hull-Dobbs Co., 
Ford dealer, took this page in the 
Honolulu Star-Bulletin to point out 
|that there’s nothing wrong with 
Hawaii business, regardless of 
what’s happening stateside. 


MPA’s Kenyon Hits 
U.S. Chamber Drive 


as ‘Anti-Business’ 


New York, April 15—The Maga- 
|zine Publishers Assn., which re- 
|cently charged the U. S. Chamber 
|of Commerce with speaking “with 
two voices” about postal rates, has 
loosed another fusillade against 
the body. 

Robert E. Kenyon, MPA presi- 
dent, today accused the chamber 
of conducting an “anti-business 
campaign” for higher postal rates. 
In a letter to the chamber, Mr. 
Kenyon charged it with “parroting 
Post Office propaganda at the 
expense of your dues paying mem- 
bers.” 

He cited a chamber statement 
to the effect that “there is no sub- 
stantial difference between House 
and Senate proposals for increases 


This, said Mr, Kenyon, is true 


would raise rates on editorial mat- 


Senate’s per piece rate 
being double that of the House.” 


s Mr. Kenyon termed “glib” and 


| “unqualified” a chamber statement | 


for third class, but untrue for sec- 7 . 
ond class. “For instance, the Sasa vertising by Register-Tested-Cars, East Orange, N. J., used car war- 
ss. " 


ter by 60% over present rates, the} . 
Senate by 30%: the Senate would| /2¢ company, formed in July, 1956, has no present agency of record. 


raise the minimum per piece rate) ¢ Emerson Radio & Phonograph Corp., Jersey City, N. J., will launch 
by %s¢, the House by %&¢, with the| an advertising campaign for its high fidelity radios, phonographs, tv 


in eed sets and air conditioners in May with color pages in Ebony, Redbook, 


| Last Minute News Flashes 


Du Pont May Shift Ad Production to Own Ad Dept. 


WILMINGTON, Det., April 18—E. I. du Pont de Nemours & Co. is in- 
|vestigating advertisi g production costs, reportedly with the idea of 
transferring production from its agencies to its own ad department in 
| Wilmington. Fred Wardenburg, advertising director, told ADVERTISING 
| Ace today that cost investigation by Du Pont is a continuing process. 
“Whether we would assume our own production or not would depend 
on many factors,” he said. “It is entirely premature to discuss anything 
about it.” Similar investigations preceded Du Pont’s first change in its 
agency setup in 27 years, when it moved its paint products from Batten, 
Barton, Durstine & Osborn, New York, to N. W. Ayer & Son, Philadel- 
phia (AA, Oct. 8, 56). Du Pont’s agencies are Ayer, BBDO and Charles 
L. Rumrill Co. Another national advertiser, Schenley Industries, also 
recently launched a study of production costs. It is considering a plan 
of paying suppliers direct and later paying 15% charges to agencies 
(AA, March 24). 


A. M. Swift Moves from Squibb to Wilson Agency 


New York, April 18—Alfred M. Swift has resigned as professional ad 
manager of the E. R. Squibb division of Olin Mathieson Chemical Corp. 
to join Robert E. Wilson Inc. as creative director. Mr. Swift’s duties at 
Squibb will be taken over by Howard Baldock, ad director. Squibb de- 
nied reports that it was planning an agency change. McCann-Erickson, 
which handles export advertising for Squibb, recently made a pitch 
for additional business. 


Merkel, Vita Food Follow Stiefel to L. H. Hartman 


New York, April 18—Merkel Inc., Jamaica, N. Y., pork packer, and 
Vita Food Products, New York, have switched accounts from Blaine- 
Thompson Co. to L. H. Hartman Co. These are the first of about six 
accounts expected to move from B-T to Hartman as a result of the 
recent resignation of Herbert J. Stiefel as B-T vp. He joined Hartman 
April 7 as vp and a member of the agency’s executive committee. Ac- 
counts he serviced at B-T which also are expected to follow him to 
Hartman include P. J. Ritter Co., Bridgeton, N. J. (relish); Wagner 
Baking Corp., Newark; Richardson Corp., Rochester, N. Y. (root beer); 
and Claridge Food Co, Flushing, N. Y. (meat packer). Several of B-T’s 
personnel likewise are expected to move to Hartman. 


Lea to Leave ‘McCall's’ to Become Ogilvy VP 


New York, April 18—Gilbert Lea, advertising manager of McCall’s, 
will join Ogilvy, Benson & Mather about May 1 as vp and assistant to 
the president. 


ARF Appoints Banks; Other Late News 


|e Seymour Banks, manager of media planning and research at Leo 
|Burnett Co., Chicago, has been appointed chairman of the audience 
|concepts committee of the Advertising Research Foundation, succeed- 
jing G. Maxwell Ule, of Kenyon & Eckhardt, New York, who recently 
was named technical director of ARF. 


|e Walsh Advertising, Toronto, has filed a suit against the government- 
owned Bank of Canada, seeking $160,580 in damages. The action arises 
|from the agency being dropped by the bank last July following the 
election in which the conservatives beat the liberals, as it was prepar- 
ing a savings bond advertising campaign and prior to the placing of 


in second and third class rates.”| the campaign. No hearing date has been set. 


e Reach, McClinton & Co., Newark, has been named to handle its ad- 


ranty company with offices in 41 states. A “heavy” campaign is planned, 
using business and consumer magazines, newspapers, radio and tv. 


Seventeen, Sports Illustrated and Vogue, supplemented by extensive 
newspaper and business paper schedules. Gore Smith Greenland is the 
agency. 


| that “while proposed increases will| ¢ Joseph Daffner has resigned as director of advertising and merchan- 


not cover the entire allocated costs 
of second and third class mail, 
percentage-wise they are sizable 

increases that will make an im- 
|portant contribution toward re- 
| ducing the postal deficit.” 

The MPA added that the cham- 
ber seemed “so intent on making 
a case for a pre-determined ob- 
jective (a ‘pay-as-you-go’ Post 
Office) that it is willing to price 
out of the mails thousands of small 
business users who cannot afford 
to carry the costs of expensive 
and, to them, useless Post Office 
operations, and who should not be 
asked to subsidize deficit-making 
expenditures which can only be 
charged to politics.” # 


Herman to Succeed Rand 
Kenneth R. Herman, exec vp of 
Sperry Rand Corp., New York, has 
|been named to succeed James H. 
|Rand as president of the compa- 
|ny. Mr. Rand has announced his 
| retirement, but will continue as 
a member and vice-chairman of 
the board. Mr. Herman was for- 
merly also head of Vickers Inc., 
a Sperry Rand subsidiary. Mar- 
cell N. Rand continues as exec vp 
and general manager of the Rem- 
ington Rand division. The elder 
Mr. Rand founded Remington 
Rand in 1927. It became a divi- 
sion of Sperry Rand Corp. in 1955. 


dising for Lanolin Plus. The company has named Mim Pike, director 


|of marketing and publicity, as acting manager of advertising and mer- 
chandising. 


e Ford Motor Co. is looking for a replacement to take over for Arthur 
Godfrey on the “Ford Road Show” afternoons on CBS Radio. Mr. God- 
frey, who has daily morning radio and tv shows plus the nighttime tv 
“Talent Scouts,” announced that he was resigning from the Ford as- 
signment because “there just aren’t enough hours in one day to do it 
all.” Departure date is up to Mr. Godfrey, but it will probably be in 
June. J. Walter Thompson Co. is the agency. 


e American industry plans to invest $34 billion in new plants and 
equipment in 1958. This is 12% less than in ’57. However, companies 
participating in the 11th annual survey of business plans, released 
April 18 by McGraw-Hill Publishing Co., New York, reported they 
plan to increase their research and development expenditures in ’58 
by 14%, to a total of about $8 billion. 


e A. Donald Brice, director of advertising and pr of Dictaphone Corp. 
since 1951, has been elected advertising vp. The company will intro- 
duce its new Time-Master dictating machine in the April 29 Saturday 
Evening Post with the company’s first four-color spread, followed by 
two-color pages in Dun’s Review, Fortune, National Geographic, Time 
and U. S. News & World Report as well as the Post through July, plus 
insertions in the May 6 issues of the Journal of Commerce and Wall 
Street Journal. Young & Rubicam is the agency. 


Miami Valley Admen Elect | Station Reps Pick Davis 

Roy B. Pleiman, sales manager| John W. Davis, vp of Blair TV, 
of Gustav Wiedeke Co., has been|has been elected Chicago president 
elected 1958 president of the Miamijof the Station Representatives 
Valley Industrial Marketers, Day- | Assn. Other new officers are Roger 
ton. Other new officers are Robert |O’Sullivan, Avery-Knodel Inc., vp; 
|B. Prugh, Buckeye Iron & Brass | William Condon, Katz Agency, 
Works, vp; William K. Judy, Dur-/|treasurer; and Thomas A. Taylor, 
iron Co., secretary, and Walter E.|Peters, Griffin, Woodward Inc., 
Wolaver, WHIO-TV, treasurer. secretary. 
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FCC Weighs Plan 
to ‘Break Up’ 12 
Clear Channels 


WASHINGTON, April 17— In the 
first important break in its cele- 
brated “clear channel” case, the 
Federal Communications Com- 
mission announced today that it 
is considering a plan which will 
open the way for additional radio 
stations on 12 of the existing 24 
Class 1-A clear channels. 

If the plan is eventually adopted, 
it would mean that 12 powerful 
stations which currently have im- 
portant frequencies entirely to 
themselves would find a portion 
of their nighttime coverage in re- 
mote areas blacked out through the 
operation of new stations which 
would be authorized to use the 
same frequency. 


® Historically the clear channel 
stations were among the most val- 
uable radio properties. Since their 
signals reached far beyond their 
home community, they became the 
keystone for radio network opera- 
tions, and they were on the basic 
list of most national advertisers 
who ventured into radio. 

The case is one of the most dif- 
ficult in the history of the commis- 
sion. It involves the basic high- 
powered stations which were set 
up early in radio to reach out from 
metropolitan areas to sparsely set- 
tled rural areas. Since 1945 the 
commission has been studying an 
exhaustive hearing record which 
seeks to determine whether exist- 
ing clear channel stations provide 
sufficient rural service to keep the 
valuable frequencies entirely to 
themselves. 


s Under the plan outlined by FCC 
today, new major Class 1 stations 
would be licensed in Arizona, 
Idaho, Montana and Wyoming on 
five of the frequencies—660, 770, 
880, 1100, and 1180kc. Clasp.2 sta- 
tions, operating with less than 
maximum power, would be au- 
thorized on seven other frequen- 
cies—670, 720, 780, 890, 1020, 1120 
and 1210kc, and eventually some 
additional Class 2 stations might 
also be authorized on the 660, 770, 
880, 1100, and 1180kce channels, too. 


s At this stage of the proceeding 
FCC said its judgment is based 
on evidence collected in early 1946, 
when there were only about a 
third as many stations serving the 
country as there are now. It said 
it will not act on the plan to break 
up the 12 channels until stations 
currently holding the channels 
have an opportunity to provide 
fresh information demonstrating 
that the existing arrangemént pro- 
vides ample service. 

Four of the existing clear chan- 
nel stations affected by the pro- 
posal are in Chicago (WMAQ, 
WGN, WBBM and WLS) and 
three are in New York (WRCA, 
WABC and WCBS). The others 
are KDKA, Pittsburgh, KYW, 
Cleveland, KMOX, St. Louis, 
WHAM, Rochester, and WCAU, 
Philadelphia, 


® In addition to the 12 channels 
involved in today’s action, FCC is 
also considering the future of 12 
other Class 1-A clear channels, 
and 21 Class 1-B channels. It said 
a decision on proposals to break 
down these channels, or converse- 
ly, to permit clear channel stations 
to operate with super-power, will 
be reserved until later. 

The commission said directional 
antennas would be used to keep 
interference to a minimum in the 
event it is decided to put more 


stations on the existing clear chan- 
nels. + 
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Jewel Tea’s Clements Assails Use 
of Premiums to Force Distribution 


(Continued from Page 2) 
motions—the “mail-them-in” kind, 
the “attach-them” kind, and the 
“pack-them-in” kind—Mr. Cle- 
ments discussed the problems 
connected with each. 

“In connection with the ‘mail- 
in’ premium plan, where a coupon 
is used, it is most helpful if the 
coupon is part of the carton and/} 
the carton is_ printed with 
complete information, so that the 
purchaser knows where the mail- 
ing should go, how it should go 
and what the premium is,” Mr. 
Clements said. 

“In some manufacturers’ ‘mail-| 
in premium promotions, the) 


a promotion where a noodle pro- 
duct was placed in a glass baking 
dish with a special price for the 
unit sale. Not only was the 
retailer asked to sell the unit at 
the same profit that he would) 
normally receive for selling the 
noodles alone, but the glass dish | 
was similar to one of the store’s| 
own products. 

He praised the packing of Crisco 
in an attractive kitchen canister 
as a premium. This promotion 
showed a 50% increase in normal 
movement while it was offered 
in Jewel stores, he said. 

On the other hand, retailers like 
promotions where the premium is 


carton has told only half the story,,| packed in the package and the 


and the manufacturer has furn-| 
ished a pad of printed coupons} 
which he expects to be placed at) 
or near the display of the item. | 

“This seems to have been very 
workable back in the general store 
days, but in today’s supermarket 
the display of the item usually 
consists of a shelf display, and 
retailers have no good way to 
affix the pad of coupons on the 
shelf at the display. 

“Instead, the retailer will place 
the coupons at a location in the 
store considerably removed from 
the manufacturer’s product, and 
needless to say the promotion 
loses some of its punch.” 


® Much of the effectiveness of an 
“attach-them” promotion is lost 
for both the manufacturer and the 
retailer if it is not properly done, 
the Jewel president said. In a| 
recent promotion for “magic pic-)| 
tures,” the pictures were easily 
torn off, so that the package was 
defaced and the retailer no longer | 
had a saleable unit, he said. 

“Premiums as a part of the) 
unit sale need to be firmly and 
securely attached in such a way 
that they are not detached from 
the package, particularly by our 
customers’ children, with result- 
ing loss for both the retailer and 
the manufacturer,’ Mr. Clements 
said. He praised the Dove perch | 
promotion for solving this problem. | 


Promotions where the product) e American flag sets, consisting | 


| 
is packed in the premium can) 


give retailers headaches, id 
Clements said. 
The Jewel president mentioned | 


package is properly marked. 


# A premium should be chosen 
which will not only stimulate 
sales of the established product, 
but which might establish a mar- 
ket for the item which is used as 
a premium, Mr. Clements said. 
A promotion for Johnson Glo Coat, 
in which a 6 oz. can of Kleen-Floor 
cleaner was offered free, resulted 
in impressive sales gains for Glo- 
Coat plus the introduction of a 
new product, he said. 

Mr. Clements cited the following 
three cases as examples of suc- 


‘cessful premium promotions run 


in Jewel stores: 


e A complete set of encyclopedias 
was offered over a 12-week period, 
with the first book costing 19¢ and 


| each succeeding book 99¢. The full 


set cost $20 as against a minimum 
of $50 for a comparable encyclo- 
pedia set from regular sources. 
Jewel sold 811,000 books with a 
retail value of nearly $750,000. 


e Melmac dinnerware was of- 
fered in a promotion over a four- 
month period. A five-piece place 
setting was sold for $1.98, about 
half of the price in department and 
hardware stores. Completer pieces 
were sold at 60% of their regular 
retail price. Jewel sold $800,000 
worth of the dinnerware. 


of a 3x5’ flag, a two-piece pole, 
metal wall bracket, storage box 
and a flag code, were offered at 
$2.89 with any $5 purchase. Jewel 


12-31-57) 


COUNTY DAILY SUN. 
ADAMS 4,567 3,617 
ALLEN 82,190 48,759 
DEKALB 6,588 4,500 
HUNTINGTON 5,460 4,736 
KOSCIUSKO 2,686 3,147 
LAGRANGE 2,379 1,600 
NOBLE 5,743 3,900 
STEUBEN 4,886 2,902 
WABASH 2,149 2,269 
WELLS 3,736 3,294 
WHITLEY 5,179 3,639 


Represented by Alien-Kiepp Co.—New 


Fort Wayne Gives You a 
15-County, Billion $ Bonus 


The News-Sentinel and The Journal-Gazette give you 
saturation coverage of this great midwestern market .. . 
delivering 138,970 copies among 155,976 dwelling units. The 
Sunday Journal-Gazette delivers 95,014 copies. 


Guaranteed coverage every day 


COUNTY DAILY SUN. 
DEFIANCE (0.) 1,927 1,960 
PAULDING (0.) 2,640 2,254 
VAN WERT (0.) 2,797 3,358 
WILLIAMS (0.) 2,344 2,353 


FORT WAYNE NEWSPAPERS, INC., Agent 
The News -Setitinel * THE JOURNAL-GAZETTE 


(ABC 


FORT WAYNE 


with a retail 


|sold 23,000 flags 
value of $66,000. 


® Business men don’t like pre-| 
miums, but they use them because | 
premiums produce results, Martin 
Mayer, author of “Madison Ave- 
jnue, U.S.A.,” told the premium 
| buyers. 
| “Few people who sponsor pre-| 
mium promotions actually like the 
idea; most would prefer to do} 
| business without them,” Mr. May- | 
/er said. He attributed this com- 
/ment to an article written by 
Gordon C. Bowen, chairman of | 
‘the PAAA, in an issue of Adver- 
| tising Requirements. 

“The volume of premium offers 
|has been growing steadily,” Mr. 
|Mayer said. “Nobody likes them, 
but, in that much abused locution, 
they work. If the situations were 
reversed—if premiums were loved 
| by all, but ineffective as a sales 
|tool—you would soon be out of 
business.” 

Mr. Mayer said he liked the 
premium business and described 
premiums as a “weapon of truth.” 
He added that the premium field 
“is a most wholesome influence 
within advertising, a force on the 
side of reasonable thinking and 
behavior. 

“Advertising, after all, is a trade 
full of gas and gizmo,” Mr. Mayer 
said. “Without a weight of facts 
to hold down the balloon, the 
sheer pressure of individual affla- 
tus might lift the industry clear 
out of sight. | 


® “Facts about advertising and its | 
effectiveness in the market place | 
|}are hard to come by—but premi- 
um promotions are a good, heavy, | 
measurable fact. Every time a| 
housewife shifts brands because 
the shift will bring her the chance 
to buy a patent bottle-opener for | 
less than the market price, anoth- 
er sandbag clutches the balloon.” 

Mr. Mayer asserted that the 
premium “is obviously a_ slight} 
added value, and whenever a| 
premium offer creates bumps and | 
corresponding dips in a Nielsen 
chart, the advertising community 
as a whole can see—indeed, can- 
not avoid seeing—that it works 
with minutiae and not with the 
great currents of human behavior.” 


® With fair trade a thing of the! 
past with many companies, it was 
apparent at the show that some 
of the larger appliance manufac- 
turers are going to make more 
jof their products available as 
premium items. 

Eastman Kodak Co. and Sylvan- 
ia had booths at the show for the! 
first time. RCA Victor tv sets! 
were exhibited for the first time. 

An Eastman Kodak official told | 
ADVERTISING AGE that the com- 
pany’s full line of cameras and 


York—Chicago—Detroit—San Francisco 


from $3.95 to $850, is now avail-| 


International Admen 


|sented him with a desk set today 


SPECIAL PREMIUM— 

Ami Sylvestre 

won the title of 

“Miss Something 

Extra” at the 

premium exposi- 
tion. 


said, but not until the beginning 
of this year was it decided to push 
the products as premium items. 

RCA Victor phonograph records 
have been used modestly as pre- 
miums for some time, but the 
company now is going all out in 
this avenue of distribution and 
marketing, AA was told. 

New premiums were scarce at 
the show. There was a continued 
trend toward higher quality pre- 
miums, with such items as sport- 
ing goods, household appliances, 
furniture and fur coats being 
much in evidence. 

New premiums found included 
a Ronson portable hair dryer 
($14.95); a Thomas Organ Co. 
electric organ ($695 to $1,195), and 


a combination flashlight-cigaret | 


lighter (Astra Trading Corp., New 
York). + 


Tutching Succeeds 
Kendall as Head of 


(Continued from Page 2) 
of Caribbean Networks, has been 


Advertising Age, April 21, 1958 


‘American Milk Review’ 

Buys ‘Milk Plant Monthly’ 

| American Milk Review, pub- 
jlished in New York by Urner- 
Barry Publishing Co., has pur- 
|chased Milk Plant Monthly, Kansas 
| City. The magazines will be 
|merged, effective with the June 
}issue, under the name, American 
beng Review & Milk Plant Month- 
ly. 

John C. Taber, president of 
| American Milk Review, and Hen- 
|ry Bodendieck, publisher of Milk 
| Plant Monthly, said current adver- 
tising schedules contracted in Milk 
Plant Monthly will be accepted in 
the new publication until expira- 
tion without change in current ad 
rates. The combined magazine will 
have expanded editorial coverage 
and will reach milk plant owners, 
operators, executives and milk 
product plant owners, Mr. Taber 
said. 


the 
years. The board of directors pre- 


in appreciation of his services. 


s Eight men were contending for 
four seats on the IAA board. Those 
elected were Oscar C. Cornejo, 
international advertising manager 


| of Worthington Corp.; Frederick 
| Fleischman Jr., advertising man- 


ager of Pepsi Cola International; 
Clinton V. Pickering Jr., manager 
of the advertising department of 
Union Carbide International, and 
George R. Spahn, advertising and 
sales promotion, Remington Rand | 
International. 

The runnerups were Richard} 
Cousins, exec vp of Dillon-Cousins 
& Associates; Borden R. Putnam, 


|vp and executive director of the 


international editions of News- 
week; William J. Reilly, manager 
of customer and public relations 
for the international division of 
Radio Corp. of America; and Don- 
ald G. C. Thomas, general manager 
of the armed forces and foreign 
division of Lever Bros. 


® Mr. Kendall, who also received 
a desk set today, reviewed briefly 
the growth of the organization. 
Membership now stands at 1,141, a 
gain of 70% over the 1956 total.) 
About half of this membership is) 


is now at a record high, exceeding 
$30,000. 
The IAA will hold its annual 


/convention here May 15 and 16, 


using the theme, “A common world | 
market.” # 


|movie projectors, ranging in price Steiner Agency Moves 


Louis K. Steiner & Associates, 


able for premium and sales incen-| Miami, has moved from its Flagler 


tive use. The company has been| Terrace address to new offices at} 


in the premium field for years, he ' 2890 N. W. Seventh St., Miami. 


\ Photo Lettering 


Demonstration 


...its an education! 


we learned how savings, 
finest quality lettering 
and simplicity of 
operation go 
hand in hand. 


ey 


Seeing is believing . . . at least 
where the Filmotype Photo 
Lettering Machine is concerned. 
It’s an education, as well as 
unusual fun, to see the speed, 
ease of operation, sharpness of 
each word produced. 

Alphabet style selection, we 
discovered, is literally 
unlimited, too! And since we 
had the Filmotype man collared 
right in our own office, we let 
fly with right-from-the-shoulder 
questions. Result: our new 
Filmotype Machine has become 
a money-maker and 
money-saver we rely on. 

A Filmotype demonstration 

in your office is sure to prove 
extremely worthwhile, too. 
Write today, no obligation, 

of course. 


7500 McCormick Bivd., Skokie, Ill. 


YES, we would like to see how the 
Filmotype machine automatically pro- 
duces quality lettering. Contact me for 
ony demonstration in our own 
office. 
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-* The People’s Watchdog— 
Ww 


* The American NEWSPAPER |. 
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—a major contribution in the public interest 


— made by the 


Newark Star-Ledger 


NEWARK STAR-LEDGER GETS RELIEF FOR HARD-PRESSED MOTORISTS ae 


Governmental bureaus die hard, even when 
they have outlived their usefulness. 


New Jersey’s motor vehicle inspection system 
is one of them. 


Faced with a rising death toll, New Jersey 
adopted twice-a-year compulsory inspection in 
1938. 


For years, the inspection system was hailed 
as nearly a cure-all for lowering the accident 
rate—but there was grumbling from the people. 
With the post-war increase in the use of trucks 
and autos, state inspection stations became 
choked beyond capacity. 


The Newark Star-Ledger began demanding 
relief from the intolerable conditions—and made 
an inquiry into the value of the system. 


Amazingly, it developed that no study had 
ever been made to learn what value there was, 
if any, in the inspection system. 


Further, while there had been some boasting 
about a lower fatality rate due largely to the in- 


spection system, the Star-Ledger found that the 
claim was based on figures which were grossly 
misleading, at best. 


The state’s apparently excellent safety rating 
turned out to be merely a low number of acci- 
dents in relation to the amount of gasoline pur- 
chased, which was assumed to reflect the mile- 
age driven in the state. Actually, the statistics 
were not based on mileage at all, but rather re- 
flected the high volume of gasoline sales result- 
ing from the state’s low gasoline tax. Much of 
the gallonage purchased in New Jersey was, 
and is, consumed in neighboring New York and 
Pennsylvania. 

The Newark Star-Ledger’s persistence con- 
tributed to the state’s decision, within a month, 
to reduce inspections to one a year. In addition, 
inspections are staggered through the year, in- 
stead’ of falling due all at the same time. The 
days of long lines of waiting motorists are over. 
The strong editorial voice of the Newark Star- 
Ledger played a leading part in this accomplish- 
ment for the public good. 
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NO WONDER the people BUY 
58,000,000 newspapers every day, for which they pay over $3, 700,000 daily 


It is important for advertisers to remember— People welcome advertising in newspapers 


Published in the interest of all Newspapers and Advertisers by 


Moloney, Regan & Schmitt 


HERBERT W. MOLONEY, President 
Newspaper Representatives Since 1900 
Representing Newspapers Only 
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